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Abstract

Given the competitive nature of today’s business environment, understanding consumer
buying behaviour is crucial in determining market trend. However, consumer buying
behaviour can be affected by several factors including celebrity endorsement. Celebrity
endorsement often triggers heightened demand for products, thereby increasing its
popularity and sales volume. This study examines the effect of celebrity endorsement on
consumer buying behaviour of sanitary pad among female undergraduate students of
Lead City University, Ibadan, Oyo State. The study adopted a descriptive research design
and the population of this study focused on all female undergraduate students_of Lead
City University, Ibadan, Oyo State, Nigeria. Multi-stage sampling procedure used to
ascertain the sample for the analysis. Descriptive and Inferential Statistic@used to
analyze the collected data. The findings revealed that celebrity expen‘t@,'6 sonality,
attractiveness, and credibility significantly influence consumer ing=behavior of
sanitary pads among female undergraduate students of Lead City 'bggity, Ibadan, Oyo
State. Specifically, the results showed that: Celebrity expertise h nificant influence
on consumer buying behavior (f1= 0.749, R2=0.638, t—statis%6.539>l.96, P-value
=0.000 < 0.05); Celebrity personality has a significan ec on consumer buying
behavior (B2= 0.522, R2=0.581, t-statistics=14.84231796y=P-value =0.000 < 0.05);
Celebrity attractiveness has a significant influence on umer buying behavior (f3=
0.815, R2=0.745, t-statistics=16.639>1.96, P-va 0.000 < 0.05); and Celebrity
credibility has a significant influence on c% r buying behavior (p4= 0.737,
R2=0.845, T-statistics=7.832>1.96, P-value < 0.05). Based on these findings, it
was recommended among others that b &Q oducing sanitary pads should carefully
select celebrities who have relevant exp r& n the field of feminine hygiene or women's
health.

Keywords: Celebrity endorse&gﬁ, Consumer buying behaviour, & Sanitary Pads
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Chapter One
Introduction
1.1 Background to the Study

In today's complex and swiftly changing business environment, businesses must adopt
strategic marketing approaches to effectively promote their products. The 6 ence of

novel events and innovations, particularly since the internet's inception, has significantly

transformed human existence. The advent of e-commer e@o ile commerce,
h

contemporary social media platforms, and mobile market@a substantially impacted
people's lives. Today's consumers possess a wide array@evices, such as smartphones,
tablets, televisions, and computers, and markete I%Qreadily seized these opportunities.
Consequently, there has been a surge in medi uration, and consumers' attention spans
for advertising have arguably decr?as d,%inishing the impact of traditional marketing
methods. This presents a challeuk%x marketers, making it increasingly challenging to
engage and cultivate me’a@ I connections with consumers through conventional
advertising approach%b%sequently, many marketers have turned to non-traditional

communicatit';@; ies to capture and retain consumer attention and influence their

buying be@our.

To ve success, marketers must initially gain a deep understanding of the factors that
influence potential customers' behaviours during the purchase of goods or services'.
Consumer buying behaviour, is the study and analysis of the processes and factors that

influence individuals or households when making decisions about purchasing products or



services. It includes the actions, thoughts, and emotions that individuals go through

before, during, and after a purchase'.

Therefore, various elements influences consumer purchasing decisions. These elements
encompass social aspects like family, reference groups, and social status; cultural aspects
that encompass culture, subculture, and social class; as well as economic aspect%h as
personal income, family income, income expectations, available funds, and mental
policies'?. Likewise, individual characteristics like age, income, oa&pgddn, lifestyle,
personality, and psychological aspects such as perception, ¢ e processes, and

thought patterns also influence their choices, brand perc@ns, and the inclination to

seek the best options?. QQ

Every business aspires to achieve visibility a Qﬂnce product sales to ensure financial
stability. Consequently, organisations en@ diverse marketing campaigns, strategies,
and advertising approaches almeg\ icing customers to purchase their products’.
Marketers have traditionaw@i towards employing a few conventional advertising
methods in the face @c\ competition* such as newspaper advertisement, billboards,

television commereials, and radio spots. In the past, these advertising approaches have

proven hi%gﬁéctive for numerous organizations*.

C%’Qtoday possess heightened awareness of promotional offers and exhibit the
ability to compare and select the most suitable ones. Certainly, when consumers are
inundated with numerous advertising messages, they often choose to overlook them by
quickly browsing through magazines and newspapers or switching channels on their

television*. However, even when they make an effort to disregard the advertisements, the



allure of a celebrity rarely goes unnoticed. For instance, the use of Cristiano Ronaldo for
promoting LiveScore or Mercy Johnson Okojie advertising power oil and Davido for
munchit*. Consequently, this heightened consumer awareness has intensified competition
among companies®. Therefore, it has become a pivotal strategy for organisations to enlist
the endorsement of celebrities in their product promotion efforts, aiming to sway
consumer purchasing behaviour. Simultaneously, consumers are showin Q%\ring
fascination with celebrities and the idea of "stardom." Hence, a popular marketing tactic
involves using celebrities to endorse a company's brand or m@ . This modern

approach necessitates that marketers devise strategies th: %pass emotional and

humorous elements. The primary goal behind thes gies is to achieve brand

visibility and elicit consumer attention, interest,

epibgnd action. To ensure the success

of these strategies, marketers enlist the suppo ell-known celebrities, as they possess

the ability to significantly influence con hr purchasing behaviour.
R

Celebrity endorsements, a 1 ca\nding marketing strategy, have evolved into a
recognised and pewasi@enomenon within contemporary marketing tools and
practical communi & methods’. Celebrities are prominent individuals whose
achievementﬁ‘p%g&di erse fields such as sports, entertainment, politics, the media, and
the corp ector. In the present day, celebrities wield significant influence, capturing
thw\\tt/gﬁon and admiration of both young and older demographics. In our contemporary
world, celebrities are not only admired but also regarded as role models, particularly by

the youth, who aspire to emulate their lifestyles, speech patterns, and fashion choices and

even strive to attain physical resemblances to these icons’.



Likewise, there is a prevalent trend among individuals to adapt their lifestyles to those of
their favoured celebrities. This inclination arises from the belief that by emulating the
product choices of their beloved celebrities, they can emulate their idols®. Contemporary
youth often regard numerous celebrities as influential figures, owing to their widespread
fame and societal standing. Notably, celebrity endorsements wield significant influence
over consumer buying behaviour, serving as a magnet for customers an Qm tely
bolstering a company's productivity and reputation. Organisations f@lgly enlist
celebrities to endorse their products, with the expectation that thes@rities will imbue
the endorsed products or brands with additional appeal®. E@%search has identified
]

several key attributes that celebrities bring to end ts, including personality,

recognition, credibility, likability, trustworthineis,,jé%nality, expertise, popularity, and

®%

The endorsement strategy, originall lemented by companies during the nineteenth

attractiveness, among other factors'%!-12,

century as a promotional tool, l@gaergone significant evolution. The advent of radio in
the 1930s and televisio@he 1950s marked pivotal moments in the growth of

advertising, with @s witnessing an exponential surge. During this era, celebrity

endorsers fe uré&

shaping @ting practices'3.

Q

Celebrity endorsements seems to create a multitude of deliberate differentiations among

pproximately 15% of all advertisements, solidifying their role in

sanitary pad products, resulting in a decline in sales due to the confidence instilled in
consumers by these celebrity-driven marketing efforts. Simultaneously, celebrity
endorsers exert a positive influence on consumers' perceptions!#. To captivate consumers,

businesses frequently employ advertising as a primary strategy to convey their message'.

4



The use of celebrity endorsements is grounded in the belief that consumers place trust in
the authenticity of information presented in commercials featuring celebrities, as these
public figures are unlikely to jeopardize their public image by associating with products

of inferior quality!'®.

Another dimension of celebrity endorsement that has garnered substantial a&ltion
pertains to the portrayal of gender roles in advertising involves the depictio@men in
advertisements'’. This portrayal serves as a gauge of societal attitudes ard gender.
Moreover, it is widely believed that how gender is portrayed c Qact the success or
failure of a celebrity-endorsed advertising campaign for@ﬁt and, consequently,
influence the product's sales either positively or negatix@g. This suggests that utilizing
a female celebrity endorser for sanitary pads@(é affect how the female audience
perceives the product, potentially categ N@t as exclusively intended for females.
Therefore, when companies emplays\& rity endorsements to reach diverse audiences
encompassing men, women, é{?ﬂldren, there should be a nuanced approach to
portraying gender that av@inforcing stereotypes and conveys messages that resonate

appropriately with all conSumer segments.

.

N

Similarly, e&uﬁ'\g personal hygiene during menstrual cycles is a fundamental
respo ity for females as they transition into puberty and begin to experience relevant
homﬁal changes. Historically, it was not uncommon to encounter women using cloth
materials to manage hygiene during menstruation!®. However, in contemporary times, a
significant majority of menstruating females, particularly those in urban areas and school-
age girls, rely on sanitary pads for cleanliness. In the context of the research topic

"Celebrity Endorsement and Consumer Buying Behavior of Sanitary Pads" sanitary



products produced by major multinational corporations are typically subjected to
thorough testing to prevent the occurrence of hypersensitivity reactions. Nevertheless,
female students, particularly those with sensitive skin, may still encounter adverse
reactions when using menstrual hygiene products, often due to factors such as friction or
prolonged moisture contact with the skin. Some students may also develop all&%s in

absorbency. This shift has led to the proliferation of various sanita rands by

response to additives incorporated into commercial products to mask odour th nce
s
different manufacturers in the Nigerian market. In response to inte@mpetition, many
of these manufacturers often employ celebrity endorsements\and other promotional
o

strategies to effectively position their brands in the min sumers.

In today's market, where a plethora of choices @%&tes consumers, it is an undeniable
truth that no brand can envision survivaq\\Q’Qt a robust and well-defined advertising
and marketing strategy?’. Such stra\\@not only render products marketable but also
extend their reach to potenti@é@t\omers, exerting influence over their purchasing
decisions. When a cele@becomes a part of an advertisement, it often triggers

heightened demand oﬁe associated product, resulting in an upsurge in its popularity

and sales Vol<mg&\'

Withi@consumer goods sector of Nigeria's economy, advertising has played a pivotal
role Wh introducing consumers to a wide array of products offered by various
manufacturers. Over the years, renowned brands such as Airtel, Globacom, Indomie, Bigi,
Coca-Cola, Pepsi, Tecno, Infinix, and others have harnessed the power of celebrity
endorsements to engage, educate, and persuade consumers toward purchasing their

22,23

respective products*~*>. Among the spectrum of menstrual hygiene products, sanitary



pads encompass various brands, including Always, Virony, Molped, Besense, and other
disposable options, in Nigeria. These brands have embraced celebrity endorsements as a
means to promote and influence their products, particularly among the female

demographic in Nigeria and beyond.

Consequently, this research examines the impact of celebrity endorsement on c%lmer
buying behavior among female undergraduates at Lead City University @ State,
Nigeria. This study will specifically focus on the influence of celeby’&gﬁ&sements in

relation to Always, Virony, Molped, Kotex, and Besense Sanita

1.2 Statement of the Problem QQ

In today's intensely competitive business envi %Qnt, every organisation strives to
augment or sustain its product sales wi e market. The primary obstacle for
marketers is discovering a method t.o C éconsumer interest. Consequently, businesses
are consistently seeking insights @e factors influencing consumer buying behaviour.
Over the past decades, th¢™ihtricacies of consumer buying behaviour have attracted
scrutiny which inclu&@%iness and social analysts, cultural historians, moral critics,
academic the ’1®d entrepreneurs>#?>26, The particular concern of marketers is the

dynamic r@re of consumers' choices, tastes, and preferences. This understanding holds

pa@mportance for both manufacturers of sanitary pads and marketing agencies.

The regular purchase of sanitary pads by adult females is a necessity driven by individual
needs, preferences, and purchasing power. However, the determinants of female
consumers' purchasing decisions are influenced by various factors, including personal

attributes such as body size, menstrual flow, allergies, as well as socio-economic factors.



While existing research has explored these aspects, there remains a gap in understanding
how celebrity expertise, personality, attractiveness, and credibility specifically influence
the purchasing behavior of female consumers regarding sanitary pads. This study aims to

address this gap by examining the impact of celebrity-related factors on the purchasing

S\

A study explored the impact of celebrity endorsement on consumer buy@ehavior,

behavior of female consumers of sanitary pads.

specifically focusing on Ambassador Garment and Trade PLC?. It ngwﬂat celebrity
expertise doesn't significantly affect consumers' preferences f brand. However,
another investigation discovered that celebrity expert@does influence purchase
intentions, although not for luxury brands'3. Despite@e findings, there's a lack of
research on sanitary pads, especially among fe%ﬁbﬂndergraduate students in Nigerian

universities. Therefore, there's a need@her investigation into how celebrity

expertise affects the buying behavida\\' anitary pads among female undergraduates at

Lead City University, Ibadan, %\S te.

Celebrity endorseme%&%\unter various challenges, including alignment between the
celebrity and the@lct, changes in the celebrity's image, consumer fatigue, authenticity
concerns, nt(qﬂt\ural differences. Research has explored these dynamics, emphasizing
the ro&%celebrity personality in influencing consumer buying patterns. A study titled
"TheMmpact of Celebrity Endorsement on Consumer Buying Behavior" found that
consumer attitudes mediate the link between a celebrity's personality and buying behavior.
Celebrities' personalities can persuade consumers to purchase endorsed products, driven
by a desire to emulate their favorite celebrities?®. However, research on this relationship,

especially regarding sanitary pads, is limited. Therefore, investigating how celebrity

8



personality influences the purchasing behavior of female undergraduates at Lead City

University is essential.

Scholars suggest a positive correlation between celebrity physical attractiveness and
consumer purchasing behavior, indicating that attractive celebrities can influence both
purchase intention and consumer behavior towards associated brands?®-°. Wer’s
leverage this by employing celebrities to endorse products, enhancing @isement
credibility and awareness. However, utilizing physically attractive ce)%ri for sanitary
pad endorsements incurs significant costs. Despite this, m s believe in the
influential role of celebrities in product branding and sthough there's a risk if a
celebrity's public image turns negative. Consequentlygareful selection of celebrity

endorsers is crucial. Therefore, this study aims t(gb

O

investigate how celebrity attractiveness@ts consumer buying behavior regarding

sanitary pad products. .’\\o
&

Research on the purchast chavior of sanitary pads among female undergraduate
students at Lead City\@%rsity identifies a crucial factor influencing consumer choices:
the perceived é@redibility in celebrity endorsements. Credibility, characterized by
honesty, i@rlty, and trustworthiness, significantly impacts consumer behavior. Many
ce%@re deemed lacking in credibility due to the inauthentic lives they portray on
social media and their promotion of products without genuine endorsement. A study on
luxury brands also emphasizes credibility's paramount importance in purchase intention'>.
Despite existing research on celebrity endorsements and consumer behavior, there's a

dearth of studies on how celebrity credibility affects the buying behavior of sanitary pad



products. Therefore, this study aims to investigate the impact of celebrity credibility on

consumer purchasing behavior regarding sanitary pads.

As observed by the researcher, sanitary pad companies have engaged celebrities as its
endorsers, the researcher discovered that sanitary pads like Virony, employs the use of
celebrities like Mercy Johnson Okojie ,while besense sanitary pad uses Desti tiko,
Molped uses Chidima and other celebrities to advert their products. Buil@on the
company's experience, this research seeks to determine whether the@gal{y selects its

endorsers appropriately and whether it reaps the expected ber% m employing this

marketing tool. 0

This study aims to examine and interpret the in}l&@s@e of four selected independent
variables, namely, the expertise of the cel@s, physical attractiveness, celebrity
personality, and celebrity credibility, on\\Qleers' buying behaviour for sanitary pad

companies. &é;\\'
1.3  Aim and Objective %e Study

The aim of this stu Qo determine the effect of celebrity endorsement on consumer
buying beha\ﬁou&\o‘f anitary pads among female undergraduate students of Lead City

Univers'ytb%’adan, Oyo State, Nigeria. The objectives of this study were to:

N5

. ¥ determine the extent to which celebrity expertise can influence consumer buying
behavior of sanitary pads among female undergraduate students of Lead City

University, Ibadan, Oyo State, Nigeria

10



ii. examine the effect of celebrity personality on consumer buying behavior of
sanitary pads among female undergraduate students of Lead City University,
Ibadan, Oyo State, Nigeria

iii.  examine the effect of celebrity physical attractiveness on consumer buying
behavior of sanitary pads among female undergraduate students of Lead City
University, Ibadan, Oyo State, Nigeria Qk

iv.  determine the role of celebrity credibility on consumer buyi@\avior of

sanitary pads among female undergraduate students of ity University,

O

1.4 Research Questions Q

The following research question were answ@wfb

1. What extent does celebritz\'é‘lse influence the consumer buying behaviour

Ibadan, Oyo State, Nigeria.

of sanitary pads a@ female undergraduate students of Lead City
University, Ibad?&yo State, Nigeria?
2. How doe@gﬂty personality influence consumer buying behaviour of
sa 'f@s among female undergraduate students of Lead City University,
@dan, Oyo State, Nigeria?
&%What is the effect of celebrity physical attractiveness on consumer buying
behavior of sanitary pads among female undergraduate students of Lead City

University, Ibadan, Oyo State, Nigeria

11



4. What is the effect of celebrity credibility on consumer buying behavior of
sanitary pads among female undergraduate students of Lead City University,

Ibadan, Oyo State, Nigeria
1.5 Hypotheses

The following hypotheses will be tested at 0.05 alpha level of signiﬁcance.Q\

Q)

Hol: There is no significant effect of celebrity expertise on  copsumer buying
behaviour of sanitary pads among female undergraduate @ of Lead City

University, Ibadan, Oyo State, Nigeria. 0

Ho2: There is no significant effect between celebri onnality and consumer buying
behaviour of sanitary pads among femal&érgraduate students of Lead City

O

University, Ibadan, Oyo State, Nigeri\

Ho3: Celebrity attractiveness hé&)’s' nificant effect on consumer buying behaviour

of sanitary pads amon@a e undergraduate students of Lead City University,

Ibadan, Oyo State@a.

Ho4: The{@ significant effect of celebrity credibility on consumer buying

behavi% of sanitary pads among female undergraduate students of Lead City

@rsity, Ibadan, Oyo State, Nigeria.
1.6 Significance of the Study

This research aims to evaluate the effectiveness of celebrity endorsements as a
mechanism for influencing consumer buying behaviour among female undergraduates at

Lead City University. The study seeks to shed light on the rapidly expanding consumer

12



market segment in Nigeria, thereby offering valuable insights into the desires and
preferences of various segments of the population. Manufacturers of sanitary pads will
gain a clearer understanding of the pivotal role that celebrity endorsement plays in

promoting their products to potential customers and shaping consumer purchasing

S\

Additionally, this study holds significance for academia as it contributes t@zexisting

decisions.

body of knowledge in the realms of celebrity endorsement and consunter baying behavior.
It will serve as a valuable reference for future researchers i@l in exploring the

interplay between celebrity endorsements and consumer p ing behaviour.

Furthermore, retailers operating in the dynamic cons@ goods market will stand to gain
a competitive advantage from the findings of't & The insights generated will equip

them with the requisite information on h(h\\Q)ackage their advertisements effectively to

°
influence potential customers to m@m uct purchases.

N\

Marketing managers of sani pad, when encountering this study in the future, will
benefit from the insi@@t offers into the realm of celebrity endorsement and consumer
buying beha "@y will be better equipped to assess the effectiveness of their

promotion@trategies, including the selection of the most appropriate celebrities to

en@r products.

1.7 Scope of the Study

This study seeks to investigate the effect of celebrity endorsement on consumer buying
behaviour of sanitary pads products among female undergraduate students of Lead City
University, Ibadan, Oyo State, Nigeria. Celebrity expertise, celebrity personality,
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celebrity attractiveness, and celebrity credibility are the only variables to be examined for

this study.
1.8 Limitation of the Study

The study encountered challenges in securing questionnaire responses from students due
to their packed schedules, and it was also challenging to recruit an appropriate er of

students from various faculties. However, despite these hurdles, the stu(/@iings are
1.9 Operational Definition of Terms 0%

deemed to be credible.

The terms that are relevant to this study include: QQ
Celebrity Attractiveness: Celebrity trustworthi refers to integrity and honesty of the

celebrity and how it influences the buy'r%\&aviour of undergraduate students of Lead

City University. é;\\'
>

Celebrity Credibility: Cte@ty credibility refers to the knowledge, trustworthiness,

intergrity and how it@ences the buying behaviour of undergraduate students of Lead

- U(J\\\

Celebri@dorsement: Celebrity endorsement is a promotional tool or strategy
emp Qd by producers of sanitary pads with the aim of influencing customers buying

behaviour of undergraduate students of Lead City University.

Celebrity Expertise: Celebrity expertise refers to the professional level of the celebrity
and how it influences the buying behaviour of undergraduate students of Lead City

University.
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Celebrity Personality: Celebrity personality refers to the lifestyle, attitude and
behaviour and how it influences the buying behaviour of undergraduate students of Lead

City University.

Consumer Buying Behaviour: Consumer buying behaviour refers to how female

undergraduate students of Lead City University purchases sanitary pads dug ‘to the

O

Consumers: Consumers are undergraduate students of Lead Ci ersity, who are

influence of factors like celebrity endorsement.

willing and have the ability to purchase beverage products, (% influence of several

factors like celebrity endorsement. QQ

Female Undergraduate Students: female Un%a ate students are full time degree

students of lead city university

Sanitary Pads: A disposable absor @d used (as during menstruation) to absorb the

uterine flow.

Qﬁ\
(5&

O
&
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This chapter contains review of related literatures. It was presented in the following
subheadings; conceptual review, theoretical framework, review of empirical studies,

conceptual model and summary of literature reviewed.

2.1 Conceptual Review

2.1.1 Consumer Buying Behaviour Q\

Consumer buying behaviour refers to the actions and steps individu lst} when they
seek, choose, buy, employ, assess, and discard goods and sewice@&er to meet their
wants and needs'.Consumer buying behaviour, or consum 1§mse intention, refers to
an individual's personal preferences and actions relatea product.! In various cases,
acquiring items or services involves an ext %Qntricate journey, encompassing
thorough information research, compari%@ appraising brands, and other related
undertakings®. Conversely, certain buyi \ecisions occur spontaneously and may stem

from simply spotting a product icuously showcased at a reduced price in a retail

outlet. N \AQ

Q
It's important to e Qse that the examination of consumer purchasing patterns is a
.
component o(n.%}'e ing, with its primary aim being to understand how individuals,
groups, %Qanisations make decisions regarding the selection, acquisition, utilisation,
an&\&osal of products®. These decisions are influenced by factors such as past
experiences, preferences, pricing, and brand recognition. Consumer buying behavior
encompasses the procedures and interactions that encompass emotions, thoughts, actions,
and environmental factors, all of which influence how consumers make their purchasing

decisions*. The consumer behavior and purchase choices of each person can be
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substantially shaped by their buying habits, which are in turn impacted by a wide range of
factors such as technology, politics, demographics, culture, economics, personal
attributes, psychology, social influences, and more*. These factors are reflected in the

attitudes, motivations, perceptions, inclinations, knowledge, and way of life of consumers.

In the current dynamic and competitive landscape, customers are co%ntly
encountering numerous brands via various marketing approaches’. (@anding
consumer behavior is a crucial and intricate aspect for marketers, giw eople have
diverse needs and preferences. Fulfilling consumer needs nts the primary
objective for any business. Therefore, a marketer's role i@ves precisely recognizing
these customer needs and subsequently creating pro@ that cater to their desires.
Consequently, it's of utmost importance f%’b&rketers to possess a thorough

comprehension of consumer purchasing pﬁ\@fb

Throughout history, marketers havé%kﬁtently demonstrated a high level of interest in
understanding consumer be Q& Roughly three centuries ago, early economists
initiated the explorat%@le foundations of consumer decision-making®. Investigating
consumer behayi@es the purpose of unraveling the driving forces behind consumers'
purchasin 0@7. A deep understanding of consumer behavior equips marketers with
the to&% analyze and comprehend the thought processes, emotions, and preferences
thmxﬁde consumers in their decision-making. The study of consumer buying behavior
encompasses the actions of individuals, groups, and organizations, as well as the methods

they employ to select, acquire, and dispose of products and services®.
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The extensive increase in literature concerning consumer buying behavior encompasses
numerous factors thought to influence customer purchasing choices to some extent.
Consumer buying behavior is inherently intricate and ever-changing, making it
challenging to provide a straightforward and universally accepted definition. As a result,
various researchers have articulated the concept of consumer buying behavior in distinct
ways. Some of the definitions are; Consumer buying behavior involves ind'Q& and
groups engaging in a sequence of actions: choosing, purchasing, utilizing, and*ultimately
discarding products or services, all with the aim of fulfilling th@ds and desires’.
Consumer buying behavior encompasses a spectrum of actj %ed to the acquisition
and utilization of goods and services, stemming from ers' emotional and mental
needs, as well as their behavioral reactions!?. r@ buying behavior pertains to the
purchasing actions of ultimate consumers, en ssing both individuals and households,
\S
as they acquire goods and services for knal use!!. Consumer buying behavior can be
.
defined as the methods emplqu{@kividuals, groups, and organizations to acquire
and discard goods, service@%s, or experiences in order to fulfill their wants and
desires'?. Consumer b@%ehavior is a dynamic process that involves input, utilization,
and satisfacti ,Q\Ql' tely aimed at fulfilling needs and desires'. While the definitions
mentioned@ggexhibit variations, they collectively converge on the idea that consumer
bu@rgavior entails the sequence of choosing, purchasing, and discarding goods and
services in alignment with consumers' needs and desires. Nevertheless, researchers and
scholars widely agree that this process is subject to continuous evolution as customers'
purchasing patterns transform in response to alterations in their physical and

psychological requirements.
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Consumer buying behaviour is an action undertaken by individuals and households with
the intention of acquiring products for personal consumption!. To put it differently,
consumer buying behavior can also be described as the actions an individual takes to
select, purchase, and consume goods and services to fulfill their personal needs and
desires'>. This process encompasses various activities and procedures influenced by
numerous factors and unique traits that define an individual, affecting th 'Q&ion-
making, shopping habits, purchase decisions, brand preferences, and even tffe”choice of
retailers they patronize!®. The result of these elements ultlmately &o the decision to
make a purchase. Initially, the consumer begins by identi ¢ products they would
like to use, selecting those that offer a greater level o @ctlon Subsequently, they
proceed to assess the amount of money the vailable to spend. Finally, the

§1ces of the products before making a

consumer carefully scrutinizes and evaluates %

decision about which ones to consume. &

There are additional factors a@%&ces that have an impact on consumer purchasing
behavior. These factors @Q pass; social factors, where family dynamics, social

references, the rolesx dertake, and our place in the social hierarchy all play their part.

Cultural facths%ﬁ

cultures Itures, and distinctions rooted in social class. Economic considerations

epth to the narrative, drawing upon the influences of diverse

int?\d% the financial dimension, involving personal income, family earnings,
expectations tied to income, available assets, and the shaping hand of government
policies. Lastly, personal factors emerge, spotlighting individual characteristics like age,

occupation, lifestyle choices, and the unique hues of our personality traits. Together,
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these factors compose the symphony of our lives, guiding our choices and paving the way

for our journeys.

To gain a deeper understanding of consumer buying behavior, it is essential to seek
answers to these questions: Firstly, it's crucial to discern the precise composition of the
target market and gauge the extent of influence this market wields over the orga,%ation.
Beyond this, a deeper understanding of consumer behaviour comes into I@Q&hat are
their purchasing patterns, and what motivates their decision; aki{ processes?
Furthermore, it's essential to uncover the broader context in whic @ choices are made.
Who else participates in the intricate dance of the purchasiocedure? And finally, we

must delve into the nuances of timing, method, and@:rlying reasons behind these

purchases. By addressing these questions, we ca&b)ck valuable insights that empower

organisations to thrive in the ever-evolvin@tplacew.

It can also be described as an iédj\ﬁl's deliberate intention to make an effort to
purchase a specific brand, @ by their motivation to engage in such behaviour
consciously!”. Cons@aviour refers to how individuals allocate their resources
(time, money, ‘ag&fort) when it comes to purchasing consumer goods!'®. Consumer
buying b avﬁu}encompasses the reasons behind their choices, where and when they
make @ases, how frequently they do so, how they assess products post-purchase, and
hoNey make decisions for future purchases!®. Consumer behaviour encompasses the
entire process of acquiring, buying, and using products and services to meet their needs
and expectations®®. There are several components involved in understanding consumer
behavior. Initially, consumers identify the items they wish to purchase and then narrow

down their choices to those that offer the best value. Subsequently, they evaluate their
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available budget for spending. Finally, consumers assess the prevailing product prices
and make their purchasing decisions?!. Businesses are established to fulfil customer needs,
with customers at the core of business operations. Therefore, companies and marketers
must be able to anticipate consumer purchasing behaviour regarding their products or
services, as these consumers are continually exposed to new competitive Xlucts

S

Consumer behaviour is the examination of how individuals, groups&o(gaﬁisations g0

through various marketing strategies.

about making choices, acquiring, using, and disposing of goods% iences, or ideas to
fulfil their desires, and the impact of these actions on bo@e consumer and society?>.
Another way to define consumer behaviour is through &ploration of the when, what,
how, and why behind people's purchasing deci%’é. Consumer behaviour outlines the
buying process that individuals, househ@ups, or organisations, all of whom are
interested in making a purchase,.l\\ﬁ'%oz“. Among the most prevalent triggers are
personal factors, cultural inﬂL@g?, and social influences. Furthermore, a consumer's

[ ]
individual factors, inclu@erception, motivation, learning, and memory, exert an

impact on their respQn marketing stimuli.
. \
Consumers, b iour is defined as the examination of individuals, groups, or

organ@m and the procedures they employ to choose, obtain, utilise, and discard
pr(%ﬁs, services, experiences, or ideas to meet their needs, along with the consequences
these procedures generate for both the consumer and society?>. A consumer is an
individual who recognises a need or want, completes a purchase, and ultimately disposes

of the product across the three phases of the consumption process. Nevertheless, in
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numerous instances, various individuals participate in this series of activities. The person

who buys and the person who uses the product may not necessarily be the same.

When navigating the intricate landscape of market dynamics, several key questions
demand our attention. Firstly, it's crucial to discern the precise composition of the target
market and gauge the extent of influence this market wields over the orga,%ation.
Beyond this, a deeper understanding of consumer behaviour comes into I@Q&hat are
their purchasing patterns, and what motivates their decision; aki{ processes?
Furthermore, it's essential to uncover the broader context in whic @ choices are made.
Who else participates in the intricate dance of the purchasiocedure? And finally, we
must delve into the nuances of timing, method, and@:rlying reasons behind these
purchases. By addressing these questions, we ca@%ck valuable insights that empower
organisations to thrive in the ever-evol@ketplace. Moreover, it's not just about
recognising and fulfilling customer s&; it's equally crucial to understand why those
needs exist. This deeper insig@%consumer behaviour provides marketers with the
means to effectively mee@%‘mer needs and enhance customer loyalty to their products
and services.
.

Q)
Consumer: be{a;kur also encompasses the attitude of a consumer which refers to an
indivi@ internal evaluation pertaining to any object, issue, person, or action?.
Re&:hers consider attitude a key factor in determining consumer buying behaviour
related to any brand, product, or service. Consumer behaviour is not a static event but
rather an ongoing process influenced by various internal and external factors®’. It
encompasses the actions, thoughts, and emotions that individuals go through when

considering, purchasing, and using products or services. This process can be broken
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down into several stages, each of which plays a crucial role in understanding how
consumers make decisions. Marketers now acknowledge that consumer behaviour
represents a continuous process, encompassing more than just the moment when a
consumer makes a payment with money or a credit card and receives a product or service
in return?®. However, the broader perspective places greater emphasis on the Tlete

consumption process, considering the factors that impact consumers before: Qng, and

after a purchase. &< )

2.1.1.1 Consumers Decision Making Process (Five Step Mode

The process by which consumers make purchasing decist typically understood as a
series of stages that individuals go through when a@ing a product or service?. This
model illustrates that decision-making enc ses several internal psychological
processes. Motivation, perception, the f@on of attitudes, integration, and learning
hold significance for promotlonalé&){ s as they impact the overall decision-making

process of consumers. é
S
Problem Recognitio?gQ

[ ]
The initial p‘ase\’ﬁe consumer decision-making process is problem identification, a

stage i the consumer recognises a need and is driven to address it*°. Problem
ide}&tion serves as the catalyst for subsequent decision-making steps. This
recognition of a problem arises from a disparity between the consumer's ideal condition
and their actual state. It signifies a gap between the consumer's desired situation and the
reality they are experiencing’.It's important to note that "problem" in this context doesn't

necessarily connote a negative state; it could denote a consumer's pursuit of a more
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positive situation. Various factors can trigger problem identification, and these triggers
may range from simple to intricate, resulting from shifts in the consumer's current and

desired states. Both internal and external factors can influence these triggers.

Out of Stock Problem:

Recognition takes place when consumers exhaust their current inventory of a prod;& and
\J

need to restock?!. In such instances, the purchase decision tends to be strai @ ard and

habitual, often resolved by selecting a well-known brand or one to & e consumer

holds a sense of loyalty. %Q

Dissatisfaction:

circumstances and/or the product or service th currently using?

Problem identification arises from the consuzepb%contentment with their present

Needs/Wants Changes: &

Events occurring in consumer@fg can frequently generate fresh needs and desires*
Alterations in one's § osmon employment status, or way of life can give rise to
i

new requlrements a gate the identification of problems.

Related P& /Purchases
Pr@ entification can also be prompted by the acquisition of a product.
Marketer-Induced Problem Recognition:

Marketers can also serve as a source of problem identification by motivating consumers

to not settle for their present condition or circumstances®.
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New Products:

Problem identification can also take place when innovative products are introduced and
draw the attention of consumers. Marketers consistently launch new products and

services, highlighting the issues they address for consumers.

Information Search Q\

The second stage in the consumer decision-making process is informat'onQetjleval. Once
consumers recognise a problem or need that can be addressed t re purchase of a
product or service, they commence the quest for the infogmation necessary to facilitate
their purchasing decision®*. The initial search endea@ often entails attempting to
access information stored in their memorys; @g from past experiences and
accumulated knowledge about various purc options. This retrieval of information
is referred to as an internal search. Nany routine and repetitive purchases, the
.
information already stored in me&gr’\,such as past performance or the outcomes of using

a particular brand, proves § 1ent for comparing alternatives and making a selection. In

cases where the inte&é&ch doesn't yield adequate information, consumers will seek

supplementar(@rough external search efforts. External sources of information

encompas%
O

\/ ndividual sources, such as friends, family members, or colleagues

e Sources under the influence of marketers (commercial sources), including details

from advertising, sales representatives, in-store displays, and online resources
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e Public sources, which encompass articles published in magazines or newspapers

and television broadcasts.

e Individual encounters, such as physically interacting with, inspecting, or trying
out the product the decision regarding the extent and selection of external
information sources to utilise depends on several factors, includi the
significance of the purchase decision, the effort required to obtair@gmation,

the relevance of previous experiences, the perceived level of #isk dssociated with

the purchase, and the available timeframe. %Q
Alternative Evaluation QQ

Following the information-gathering phase of't (%L%)n—making process, the consumer
proceeds to the stage of alternative assess%’t@uring this stage, the consumer assesses
and contrasts the different brands, Qrg)\' ts, or services they have recognised as potential
solutions to their consumption iS@ld as means of fulfilling the needs or motivations
that initiated the decision | b&%s” The array of brands identified as potential purchase

choices to be evaluat@@rmg this process is termed the consumer's "evoked set."
The Evoked €et\, &

The e@ set typically represents just a portion of all the brands that the consumer is
aware of*®, During the alternative assessment stage, the consumer trims down the number
of brands to be examined to a manageable level. The specific size of the evoked set can
differ from one consumer to another and hinges on factors such as the significance of the
purchase and the level of time and effort the consumer is willing to dedicate to comparing

options®¢. The primary objective of many advertising and promotional strategies is to
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heighten the likelihood of a brand being included in the consumer's evoked set and being
considered during the alternative assessment*®. Marketers employ advertising to establish
top-of-mind awareness among consumers, ensuring that their brands become part of the
evoked set for their target audiences. Prominent brands with substantial advertising
budgets employ reminder advertising to sustain high levels of awareness and enhance

S

Once consumers have established an evoked set and compiled a list Q&Jatives, they

their chances of being contemplated by consumers seeking the product.

must appraise the various brands. This entails evaluating the c alternatives based
on specific criteria that are important to the consumer. EV@VG criteria encompass the
attributes or dimensions of a product or service that a@mloyed to compare different

options. These criteria can be either objective or@tive in nature.

O
Purchase Decision @
<

°
At a certain juncture within the @sing process, the consumer must cease their quest
for information about alte!’@re brands within the evoked set and arrive at a purchase
decision’®, Followin@@emative assessment phase, the consumer may formulate a

purchase inte('n@ predisposition to buy a specific brand. These purchase intentions

are typica%founded on a matching of the consumer's purchase motivations with the
att{/ bor characteristics of the brands under consideration. Their development

encompasses numerous personal sub processes, including motivation, perception, attitude

formation, and integration.

It's important to note that a purchase decision does not equate to an actual purchase®’.

After selecting the brand to purchase, the consumer still needs to execute the decision and
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carry out the actual purchase®’. Additional decisions may also come into play, such as
when and where to make the purchase as well as how much money to allocate?’. Often,
there is a time lapse between the formulation of a purchase intention or decision and the
actual purchase, particularly for intricate and high-involvement purchases like
automobiles, personal computers, and durable consumer goods*®.Marketers endeayour to
cultivate and uphold brand loyalty among consumers. They employ reminde Qﬁsing
to ensure their brand names remain at the forefront of consumers' mifds, secure
prominent shelf placements and displays in stores, and conduct promotions to
deter consumers from switching brands. Sustaining consuther brand loyalty is a
challenging task. Competitors employ various tactics t@@consumers to sample their

brands, including the introduction of new producés p& offering free samples.

Post purchase Evaluation @

The consumer decision process do@uclude with the purchase itself. After using the
product or service, consun.le&g’u%e its performance against their expectations and may
either feel satisfied 0@%6(1. Satisfaction occurs when the product meets or exceeds
the consumer's‘eg&ations, while dissatisfaction arises when performance falls below
expectatiogbns post-purchase evaluation process carries significance because the

feedb@amered from actual product usage influences the likelihood of future

pu}ﬂﬁes.

Positive performance generally results in the retention of the brand in the evoked set,

increasing the likelihood of it being purchased again®®. Conversely, unfavourable
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outcomes may lead to the formation of negative attitudes towards the brand, reducing the

likelihood of future purchases or even removing it from the consumer's list of favourites.

Another possible outcome of a purchase is cognitive dissonance, a sensation of
psychological unease or doubt experienced by consumers after making a challenging
purchase decision*’. Dissonance is more likely to occur in significant decisioq&here
consumers must choose between closely competing alternatives, es if the
unselected alternative possesses unique or desirable features that t%iad alternative
lacks*. Consumers experiencing cognitive dissonance may em Qrious strategies to
alleviate it. They may seek reassurance and opinions frors to validate the wisdom
of their purchase decision, lower their opinions or@udes towards the unchosen
alternative, disregard or distort information th%’bradicts their choice, or search for
information that supports their decisioc.\\@f&rtising serves as a crucial source of

supportive information, as consume@d to pay more attention to advertising for the

Researchers have é%@} the consumer decision-making process. While these

brand they have chosen.

researchers may s&nt differing interpretations of the five stages, they generally share
common rsgew\'ves, describing the stages in comparable manners. The five phases of
the c@uer decision-making process consist of problem or need identification,
int%ﬁtion retrieval, assessment of alternatives, purchase decision-making, and post-

purchase evaluation*!-3342

. Each of these stages is defined by various researchers, with
slight variations but collectively contributing to a shared understanding of the
components involved in each stage. In the initial stage, known as need recognition, an

individual becomes aware of the disparity between their current possessions or
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circumstances and what they desire or require. This perspective is also corroborated by
asserting that the need for recognition arises from a variety of factors and situations,
including personal, occupational, and lifestyle considerations, which subsequently
culminate in the conception of a purchase idea*’. During the subsequent stage, the
consumer embarks on an information search pertaining to the desired product or service.
The process of searching for information can be categorised into internal th rnal
aspects. Internal search involves consumers drawing upon their personal expg¢tiences and
beliefs, while external search encompasses a broader quest f@ rmation, which
includes consulting the media, advertising, or gathering fee a@m other individuals®.
Once pertinent information about the product or servic@c uired, the subsequent stage
involves evaluating the available alternatives. T. iy@ holds significant importance as
the consumer assesses various types and_optionhs; taking into consideration factors like
size, quality, and, notably, price. The&%hase decision stage is notably crucial, as it
.
signifies the occurrence of a t@tlon. In simpler terms, after the consumer has
identified the need, condu'c\ ormation searches, and assessed the alternatives, they
make a decision reg@vhether or not to proceed with the purchase. This purchase
decision can categorised into planned purchases, partially planned purchases,
or impul ;ifchases. Lastly, the post-purchase decision entails the consumer's
ev lu@f their purchase experience. While many researchers may not emphasise the
significance of this stage, Certain authors contend that this might be one of the most

critical stages within the consumer decision-making process since it directly impacts the

consumer's future purchases of the same product or service from the same provider*.

2.1.1.2 Types of Consumer Buying Behavior
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There are four categories of consumer purchasing behaviors that can influence a
consumer's decision-making process, determined by factors like the consumer's level of
engagement with a product, interest in a product, the situation, and distinctions among

available products®. These four models are described as follows:

Complex Buying Behavior: \

This typically occurs when the customer is deeply engaged in the proc@naking a

product purchase decision®*. High product involvement arises en, the item being
purchased is expensive, bought infrequently, and carries si%ant symbolic value.
Given that such products are not purchased ofte mers may have limited
knowledge about them and perceive significant VariaQqs among the available brands, as
exemplified by the purchase of a luxury se such cases, consumers make these

buying decisions meticulously, gathering@nsive information about product features,

quality, and performance before (je\égi{\g

In such intricate product® @smns, consumers often encounter cognitive dissonance

owing to the heigh\%ﬁisk perception associated with this type of purchasing

behavior*. Tt‘r(\’&%peciﬁc risks associated with making such decisions, such as a high
ly le

cost poten@

res@ psychosocial loss, and a lack of product knowledge leading to increased

ading to financial loss, the expressive nature of the product potentially

uncertainty®.

From a marketing standpoint, it is imperative for marketers to employ effective

differentiation strategies to distinguish their products from competing brands.
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Additionally, they should strive to inform customers about the significance, utility, and

characteristics of the product they are offering®’.
Dissonance-Reducing Buying Behavior:

This situation arises when the buyer is deeply engaged in the product purchase process
and perceives minimal distinctions among the available options*. Subseq the
purchase, the consumer tends to seek positive information about the a@ product,
which reaffirms and justifies their decision. This behaviour ﬁ\o mitigate any
dissonance or regrets associated with the purchase. @ ying behaviour is
characterised by the development of trust, belief, a de towards a particular
brand®#’. However, there is also the potential fo@e loss and, more significantly,
psychological and social losses. These losses @due to disparities between the actual

performance of the purchased product an erformance the consumer had expected.

)

Habitual Buying Behavior: ,\c?

This happens when c s(\ S repeatedly purchase the same product over an extended
period®. In the ca e habitual buying behaviour, consumer engagement with the
product is 10\(.}6 there are minimal distinctions among the available brands. Examples
include sing items like salt or sugar. Consumers in this scenario buy these products
ouN&bit or due to their trust and brand loyalty*’. Consumers in this situation do not
engage in the stages of forming beliefs, developing attitudes, making purchase decisions,
or seeking in-depth information and product comparisons. Instead, they simply purchase

the brands they are familiar with and have previously used.
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Nevertheless, it is intriguing to observe that marketers are consistently striving to elevate
the status of such products, particularly fast-moving consumer goods (FMCG), from low
involvement to a higher involvement level by distinguishing them based on various
factors such as health and safety. For instance, marketers are engaged in the creation of
products like 'low-calorie sugar' or 'cholesterol-free oil' and offering them at Tium

R
O

Variety Seeking Behavior: &

prices*.

This form of consumer behaviour arises when the customer %atisﬁed with a prior

product purchase or out of sheer boredom*®. It typica s among consumers who

enjoy exploring and experimenting with various QQducts. In this type of buying

behaviour, consumer-product engagement is %m , but the distinctions among brands

are notable*. These consumers frequentl}&@ch brands not because they are dissatisfied
.

but rather due to a sense of moneat‘:{sy eeking variety in products is recognised as a

significant factor inﬂuencipg&@l\ners to switch brands within a product category.

2.1.1.3 Factors Inﬂu%@%Consumer Buying Behaviour

The consume@eviour or buyer behaviour is influenced by several factors or forces.

Such Qrbnternal or Psychological factors, Social factors, Cultural factors, Economic

fa& and Personal factors.

Internal or psychological factors: Consumer purchasing behavior is shaped by various
internal or psychological elements, with the most significant ones being motivation and

perception®.In society, diverse consumers display distinct consumer behaviours due to
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their individuality and distinct sets of needs. Motivation represents the internal drive that
triggers certain needs and guides behaviour towards fulfilling those needs*®. Involvement
pertains to the personal significance or importance a consumer assigns to a product or
service in a particular situation. Motivation can be described as a desire or impulse that
compels an individual to seek gratification’!. It transforms into a buying motivation when
the person seeks satisfaction by making a purchase. A motive is an intrin 'Qm e or
need that propels a person to initiate a purchase with the aim of satisfy g@ types of
desires, namely primary wants and secondary wants>2, Therefor@&vation serves as
the driving energy that triggers purposeful conduct. It functi @ compelling impetus
that compels an individual to undertake actions to fulﬁ\@r eeds, thus constituting one
of the internal factors influencing consumer be V@A need transforms into a motive
when it is heightened to a significant degree. ﬁ]éence, a motive is a need that attains a

\®)

level of urgency, compelling the individual te take action.
=

Human beings are inh @ social creatures, and as such, our behavioral tendencies,

Social factors

preferences, and sions are profoundly shaped by the individuals in our immediate

social sphéegye consistently seek validation and approval from our social peers and

tend tQ%l

leivotal role in influencing consumer behaviour, and the key social factors at play

actions that deviate from accepted societal norms. These social dynamics

include: Family, Reference Groups, Roles and status.
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Family:

In a buyer's life, two primary family structures exist: the nuclear family and the joint
family. A nuclear family is characterised by its small size, affording individuals greater
autonomy in decision-making. In contrast, joint families encompass a larger family unit
where collective decision-making takes precedence over individual choice% the
context of India, family members wield substantial influence over a buyer's r. The

preferences, inclinations, aversions, and lifestyles of family memberg% fiCantly shape

the collective family buying behavior. This familial influence o ber's purchasing
behaviour manifests in two distinct ways. Q
1. The family influence on the individual's pers ity, characteristics, attitudes, and

evaluation criteria ’bb

ii.  The impact on the decision-.rna i \pocess concerning the acquisition of products
and services is a notew& aspect. In the Indian context, the head of the
household, either ﬁ@%ally or in conjunction with their spouse, typically
assumes respo\@?ty for making purchasing decisions. Consequently, marketers
shoul '@\ a comprehensive examination of the roles played by the husband,
wi%and children, as well as their respective levels of influence, in the

\/@}gcurement of goods and services.
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An individual normally lives through two families:
Family of orientation

This refers to the family of one's origin, where an individual is born. The impact of
parental guidance and the upbringing process significantly moulds an individual's
purchasing behaviors. For instance, an individual hailing from a traditiona il or

Gujarati vegetarian family may abstain from consuming meat 0(}@ despite

acknowledging their nutritional benefits. :«
Family of procreation 0$

This constitutes the family unit established by a%&dual with their spouse and
children. Typically, following marriage, an ind@%’s buying patterns and preferences
undergo transformation due to the inﬂuem\&@’geir spouse. As a marriage matures, well-
defined roles tend to develop, su% the father often assuming responsibility for

investment decisions while th@qt er takes charge of matters related to the children's

N
health. QQ\

From a markeﬁ@gerspective, the demand for numerous products is primarily
determine bg\th count of households rather than the number of distinct families.
Conse@%&ly, the significance of families in the realm of marketing primarily pertains to
the}lﬁpact on consumer behaviour rather than merely influencing levels of consumer

demand>*.
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Reference group

A group is characterised as a collective of two or more individuals who share a common
set of norms, and their relationships are structured in a way that renders their actions
interdependent™. Among these groups, a reference group denotes an assembly of
individuals with whom an individual maintains some form of association. Such up is
defined as "two or more individuals who share a set of norms, values, or b%d who
possess certain implicitly or explicitly defined connections to OQQ er, thereby
rendering their conduct interdependent™. Groups play a pi@e in shaping the
processes of learning and socialisation, and many of @purchasing decisions are
influenced by group dynamics. A reference group, in Qular, serves as a compass for
an individual's judgements, opinions, and action@% in the absence of the group itself.
Marketers leverage the influence of e groups when crafting advertising
campaigns and promotional stramg@These reference groups hold the power to
significantly impact an indivi%k’csj}lttitudes, values, and behaviour, either directly or
indirectly>®. It is importz@iote that reference groups encompass a diverse array of
possible categorizati &hich need not be mutually exclusive.
.
¥
O

Roles al;dbétus

InMals engage in various group affiliations, such as family, clubs, and organizations.
Within each of these groups, an individual's position can be characterised by their role
and status. A role encompasses the specific responsibilities and functions expected of a

person within that group, and each role is associated with a particular status*.
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Consumers often make product choices based on how those products convey their roles
and statuses within society’’. Therefore, it is imperative for marketers to recognise the

potential of products and brands to serve as status symbols.
Cultural factors

Human behaviour predominantly emerges from a process of acquiring know, and
consequently, individuals cultivate a repertoire of values, outlooks, i@ons, and
conduct through the process of socialization®®. This socialisation &not only within
the family but also within various pivotal institutions. These ¢ Qe experiences lead
to the development of a value system that significan s and steers behavioural
tendencies. Values encompass a spectrum of a@utes such as accomplishment,

prosperity, effectiveness, advancement, mate@e;l—being, pragmatism, independence,

liberty, compassion, youthfulness, and pr%\@ity.

R
This extensive array of Values&sgﬁrther shaped by subcultures, which encompass
nationality factions, religidyssgommunities, racial collectives, and geographical regions,
all of which exhibit V@%egrees of divergence in terms of ethnic preferences, cultural
inclinations, @ns, attitudes, and ways of life. These cultural factors constitute a

significant@@mponent of the equation>**°: a) Culture, b) Sub culture and c) Social class.

O
Cu\&

Culture serves as the primary and foundational influencer of an individual's desires and
actions. As a child matures, they assimilate a set of values, perceptions, preferences, and
behaviours from their family and significant societal institutions®®. Culture exerts
substantial influence over consumption patterns and decision-making processes. To
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effectively promote their products or services, marketers must analyse the distinct
cultural forces at play and tailor marketing strategies to suit each cultural category
separately®!. It's important to note that culture is not static; it gradually evolves and

integrates changes into society over time.

Culture encompasses a shared set of beliefs and values among the majority of in%uals
within a group. While these groups are typically relatively large, in theor@%xre can
also be shared among a smaller collective. Culture is transmitted frorp%e mber of the
group to another, often passing down from one generation to th%@/’o’“. It is acquired
through learning, making it a subjective and somewh@itrary phenomenon. For
instance, food preferences are closely tied to culture. T@rception of fish as a delicacy
in Bengal, with its rich variety, stands in sta%%]trast to its limited acceptance in
Gujarat, Rajasthan, or Tamil Nadu. Thes@%ces in culinary tastes are a reflection of
culture rather than random Variaﬁm& individual preferences. These behaviors are
shared by individuals from spe@ﬁ?\ultural backgrounds. Although culture can undergo
change over time, such.@formations tend to be gradual due to culture's deep
integration into peo &onduct. Consequently, from a marketing perspective, it is often
more feasible@%}?a e within an existing cultural framework than to attempt to instigate

signific ural change.
Suh@ﬁlture

Within each culture, there exist smaller subcultures that offer more precise identification
and socialisation for their respective members. A subculture represents a collection of

shared beliefs within a subgroup of the larger culture, encompassing categories like
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nationalities, religious affiliations, racial demographics, and geographical regions®.
Typically, within a given culture, one can identify smaller groups or segments
characterised by their distinctive beliefs, values, norms, and behavioural patterns, which
set them apart from the broader cultural mainstream. These subcultures may be
delineated by factors such as age, geographic location, religious affiliation, racial heritage,
or ethnic background. Many of these subcultures constitute significant mark t%%nts,

necessitating tailored product development and marketing strategies to meet thi€ir specific

needs. Q

While these subgroups largely share the beliefs of the @ culture, they also
maintain another set of beliefs that are unique to their@group and may diverge from
those held by the larger cultural group. For e@’ble, Indians are often perceived as
conservative and orthodox, yet affluent, young individuals in India may readily

participate in night parties featurings&ol and socialising with women, a practice that

differs from traditional cultural&.
Social class QQ\

Consumer be '@signiﬁcantly influenced by their affiliation with a particular social
class®. Tl@ategorization of socioeconomic groups is commonly referred to as socio-
ec no@bclassiﬁcation (SEC). Social class pertains to a collective of individuals who
occupy comparable positions within a society®®. Parameters such as income, education,
and occupation, among others, are employed to define social class. Individuals within the

same social class typically share similar values and beliefs and often exhibit congruent

purchasing preferences. Their choices regarding residence, vacation destinations,
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entertainment, and leisure activities often align. For marketers, comprehending social
class and its connection to consumer behaviour holds immense value. Social class
represents a relatively enduring and organised division within a society, characterised by
shared values, interests, and behaviors. It's noteworthy that social class isn't determined
solely by a single factor, such as income®*. Rather, it's assessed as a composite of yarious
elements, including income, occupation, education, authority, power, propert Qﬁhip,
lifestyle, consumption patterns, and more. In our society, three distinct sogial ¢tasses exist:
the upper class, the middle class, and the lower class®. These@? classes exhibit
contrasting purchasing behaviors. Upper-class consum %ally seek high-end
products to uphold their societal status, while mi@c $S consumers engage in
meticulous research and information gatherin te@pare products within the same
category. In contrast, lower-class consumers to make impulsive purchases. Hence,
marketing managers must meticulousl &mine the correlation between social classes
N
and consumption patterns, takiniﬁémpriate actions to resonate with individuals from
specific social classes for w, Qﬂeir products are intended.
N
Economic Factq&
o)

Consumer@tavior is predominantly shaped by economic elements. Economic factors
tha%%ﬁ an impact on consumer behaviour include: personal income, family income,
income expectations, savings, liquid assets of the consumer, consumer credit, other

economic factors®’.

Personal Income: An individual's purchasing behavior is significantly influenced by their

personal income®. Personal income comprises the gross income of an individual, which
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encompasses both disposable income and discretionary income®. Disposable personal
income refers to the actual income a person has at their disposal after accounting for
taxes and mandatory deductions from their gross income®’. When disposable income
increases, it typically results in higher spending on various items. Conversely, a decrease
in disposable income leads to reduced expenditure on various goods and services®>%’. On
the other hand, discretionary personal income pertains to the remaining b Q%fter
covering the essential necessities of life. This portion of income aydilable for
purchasing non-essential items such as shopping goods, durable nd luxuries. An
upsurge in discretionary income often translates to increased.spehding on shopping items,

luxuries, and other non-essential products, thereby en

Family income: Family income encomp%\@’ge total earnings of all members within a

an individual's quality of

life.

family unit®’. It plays a pivotal rolei& aping the purchasing habits of the family. The

N\

surplus family income, which r@i@ after covering the essential expenses necessary for

the family's well-being b@s accessible for the acquisition of shopping items, durable

goods, and luxury it $

o \
Income E&gmlions: Income expectations are one of the most important determinants
of an @1
tem\pm

to spend more on shopping, durable goods, and luxuries. On the other hand, if he

ual's buying behavior®’. If he expects any increase in his income, he is

expects any fall in his future income, he will curtail his expenditure on comforts and

luxuries and restrict his expenditure to the bare necessities.
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Savings: Savings also have a bearing on an individual's purchasing behavior. Alterations

in the savings amount result in corresponding adjustments to an individual's spending®>-¢7.

When a person opts to increase their savings from their current income, it follows that

they will allocate less towards indulgences and luxuries.

Liquid assets: Liquid assets pertain to assets that can be swiftly converteg\é\cash
without incurring any loss®%7. These assets encompass cash on han(/@ account
balances, and marketable securities, among others. When an i idual possesses a
greater amount of liquid assets, they are inclined to make @ses of comforts and

luxuries. Conversely, when liquid assets are limited, an al's capacity to spend on

such indulgences is constrained. Q

Consumer credit: Consumer credit denate %credit options accessible to consumers
who wish to acquire durable com.fo }‘luxuries“m. These credit opportunities are
extended by sellers, either dirq&ﬁ@\ﬂ indirectly through banks and other financial
institutions. Methods such'a@re purchase, installment purchases, and direct bank loans

Q

serve as channels thtough® which credit becomes accessible to consumers. Consumer

credit signifi -@pacts consumer behavior. When a more readily available and
lenient comSumer credit environment exists, expenditures on comforts and luxuries tend
to Qﬁ&is accessibility encourages consumers to make purchases of such goods,

ultimately elevating their living standards.

Other economic factor: Additional economic factors, such as economic cycles and

inflation, also have an impact on consumer behaviour.
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Personal factor: Personal factors also play a role in shaping buyer behavior. Key
personal factors that exert an influence on buyer behaviour include: age, occupation,

income and life style®®

Age: a person's age is a significant personal factor that affects buyer behavior. People
purchase various products at different stages of their life cycle, and their pre%lces,

tastes, and other factors also shift as they progress through different life stag@Q

Occupation: an individual's occupation or profession has a signi éﬁ&impact on their
purchasing behavior®>®’. Lifestyle choices, purchase considera%and decision-making
processes vary considerably based on the nature of o pation. For example, the
buying habits of a doctor are distinct from t of a lawyer, teacher, clerk,
businessperson, or landlord. Consequentlyfbéketing managers must tailor their

marketing strategies to align with the bu }tg otivations of various occupational groups.

o \'
Income: the income level of in@als is another factor that can significantly shape
their consumption pattemﬁ\%%come represents a crucial source of purchasing ability,

and consequently, pe@ymg patterns vary according to their income levels.

.
Life Style: l®eﬂains to an individual's unique pattern or manner of living, as
manifes ough their activities, interests, and opinions, which collectively depict the
hoﬁs&&nteraction of the individual with their environment®’. Marketing managers are
tasked with creating distinct marketing strategies that align with the diverse lifestyles of

consumers.

47



2.1.2 Celebrity Endorsement

Nowadays, it's common practice to employ popular celebrities to promote products in
various markets, leveraging TV, radio, magazines, and social media. It is widely
anticipated that celebrity endorsements will result in increased sales and financial gains.
A celebrity, in the context of this discussion, is an individual who predominantl@ears
in mainstream media, yielding considerable influence and attracting a not gree of
public attention®®. These figures wield substantial sway within the@gﬁﬁc domains,
boast a high degree of recognizability among the general e, and possess a
compelling appeal to the masses. It is imperative to ac@vledge that the ascent to
celebrity status primarily hinges on an individual's chos@cupation or career path, with
prime illustrations encompassing those who@l in the spheres of sports and
entertainment®®. Furthermore, some indi@ttain celebrity status through extensive

media coverage spotlighting their. digtiictive lifestyles and affluence or through their

associations with renowned p@‘@itiesm. Celebrities are individuals who command
special attention from c@ or specific groups of people’!. They possess distinctive
qualities, which m@de elegance, an exceptional lifestyle, or unique talents that set

them apart. (‘onﬁﬁ

society Qjoy widespread recognition by the general public.

tly, celebrities typically differ from average individuals within a

Celebrity endorsement is a specific marketing strategy adopted by advertisers to
communicate information about their products’. In this approach, consumers associate
the product or brand with the perspective of the celebrity who is endorsing it. The
concept of celebrity endorsement is widely embraced by many researchers and marketers

who believe that if effectively implemented and embraced, it can confer a competitive
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edge to a product, foster business growth, enhance brand recognition, and boost the
appeal of offerings®>’*71-72, Studies have indicated that celebrities exert a nuanced yet
significant influence on the daily actions and choices of individuals as they cultivate a

deceptive emotional connection with their admirers.

Celebrity endorsements offer significant benefits, including the establishms&of a
positive reputation, increased visibility, and the cultivation of trust for bo@%mpany
and its products. These advantages ultimately contribute to lon&g{roﬁtability.
Nevertheless, it's important to note that celebrity endorsements may not instantly
guarantee the popularity of the endorsed product. Therefor@npanies would be prudent
to integrate other essential marketing components, su(@ packaging, pricing, product
design, target audience, and the selection of the @rbpriate celebrity, to make substantial

progress in the competitive market. @

Celebrity endorsement refers to @/ilege bestowed by celebrities or influential
individuals to affirm the e.x@ of a brand, thereby endorsing the product or service
as a highly desirable%@h—\ave. In a study, it was revealed that in India, there is a
tradition of herg@ipping prominent figures, including stars and sports personalities’.
This pre nt(d_/\an opportunity for businesses to leverage celebrities in their
advert@%ents for brand endorsements and to influence their customers' purchasing
int&%nsn. As a result, there was a rapid increase in celebrity endorsements.
Respondents in the study also affirmed that celebrities boost brand recognition and
motivate individuals to purchase those brands. Subsequent research concluded that using

popular ambassadors to endorse one's product did not have any detrimental effects.
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A celebrity endorser is an individual recognized by the public for reasons other than the
product itself. Consequently, many marketers believe that employing celebrity
endorsements can not only create significant brand awareness but also have a positive

impact on consumers, instilling a sense of trust in the brand.

Celebrity endorsement refers to the tangible association or perhaps strong afﬁg&of a
renowned, highly regarded individual with a brand, typically through a fo Q ggxeement
between the company and the celebrity. Often, companies utilise adxgm&is to publicise
a celebrity's endorsement of their products and services because al is to ensure the

authenticity of the message conveyed about a brand’*. Q

A celebrity is an individual who experiences Wida@@ad public recognition among a
significant portion of a particular group or 1on. A celebrity is a person who is
recognised by the general public, often\\f@dccomplishmems in fields other than the
product category they endorse. Thié%’&%og ition typically arises from their involvement in
areas such as acting, spogt@ainment, and more. Celebrities are individuals who
attain a certain level%%e\ within a specific segment of society, which can include
actors, athletes, g&:ians, and pop culture icons. Their success and prominence grant

them the a&&,m ispire and exert influence on others.

Ce@ make public appearances for various reasons. They do so as part of their
professional obligations; they attend special events like award ceremonies, become
subjects of news coverage, feature in fashion magazines and tabloids, offer
supplementary insights into their personal lives, and serve as spokespersons in

advertising campaigns to endorse products and services. When celebrities participate as

50



representatives in advertising to enhance product visibility and potentially boost sales,

this is known as celebrity endorsement’.

A celebrity endorser is someone widely recognized by the public who leverages their
fame to endorse a consumer product by featuring it in an advertisement. Celebrities come
from diverse fields, including entertainers (popstars, musicians, actors, modd%tc.),
sports figures, businesspeople, or politicians. They can also be classified t@on their
level of recognition (local, national, international, or global) an%g\demographic
characteristics. Marketers are drawn to celebrities due to speci @damental qualities
such as beauty, talent, athleticism, power, and more. These@bﬁ mirror the appealing

qualities sought after by the brands they endorse. Q

Studies suggested that celebrity endorsers W%é’gitively influence the attitudes of a
larger population’®. However, a negati\k\\gtude towards any celebrity might affect
consumer buying behaviour towarég\%ﬂy articular brand or service. Previous literature
claimed that a positive attifu& 1d boost the purchase intentions of consumers’®.When
a customer expresses @"r\to buy a product, this is referred to as behavioural intention.
Behavioural iqtﬂ is when an individual draws conclusions based on various

observatio&&d}lecides to proceed in a certain direction. It relies on consumer attitudes

A@’Qfers to an individual's internal evaluation pertaining to any object, issue,
person, or action’’. Most of the researchers consider attitude a key factor in determining
consumer buying behaviour related to any brand, product, or service’’. Studies suggested
that celebrity endorsers would positively influence the attitudes of a larger population’®.

However, a negative attitude towards any celebrity might affect consumer buying

51



behaviour towards any particular brand or service. Previous literature claimed that a

positive attitude would boost the purchase intentions of consumers.
2.1.2.1Celebrity Endorsement as a Marketing Strategy

For numerous decades, the utilisation of celebrity endorsers in advertising has been
regarded as a potent marketing strategy by advertisers and their agencies’”. Theanfluence
wielded by celebrities is so formidable that companies are willing to allﬁlj@\bstantial
sums, often in the millions of dollars, for endorsement agreeme NThis is primarily
due to the celebrity's capacity to grab consumers' attention %adverﬁsement, even
amidst the inundation of messages®®. Businesses inves tial sums of money with
the sole expectation that it will have a favourable im%gt on the attitudes and behaviours
of the intended consumers regarding the prod elebrity endorsement advertising not
only has the potential to connect with tm\@ended consumer but also aids retailers in
drawing in a fresh audience. Advé;rﬁéar are turning to celebrity endorsements due to
their swift and efficient @e&@raising product awareness. Companies that invest in

celebrity endorsers w@}seeing profits when the additional revenue generated from

the advertising §|®es the advertising costs®’.

The four @ensions of brand equity, including brand awareness, brand associations,
pe%&uality, and brand loyalty, play a crucial role in shaping consumers' beliefs that
the purchased brand will deliver value and advantages to them. Similarly, employing a
celebrity endorser in advertisements can have a positive impact on these dimensions. In
an ideal scenario, when consumers are satisfied with their purchase, they are likely to

engage in word-of-mouth recommendations®?. This form of personal communication can
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be advantageous for retailers as it is perceived as impartial and objective. A public figure
possesses the ability to elevate a new or obscure brand to widespread recognition through
positive endorsements. Retailers can generate pre-sale interest by prominently featuring
the celebrity endorser in advertising campaigns in the months leading up to a product
launch. In essence, the endorser has already established awareness of the product among
consumers, resulting in increased merchandise sales. Celebrities are select: Q cteate
such a powerful and enduring impression that it can influence consu\%JQ make a
purchase. In this way, a celebrity can also elevate the perceivey of the brand,
enabling brand managers to command higher prices becausgl ers are willing to pay

more for what they perceive as higher quality. Q

2.1.2.2Celebrity Endorsement and Consumer @g Behaviour

O

In the realm of marketing, celebrity x\;@rsement entails the establishment of a
contractual partnership between a& sation and a widely recognised and esteemed
public figure, aimed at a.ssi@lg the said personality with a particular product or
service®.Frequently, @ions employ advertising as a means to convey a celebrity's
endorsement of @product, as the primary objective of celebrity endorsement is to
ensure th cgdhlity of the information conveyed in an advertisement regarding a
produ%’b
v/

Consumers often place their trust in advertisements featuring celebrities due to their
awareness of the celebrity's well-established reputation and their understanding of the
potential risks to the celebrity's credibility if the product being endorsed proves to be

subpar or fails to live up to its claimed qualities®*.Celebrity endorsement holds substantial
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recognition within the marketing literature, particularly in empirical research.
Consistently, multiple empirical findings demonstrate a favourable impact of celebrity

endorsements on consumer product purchasing behaviour.
2.1.2.3 Choosing the Right Celebrity Endorser- Helpful Models

To achieve their intended promotional goals through celebrity advertising, Q\Aﬁsers
must exercise extreme caution in the selection of the celebrity, as tlfﬁ/@sion can
determine the success or failure of a campaign®. There are models él{ble to aid in this

Q factors must be

selection process. However, scholars argue that specific Cri

considered to improve the applicability of a particular ese factors include:
Celebrity Credibility: &Q

The credibility of an endorser is estak\h\ég through their honesty, integrity, and
trustworthiness. High credibility can@ positive qualities in the provider, significantly

N\

influence the recipient's mess@a(?:eptance, and enhance customers' perceptions of a

brand®®. When the target q:@ﬁce perceives the celebrity as trustworthy and truthful, they

become more engg&d are less inclined to scrutinise or hesitate to purchase products
.

endorsed by @brity.

In the@%of consumers, a celebrity endorser who is seen as trustworthy often indicates a

highével of product quality. For instance, when top-tier athletes are associated with a

particular sports brand, it can be interpreted as a testament to the exceptional quality of

the product, thereby creating a credible image.
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Celebrity credibility can be defined as the degree to which the audience perceives the
celebrity as possessing pertinent expertise, capabilities, or background and places trust in
the source to provide impartial and objective information®. The credibility of a celebrity
endorser represents an additional facet within the realm of celebrity endorsement.
Endorsers who possess both attractiveness and promote products exhibit elevated levels
of credibility, enabling them to effectively persuade consumers to enga Q%ﬂ’ the
advertisement and make purchasing decisions in favour of the promoted prgduct®’. The

credibility of a celebrity endorsement hinges on the celebrity's pr@hy in conveying

O

In the context of celebrity endorsements, celebrity cred@y refers to the level of belief,

messages and information effectively.

trustworthiness, and competence attributed to a %’@ty”. This concept encompasses the
audience's perception of the celebrity's \@e about the endorsed product or brand
and their deservingness of trust. It is&&%tial to assert that celebrity credibility stands as
a critical criterion for a cele@cqo be eligible for endorsement or to serve as a
representative for a com ' % brand®. This significance arises from the fact that the
celebrity's image b &s a reflection of the brand they are associated with, making

[ ]
trustworthine‘s, %ﬁ ise, and believability pivotal attributes in this regard.

Celeb@b@redibility consists of values such as trustworthiness, expertise, and
beMility. Trustworthiness is the degree to which a celebrity can be trusted by the
target audience®”8%. The significance of celebrity credibility in celebrity endorsements
cannot be overstated, as it instills trust within the target audience, forming the foundation

upon which the endorsed brand is chosen or embraced®®. This underlying principle
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implies that celebrity credibility has a substantial impact on consumers' purchasing

decisions regarding products or brands.
Celebrity Personality

A celebrity personality is an individual who has achieved widespread recognition and
fame in their field, such as entertainment, sports, or politics. It refers to a p *{gure
known for their talents, achievements, or influence, often recognized byQJ@ number
of people®®. These individuals are constantly in the spotlight, wit it actions and life
events often discussed and analysed by the public. Their ab@ draw attention and
interest from the masses, whether through their work @wl lives, sets them apart.
Often featured in tabloid magazines and gossip colu due to their high-profile personal
lives, these individuals use their fame to inﬂu%&lds, advocate for social causes, and
engage in philanthropic activities. A cele@ersonality’s name carries significant value
in their industry, and they are freq@%y ught after for endorsements, appearances, and

interviews, all while maingain@ loyal fan base dedicated to supporting and promoting

their work. QQ\

Celebrity per @ possess a unique set of traits and wield significant influence over
consumer @ing behavior. Their fame, charisma, and relatable qualities make them
rel@ the public, often resulting in consumers aspiring to emulate their lifestyles
and choices®. The benefits of celebrity influence on consumer buying behaviour are
manifold. Firstly, their endorsements lend credibility to products and services, creating a
sense of trust and assurance among consumers. Secondly, their status as trendsetters

influences consumers' preferences and encourages them to adopt the latest products or
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fashion styles endorsed by their favourite celebrities®?. Moreover, celebrity personalities
can provide consumers with a sense of connection and identification, fostering a deeper
emotional attachment to the brands they endorse. Their impact is undeniable, as
consumers frequently seek to emulate the lifestyles and choices of these influential

figures, making celebrity personalities a powerful force in shaping and driving cxlmer

R
O

Celebrity Expertise &
Celebrities are frequently selected for endorsements because o%@eep understanding

and expertise in the specific product they are promoting. T uggests that the celebrity's

purchasing decisions.

endorsement is not merely driven by financial incenti@ut is rooted in their genuine
knowledge within the relevant field, afﬁrmi%’b?product's quality®®!, Celebrity
endorsements, particularly when it come?\Q’Qumers looking for guidance or advice in
a particular domain, can prove high@{luential in fostering trust and authenticity. To
illustrate, a kitchen appliance é&ca\gain credibility through an endorsement from a
renowned chef, or a wo .b$programme or piece of equipment could become more
trustworthy when @ed by a fitness expert. In such instances, the celebrity's
proficiency i]Q.hi&es ective field enhances the endorsement's impact and contributes to

solidifyi brand's expertise in that niche.

szonsumers perceive the celebrity as highly knowledgeable and proficient in the
subject matter, they are more inclined to have their opinions positively influenced®?. This
concept underscores the significance of a company enlisting an individual to endorse
their brand or product, particularly when it is assumed that the endorsing individual

possesses substantial expertise and a thorough understanding of the product in question.
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When there appears to be a lack of alignment between the celebrity endorser's expertise

and the product's messaging or values, it undermines all credibility®?.

Conversely, consumers tend to favour celebrity endorsers more when they are perceived
as authorities in a specific product category. Expertise plays a pivotal role in the success
of advertising and can be utilised as a means to provide accurate infoWn to
consumers by considering factors such as knowledge, skills, and experienc@Q&volves
around comprehending the endorser's grasp of the subject, %(epfaliﬁcations,
competence, mastery, and authoritative presence. The belief when consumers
perceive a high level of expertise in a celebrity endorser, i@ctlvely communicates the
intended message to society through advertising. ]@rﬁse is tied to how much
confidence the endorser has in possessing the e%%a knowledge, experience, or skills

required to endorse the product®®. It @ less whether the endorser genuinely

possesses expertise; what matterss b\\' ether consumers perceive them as experts®.
Experience strongly correlatesé{lppurchasing decisions, and a deep understanding of
the product is a stron @br of the endorser's expertise. The more knowledge the

§oduct, the more favourable the brand is perceived. Celebrities

endorser has abouﬁ
are often per@s ore knowledgeable than hired spokespersons in this regard.

The in@lce of celebrity expertise on consumer buying behaviour is a vital aspect of
mz&(lng strategy. Research indicates that when consumers perceive a celebrity endorser
as possessing knowledge, skills, or expertise in a particular product category, it can
significantly impact their purchasing decisions®®. This effect is rooted in the consumer's
trust in the endorser's proficiency, making them a credible source of information.

Whether it's an actor discussing the benefits of a skincare product or a renowned chef
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endorsing a kitchen appliance, their perceived expertise can sway consumers towards
those endorsed products. Moreover, expertise extends beyond product knowledge; it
includes a range of qualities such as competence, qualifications, mastery, and
authoritative presence. When consumers believe that a celebrity endorser is well-versed
in a given field, it not only influences their attitudes towards the endorsed brand but also
enhances their likelihood of making a purchase. In essence, the perceived e ise*of a
celebrity endorser can serve as a powerful catalyst for shaping consumer beldviour and

instilling confidence in the products or services they endorse. Q

Celebrity Attractiveness Q

The appeal of a celebrity holds significance acr@various product categories.
Attractiveness pertains to the degree of physic%ﬁ@ or visual charm that the source
possesses in the eyes of the audience®, @brity's physical appearance serves as a
potent tool for differentiating therrgsgk' in a crowded market, capturing attention, and
shaping the audience's perce}agg@\and intentions®>?. Given that consumers place
considerable emphasis o&@etics, a celebrity exuding a glamorous image is more
likely to garner favo\éle feedback and heightened awareness among the public. In
contrast to caQ.pJQQs ith less captivating themes, those featuring an attractive celebrity
endorser aéoised to exert a more substantial influence on consumer attitudes regarding
th br%d and its offerings. When consumers perceive a semblance of shared qualities
with the endorser, they tend to find the endorsers more appealing®. Aesthetic endorsers
stand a better chance of swaying opinions and are more likely to impact purchase

intentions. The perceived attractiveness of endorsers is a key determinant in shaping
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buying decisions. The captivating persons featured in advertisements contribute to a more

positive perception of the advert itself and foster a heightened desire to make a purchase.

Furthermore, a celebrity's physical attractiveness significantly affects the efficacy of
their endorsement. Research demonstrates that attractive celebrities tend to be more
effective at endorsing products or services compared to their less attractive coun,%arts.
It's important to note that attractiveness encompasses not only physical b@Qout also
other qualities such as intelligence, personality traits, and lifestyle fag% . It has been
proposed that the persuasive power of an endorser's speech is in @1 by their physical

attractiveness’%*

. This effect is achieved through a ps ogical process known as
identification, where consumers accept information prowided by an attractive endorser
simply because they wish to associate with that f@er. Endorsers who possess physical

beauty increase the likelihood of people 1@ purchase.

°
Conversely, less renowned endor& a more pronounced impact on consumers'

inclination to buy. Attractiye&@compasses more than just outward appearance; it also
encompasses qualitie@cademic excellence, behavioural traits, lifestyle, athletic
achievements, a ills possessed by the endorsers. Customers may find athletes, for

instance, &&yg due to their admiration for their accomplishments and subsequent
em.

attrac@
The impact of celebrity attractiveness on consumer buying behaviour is a compelling
phenomenon. Research suggests that the physical appeal of a celebrity endorser holds

significant sway over consumers' purchasing decisions®>3*4. This influence is often

attributed to a psychological process called identification, where consumers are more
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inclined to accept information and recommendations from attractive celebrities because
they desire a connection with them. When celebrities possess physical beauty, it
heightens the likelihood of consumers choosing to buy products or services endorsed by
them. Surprisingly, less well-known endorsers may exert a stronger influence on
consumers' buying tendencies. Furthermore, attractiveness encompasses a, broad
spectrum beyond mere looks; it encompasses qualities like academic a Qe%nts,
personality traits, lifestyle, athletic prowess, and various skills held by the enddrsers. For
instance, consumers may find themselves drawn to athletes not @«%r their physical
attractiveness but also due to their admiration for their achi n%, leading to increased
trust in their endorsements. In essence, the allure o@e rity attractiveness plays a

significant role in shaping consumer behavio @@rchase intentions. Furthermore,

there are several types of celebrity endorseme they are:
Testiomonial: A testimonial is wh amous person has firsthand experience with a

product or service and providesQ’gfz@ment highlighting its advantages and attributes.

Endorsement: End%@ involves celebrities associating their names with

advertisements _f oducts or services, regardless of whether they possess expertise in

those offe 'n&}
S

A 01@1 the role of an actor, a celebrity might be requested to feature a product or
service as part of a character's portrayal, distinct from offering a personal testimonial or

endorsement.
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Spokeperson: A spokesperson for a company is typically a celebrity who consistently
represents the brand or company, often appearing in print and TV ads and making

personal appearances over an extended period.

2.1.2.4 Celebrity Endorsement Risk

While celebrity endorsement offers numerous advantages, it's important to note th&here

are also substantial potential risks, and the most significant ones will now @borated

S
S

Negative Information:

One risk associated with utilising celebrity endorsers @e potential for negative
information to surface concerning the celebrity. IbisQucial, whenever feasible, to
proactively address the emergence of unf: ble information about celebrity
endorsers®. Companies have experience@&cant damage to their reputations due to
negative publicity stemming fron@ misdeeds of celebrity endorsers, including
instances of involvement in dt@{gandals, sexual assault, and even murder. This harm
inflicted upon the repu t@ these companies can erode consumer trust and credibility
A

in the brands they endo

° \\'
Oversha qul

When@@ymg a celebrity endorser in advertising, there is a risk that consumers may
be%(e overly fixated on the celebrity, potentially overlooking the promoted brand®’.
Consequently, the advertisement may become more centred on the celebrity's image and
physical appearance rather than highlighting the qualities of the endorsed product. This
phenomenon, known as overshadowing, occurs when the celebrity endorser shares the
spotlight with multiple other stimuli, each vying for association with the celebrity®’.
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While the advertiser's goal is to establish a meaningful connection between the celebrity
and the endorsed brand, overshadowing suggests that the celebrity endorser is more likely
to form a stronger association with the most dominant stimulus present, which may not
necessarily be the featured brand in the advertisement. In surveys and studies,
participants often recalled the celebrity but struggled to recall the brand being endorsed.
To address this issue, advertisers should select a celebrity endorser w Q&pures
attention and complements the sales message without overshadowing th bgﬁo’”. One

effective approach to mitigating the risk of overshadowing is% ring that both the

celebrity and the product are the two most prominent glements in the advertising

campaign. Q
Overexposure: b’bQ
O

This issue arises when a celebrity endorse@\erous companies, whether concurrently or
. . ° .
separately, resulting in overexposuée;\&at dversely affects consumers' perceptions of the
endorser's credibility, likabi®d their overall attitude towards the advertisement®*-%>,
Overexposure is a fre@@ﬁsue, particularly among widely recognised endorsers and
competing brarld&ding to consumer confusion and a diminished ability to accurately
recall which @the celebrity is associated with. Consequently, consumers may begin
to questf@yhether the celebrity genuinely supports the brand or is merely doing so for

finantesal gain.

Financial Risk:

Investing in celebrity endorsements presents a substantial financial gamble for companies,
as it essentially involves a double-edged sword”®®. On one hand, companies must

acknowledge that they lack control over the actions of celebrities, which could potentially
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result in a disaster for the company. On the other hand, making a wise celebrity choice
can yield significant returns. The expenses associated with hiring celebrities as endorsers
can sometimes run into several million euros or dollars for the promotion of a single
product. In the decision-making process regarding celebrity endorsers, advertisers must,
at some point, assess the cost-effectiveness of their selection. Instead of pursuing a well-
known and costly endorser, advertisers can often achieve favourable results ﬁm for

a lesser-known and more budget-friendly endorser who aligns well with ‘the brand's

message and resonates with the target audience. é

Q

2.1.2.5 Endorser’s Gender Q

Gender disparities are also seen as an additional aspect’for discerning variations in
consumer purchasing patterns in surveys. N%gbe ess, many studies on celebrity
endorsers have examined gender issues @ from the celebrities' perspective rather
than deliberately considering the, g&f of the consumers. Gender pertains to the
physiological characteristics &t‘q\iisﬁnguish between males and females®-10%101,
Researchers investigated @Aﬂ:r the gender of the celebrity endorser featured in a direct
advertisement affec Q potential buyers react to the promoted product. Their findings
indicated tha@%ﬂ ighly attractive female was featured in a photograph, as opposed
to an un%éﬁve male, female, or even an attractive male, the purchasing intentions of
reé@ increased'®. Men were particularly responsive to humour, unique creative
approaches, and sexual imagery in the advertisement. They preferred straightforward
messages over complex ones and were found to be influenced by the colours and visuals

used in the commercial.
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Consumers exhibit varying responses when exposed to female celebrity endorsers
compared to their reactions to male celebrity endorsers. Advertising featuring female
celebrities received more favourable evaluations than those featuring male celebrities.
Additionally, men tend to have a more positive response to women featured in
advertisements compared to women's responses. This was supported by previous research
that stated women tend to be more persuadable than men; therefore, women espond
more positively to advertising than men. Both genders, but particu]@}) ales, are
noticeably more influenced in their behaviour and actions by at@ female models

than by attractive male models. Female celebrity endorsers %e celebrity endorsers

elicit distinct customer responses, with advertisem aturing female celebrities
proving to be more effective than those featurin celebrities. In terms of credibility,
female celebrities are considered more tn&hy when compared to their male

counterparts. &RQ

o\&
2.1.2.5 Endorser’s Type Q’\c?

In terms of the type of e@r, the emphasis is on the impact of celebrity versus non-
celebrity endorseme Q consumer buying behavior. Companies have the ability to craft
and cultivate@%g%ét rs that align with their brand values and target demographics,
granting substantial control over these person as and ensuring they endorse only
spég%/gproducts. However, when creating these spokespersons isn't feasible, companies
often turn to well-known celebrities whose personal brand image has been established
over the years. Both celebrity and non-celebrity advertisements influence consumers'

perceptions. Consumers have become increasingly discerning when it comes to

advertising. Businesses have the ability to create and nurture characters that align with
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their brand's values and target audiences. This gives them substantial influence, allowing
them to ensure that these characters exclusively endorse a specific product. When
consumers encounter messages from two different brands, one featuring a celebrity
endorsement and the other without, they tend to believe that the product endorsed by the
celebrity will garner more purchases'®. In direct comparisons, celebrity endorsers have
been found to be more trustworthy, competent, and slightly more attractiv Q%heir
non-celebrity counterparts'®*. Utilising a renowned celebrity as an endorser enhance
viewers' perceptions of the advertisement when a consumer se@%sages from two

different brands, one featuring a celebrity endorsing a product a e other without such

endorsement, they tend to believe that the product en y the celebrity will attract
more purchases!®. ; be

Research has revealed that celebrity are considered to be more reliable,
competent, and appealing compared @n-celebrity endorsers'%»!1%, Studies indicate that
celebrity endorsers are more &calve in influencing emotions than other types of
endorsers, such as com @%ployees, regular customers, and industry experts!03104105,
What sets celebritix from anonymous individuals is their capacity to convey deeper,

more pOWGI‘Q}\l\G

personalj t anonymous figures cannot replicate. Employing celebrities to endorse

uanced meanings, along with offering a unique lifestyle and

pr(N{g'boosts positive ratings for advertisements and evaluations of the products. One
plausible explanation for the success of celebrity-endorsed ads is that consumers believe
celebrities endorse products based on genuine affinity rather than solely for financial gain.
Furthermore, to ensure that celebrities are exclusively endorsing a particular product, the

respective company can exert more control and oversight over their involvement. Most

66



advertisers share the belief that messages conveyed by celebrities garner a higher level of
attention compared to those delivered by non-famous individuals. Celebrities typically
convey more potent meanings, whereas non-celebrities can only convey meanings
associated with their age, gender, and status. Furthermore, celebrities already carry
established meanings outside of the advertising context. The advertising industry is
willing to invest increasingly in celebrities. However, some researchers su Qha the
success of celebrity-endorsed advertisements might be attributed to Qtﬁ@\ers who
believe that celebrities endorse products based on genuine feelin@ﬁrds the product
S
O

Hence, it is advisable for a company to consider em ng a prominent figure as an

rather than solely for financial compensation®.

endorser instead of an anonymous spokespersm@s can help them stand out from the
competition and establish a unique com advantage. Non-celebrity endorsements
perform better in certain product ca@s, like cosmetics, primarily because celebrities
may lack credibility regarding %@%r they actually use these products'®. Currently, the
trend of utilising non-ce%@ figures in advertising is expanding due to the potential

detrimental impact&?:lebrity endorsements on brand image. Consequently, non-

celebrities ar< bg&&
with cel@endorsemems.

ployed in advertising to mitigate the negative effects associated

2.2\Q'I1e0retical Framework
2.2.1 Theory of Planned Behavior

The Theory of Planned Behavior (TPB), is a widely recognized psychological and social

science theory, which provides a valuable framework for understanding and analyzing
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consumer buying behavior, specifically within the context of female undergraduate
students purchasing sanitary pads endorsed by celebrities in Lead City University,
Ibadan'?’. This theory centers on the idea that human behavior is driven by intentions,
attitudes, subjective norms, and perceived behavioral control'®. Attitude toward the
behavior would encompass the female students' perspectives on purchasing sanitary pads
that bear celebrity endorsements. Researchers has investigate how these e Q&ents

shape attitudes regarding product quality, reliability, comfort, andf ot relevant

factors!%8. é

Subjective norms (SN) come into play, reflecting the ;@ived social influences or
pressures affecting students' decisions to engage in@ behavior. Subjective norm
pertains to "the perceived influence from so@% encouraging or discouraging the
behavior." Perceived Behaviour Control@% "an individual's perception of the ease
or difficulty associated with carryin@the specific behaviour." A prior investigation
demonstrated that consumer de%é?making was impacted by attitude, subjective norms,
and perceived behavior c@”’“o. The subjective norm plays a pivotal role in shaping
human behaviour a (st significant importance in the process of consumer decision-
making. Wh@s mers make choices, they consistently take into account the

xpectatj Qnd conduct of others, which, in turn, significantly shape their preferences
e

e
anﬁs&(riourl 10,

The research can explore how family, friends, media, peer discussions, and societal
expectations influence their choices regarding celebrity-endorsed sanitary pads.
Perceived behavioral control (PBC) is another critical aspect. Perceived behaviour

control (PBC) can be described as an individual's assessment of the ease or difficulty
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associated with carrying out a specific behavior'?’. PBC reflects a person's confidence in
their ability to overcome obstacles and successfully engage in the behaviour in
question'”’. Essentially, it gauges one's confidence in the feasibility, likelihood, or
potential of executing a particular behaviour.It deals with the perception of ease or

difficulty in performing a particular behavior. In this context, it relates to the pxjved

Intentions (I) are a central outcome variable in this study. Res@ can examine how
attitudes, subjective norms, and perceived behavioral cont@llectively shape students'
intentions to buy these products, which are endorsed &lebrities they admire. While
the TPB primarily focuses on intention, it a@% edges that intention is a strong
predictor of actual behavior (B). Hence\\@’gzhers can investigate whether students'

intentions to purchase celebrity-end\ sanitary pads align with their real purchasing

In terms of data coll@nd analysis, researchers can employ surveys, interviews, or

behaviors.

focus groups tQ TPB components in relation to the research topic. Questions can

address ¢ bgqumdorsement, sanitary pad preferences, social influences, and perceived
contro@r purchasing decisions.

Practically, understanding how TPB applies to consumer buying behavior can benefit
marketers and advertisers. If the research indicates that celebrity endorsements positively
impact intentions and behavior, companies can use this knowledge to design more

effective advertising campaigns targeting female undergraduate students. Ethical
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considerations are crucial as well. Researchers should address potential issues related to
misleading advertising or the exploitation of vulnerable populations in their exploration
of celebrity endorsements. In conclusion, TPB offers a comprehensive framework to

investigate the link between celebrity endorsement and the consumer buying behavior of

Source credibility theory, offers a compelling theoretical le &ough which to

sanitary pads among female undergraduate students.

2.2.2 Source Credibility Theory

investigate the intricate dynamics of celebrity endorseme its impact on the
purchasing behavior of female undergraduate students ity University in Ibadan,
Oyo State, Nigeria, particularly concerning sanita@a s. This theory, rooted in the
evaluation of the credibility of informa% ’glrces based on their expertise,
trustworthiness, and attractiveness, [}\ es a structured foundation for this
research!!112 Tt facilitates an exp.%’zéio of how these students perceive the celebrities
endorsing sanitary pads in.te@ their expertise in matters related to feminine hygiene
products, the level ow\ey instill, and the attractiveness of their personnel. These

dimensions of gr@ity can be instrumental in determining whether these students are

more or 168&‘}% to purchase the sanitary pads endorsed by these celebrities.

M%@ considering the cultural context in which this research takes place, source
credibility theory can be adapted to account for specific cultural factors that might
influence the perception of credibility among this demographic. This theory allows for an
in-depth examination of how cultural nuances may shape the way students evaluate and

respond to celebrity endorsements. In practical terms, this theory can offer valuable
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insights to marketers and advertisers seeking to refine their strategies. By understanding
how source credibility theory operates one can offer recommendations for more effective
celebrity endorsement campaigns tailored to this particular demographic. Additionally,
the findings of this study may be confined to the chosen demographic and geographical
location, i.e., female undergraduate students in Lead City University, Ibadan,&ria.

The applicability of the theory's principles to other populations or contexf%y ary

considerably. &<

Finally, external influences such as marketing strategies, bra utation, and peer
influence can significantly impact consumer buying bel@r1 . In summary, source
credibility theory provides a solid framework f@nvestigating how celebrity
endorsements affect the buying behavior of fen%%ldergraduate students at Lead City

University in Ibadan, Nigeria, concerniry pads. By leveraging this theory, this

research aims to uncover the intri interplay between credibility dimensions and

consumer decisions in this uniaécatext, offering valuable insights that can benefit both

academic understandin@@rketing strategies.
2.3 Review of E@cal Studies

Consumer@haviour encompasses the series of actions and decisions made by
ind@? as they pursue, select, purchase, use, evaluate, and dispose of products and
services to fulfil their desires and requirements!. In many instances, obtaining goods or
services entails a comprehensive and intricate process that includes in-depth information
gathering, brand comparison and assessment, and various related activities?.

Understanding the connection between celebrity endorsement and consumer buying
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behaviour becomes increasingly important as marketers attempt to improve and influence

consumer buying behaviour towards their products or services.

In a piece of study titled analysis of impact of celebrity endorsements on consumer
buying behavior!'*, It postulated that, in today's market, there is a proliferation of
products, making it increasingly challenging for individuals to distinguish amo%lem.
In India, celebrities hold such a prominent place in the minds of consumers @?\eir vast
fan following can be leveraged for various activities!'*. This researc@g*f investigate
the influence of celebrity endorsements on the purchasing behav @ consumers across
different demographics, including gender, age, occupatand income levels. The
research combines both descriptive and exploratory a@aches““. The study's sample
size consists of 120 respondents, with 67 be@%male (56%), and 53 being male
(44%)"'4. Both primary and secondary methods were employed in this study.
The data collected from respondents@rwent analysis using descriptive statistics, one-
sample tests, and Chi-square @’g@c?ln conclusion, the research findings suggest that
celebrity endorsements aw&%tive in creating awareness but do not have a direct impact
on consumer buyin bgmlvior““. The various attributes of a celebrity affect consumer
purchasing b@r in diverse ways. When making purchasing decisions, consumers
prioritiss‘.b@ors such as price and quality over celebrity endorsements. Overall,
co?fs&fs tend to view claims made by celebrity endorsements as less credible. On the
contrary, some consumers may avoid buying certain products specifically because of the

celebrities who endorse them.
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2.3.1 Celebrity Expertise and Consumer Buying Behaviour

A similar study examined the influence of celebrity endorsements (ceed) and consumer
buying behaviour in Nigerian telecommunication industry!'!> The telecommunications
industry has explored various media channels to expand its customer base, and one such

channel is the endorsement of celebrities'!.

This research paper investigated how
celebrity endorsements affect consumer purchasing behaviour in theQ%erian
telecommunications industry. The study focused on three attribute&glebrities:
trustworthiness, expertise, and attractiveness. To achieve this obje@bypotheses were
formulated concerning these selected attributes and their im%on consumer buying
behaviour for telecom products in Benin City and etropolises in Edo State,
Nigeria!'>. The research sample consisted of 374’8 mers selected using judgmental
sampling techniques. Data were collected t structured questionnaires, and data
analysis was conducted using OLS }\&e regression estimation techniques. The
findings revealed that trustworth'.%éw among celebrities has a positive influence on
consumer behavior. Addiﬁo@celebrity expertise has a positive impact on consumer
buying behaviour (c@t 0.681, significance of 0.000)!'>. Consequently, the study
concludes thate L@ty endorsements are a valuable strategy for gaining consumer
acceptanc8&&ecommunications products. Celebrities used in endorsing telecom
produ@%ve both a significant and preferential influence on consumers' purchases of
tel%é products. Therefore, the study recommends that telecom companies consistently

strive to produce high-quality products that foster trust and credibility among both fans

and customers!'>.
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Study on influential role of celebrity credibility on consumer risk perceptions!!é. This
study aims to investigate the impact of celebrity credibility, encompassing
trustworthiness, attractiveness, and expertise, on consumer risk perceptions and
purchasing intentions within the Indian fast-moving consumer goods (FMCG) sector.
Employing a survey methodology, the research delves into how various dimensjons of
celebrity credibility shape the perceived risks and buying behaviors of Indian) FMCG
consumers. The study engaged 250 participants, who responded to a sglf-administered
questionnaire comprising 18 measurement scales. The key fihdings highlight that
celebrity trustworthiness and expertise emerge as pivotal facters influencing the risk
perceptions of Indian FMCG consumers. Notably, theS¢ risK perceptions demonstrate a

positive correlation with the purchasing intentions efithe’surveyed individuals.

In another study titled “The Influence of Internet Celebrities’ Expertise and Attraction on
Residents’ Intention to Purchase Household Energy-Saving Products in the Context of an
Online Community”!!’. It postulated that in recent years, internet personalities have
emerged as influential figures in promoting the adoption of energy-saving products. The
psychological mechanisms through which they influence fans' purchase intentions have
garnered scholarly attention, yet a consensus remains elusive. This study investigates the
impact of influencers' expertise, social attraction, and task attraction on fans' intention to
purchase household energy-saving products within online communities. Drawing on
social cognitive theory and parasocial interaction theory, the research explores the
mediating role of parasocial relationships and the moderating role of fans' green self-
efficacy. The findings reveal that parasocial relationships between fans and influencers

mediate the relationship between influencers' expertise and attraction and fans' intention
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to purchase energy-saving products. Moreover, fans' green self-efficacy positively
moderates the parasocial relationships in terms of influencers' expertise and task
attraction. However, the moderating effect of "green self-efficacy” on the parasocial

relationships between fans and internet celebrities is found to be insignificant.

In another study titled “To Study the Impact of Instafamous Celebrities on C%lmer
Buying Behavior”!!8, This study examines the impact of Instafamous ies on
consumer buying behavior in light of Instagram's pervasive popularity It Stated that with
over 1 billion monthly active users as of June 2018, Instagrar%@ out as one of the
most widely used social networking platforms globally. I contemporary context, it
serves as a primary avenue for individuals to gain @extend their popularity. The
prevalence of hashtags has become emblematic&neration Y's communication style,
shaping narratives through likes and @S. Instagram transcends mere image-
sharing and appreciation, distingt&a? itself from platforms like Snapchat and
Facebook. As social media %{cams, including Instagram, experience exponential
growth, brands are incre@ leveraging novel strategies to enhance visibility among
audiences. One such,strategy involves the utilization of online "celebrities," termed social
media inﬂue@ei}%\/l

dissemi @information and shaping consumer perceptions. The integration of SMIs

Is), who function akin to traditional celebrity endorsers in

int\c%lmunication and marketing campaigns has gained traction across various
industries, spanning beauty/fashion, home/family, health/fitness, travel/lifestyle,
food/beverage, business/tech, and entertainment. This paper aims to investigate the
factors influencing consumer purchasing behavior on Instagram, with a specific focus on

the credibility of Instafamous celebrities and their impact on buying intentions.
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Ultimately, the goal is to demonstrate the influential role of Instagram celebrities in

shaping consumer purchase decisions.
4.3.2 Celebrity Credibility and Consumer Buying Behaviour

A study addresses the influence of celebrity endorsement on consumer buying behaviour
towards telecommunication services!'’. In this thesis, the objective was to \AQ the
impact of celebrity credibility, celebrity attractiveness, and celebrit@arity on
consumer purchasing behaviour regarding telecommunication serviees.N'he research was
grounded in the Consumer Persuasion Model of Word of M01$1 1ally formulated by

S0

design was employed for this study. Data were Q{hered from 133 subscribers to

Williams Hertzberg, Johnson Palin, and Frederick An exploratory research

telecommunication services through a structu &tionnaire. The analysis of the data
involved descriptive statistics, and hy \Qes were examined using multiple linear
regression. The results of the stud)éj&sﬁa d that celebrity popularity ( =.430; p-value =
0.000 < 0.05) exhibited the &@%gniﬁcant positive influence on consumer purchasing
behaviour with respe%@@lecommunication services, followed by celebrity credibility
(B=.357, p—Valye,&)OO < 0.05) and celebrity attractiveness (f =.215; p-value = 0.002 <
0.05)!"°. As Q}\bnsequence, it was determined that celebrity endorsements play a
substa@ and positive role in shaping consumer buying behaviour in the
telecOmmunication services domain. Consequently, the study suggests pertinent

recommendations for potential implementation by industry practitioners''®.

In another related study titled the effect of celebrity endorsement on consumer behaviour

in Klang Valley Malaysia. It stated that in recent times, influencers and celebrities have
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garnered significant attention, and marketers are eager to leverage their credibility to

120 Celebrities exert a substantial influence on the purchasing

boost product sales
decisions of social media users. Generation Y, in particular, has developed a heightened
fascination with celebrities and closely follows their actions, paying attention to their
attire and the products they use'?’. However, many marketers still approach celebrity
endorsements through a traditional marketing lens. The failure to focus o Q%cers
who are popular on emerging new media platforms poses a challenge forQ%Qarketers.
Furthermore, marketers often neglect to consider the attributes th &O&Id be taken into
account when endorsing new media celebrities. To add s% gap, a quantitative
analysis was conducted to explore how the attributes Q rities could impact online
consumer behavior. The study employed a dedu tiy@arch approach, which entails the
formulation of a theoretical framework an{ié ciated hypotheses prior to conducting
data analysis and subsequently testing t e}i . A survey involving 136 respondents was

°
conducted, and the findings indi@hat attributes such as credibility and attractiveness

of the celebrity can indeﬁ&uence consumer behaviours when they engage with

associated brands'?. QQ

A study exa@research topic titled effects of celebrity endorsement on consumer
buying tour: evidence from seven-up bottling company plc'?!. The study stated that
the\kt%ation of celebrity endorsements in advertising has emerged as a prevalent trend
and a perceived effective strategy for enhancing corporate image and promoting
products'?!. In an era where established media channels are increasingly saturated, the
imperative to distinguish oneself has grown, and celebrities have demonstrated

themselves as an ideal means to ensure brand visibility. The primary objective of this
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research was to assess the impact of celebrity endorsements on consumer purchasing
behaviour among Pepsi consumers in Ilorin metropolis, Kwara State!?!. Specifically, the
study aimed to investigate the influence of a celebrity's trustworthiness and familiarity on
consumers' purchase decisions. The study encompassed the population of Pepsi
consumers in Ilorin Metropolis, and 381 out of 385 distributed questionnaires,
administered through convenience and purposive sampling, were adequatel kpeted
and returned!?!. Hypotheses were tested using regression analysis, reveali@celebrity
endorsements significantly affect consumers' buying behavior. F xhore, the study's
results indicated that a celebrity's trustworthiness and fami '@oth have substantial
effects on purchase decisions. In conclusion, the 'gch found that celebrity
endorsement has a positive impact on ¢ 533 buying behaviour, and it is
recommended that organisations employ cele who are perceived as honest, reliable,
trustworthy, dependable, and familiag{ &g/ertising their products and services'?!.
.

In a study titled “Influence é&brity Endorsement on the Buying Behavior of
Generation Y Consumers@@ected Betting Businesses in Uyo Metropolis, Akwa Ibom
State”!?2, This stt%gwd to assess the impact of celebrity endorsement on the

purchasing b@

Uyo M lis, Akwa Ibom State. Data were collected through a survey of 288

Generation Y consumers within specific betting establishments in

res}&us, all belonging to the Generation Y age group and customers of the targeted
betting firms. Of these, 198 usable questionnaires were collected, representing a return
rate of approximately 77%. The collected data were analyzed using the simple regression
model (SRM), along with descriptive and inferential statistics. Hypotheses were tested

using linear regression at a significance level of 0.05. The findings indicated a significant
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influence of celebrity endorsement on the buying behavior of Generation Y consumers.
Specifically, factors such as celebrity credibility, attractiveness, and popularity
demonstrated notable effects on consumer purchasing behavior within this age group.
This suggests that an increase in the endorsement of celebrities, characterized by positive
attributes, correlates with a rise in consumer buying behavior among Generation Y
individuals. Based on these findings, it is recommended that managers of g firms
effectively leverage celebrities with a favorable public image. Celebrit s@sessing a

positive public image are more likely to inspire trust and conﬁdeng Generation Y

consumers, consequently fostering acceptance of the en@e products and services

within this age group. Q

QO
A study focused with the aims to investigat%%‘ celebrity endorsements influence
consumers' purchasing decisions'?*. Sp \@ focusing on Pakistani consumers, the
research delves into their perceptio@celebrity endorsements by examining various
characteristics. A thorough r%& of existing literature on celebrity endorsements
provides insights into di@e‘n aspects of this phenomenon. Employing a quantitative
approach, the studxgsses the impact of various celebrity attributes on consumer

behavior. Da@gﬁ

analyzeg.b@g SPSS software. The findings indicate that factors such as gender,

50 respondents, collected through a structured questionnaire, is

att tgéness, credibility, and the type of endorser, as well as multiple celebrity
endorsements, positively affect buying intentions. However, endorsing multiple products
shows a negative correlation with consumer buying behavior. Ultimately, the study
concludes that celebrity endorsements generally have a favorable impact on consumers'

buying intentions.
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In another study titled “The Influence of Celebrity Endorsement towards Buying

Decision Using Online Advertisement”!2*

. Many brands utilise celebrity endorsements as
a means to capture audience attention in their marketing campaigns. Advertisers invest
substantial sums to secure endorsements from these celebrities, recognizing their
significant influence on consumers' purchasing choices and lifestyles. This stud}&ns to
investigate the utilization of celebrities in marketing to postgraduate s ts,” the
decision-making process of these students regarding purchases, and \the “Connection
between celebrity endorsements and buying decisions. To achie@h , a quantitative
survey was distributed to 170 postgraduate students usi %probability sampling
methods. The findings reveal that employing celebrity @r ment as a marketing tactic
significantly impacts the buying decisions oﬁ@graduate students. Correlation
coefficient analysis is employed to ascertai relationship between attractiveness,
trustworthiness, expertise, and congruence® with buying decisions. The key takeaway
.
from this research is that brands { not solely rely on celebrities' appearances when

selecting endorsers. Inste@ y should employ a strategic approach to choose

celebrities who alignt@ with their brand values and image.

4.3.3 Celebr@ality and Consumer Buying Behaviour

In a study titled “Impact of Celebrity Endorsement on Consumers' Buying Behavior”!2,

The study postulated that, in today's dynamic market environment marked by intense
competition, companies and marketers must employ competitive tactics to effectively
market their products to their target audience. Recent advancements in consumer
behavior and marketing research highlight numerous factors that significantly shape

consumer choices and guide them towards purchasing. This study explores the impact of
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celebrity endorsements and how consumer attitudes play a role in influencing purchase
intentions, especially in the context of a developing country. Using a quantitative
research method, the study collected data from 100 university students through a
structured questionnaire. The results demonstrate a strong influence of celebrity
endorsements on university students, particularly when the endorsers possess traits like
likability, attractiveness, credibility, and personality, which positively affect consumers'
intentions to purchase. Moreover, celebrity endorsements contribute to cultivating
favorable attitudes among consumers towards endorsed brands and products, thus
prompting purchase intentions. This research provides valuable insights for both scholars
and marketers on effectively leveraging celebrity endorsers in marketing strategies,

offering theoretical and practical implications.

4.3.4 Celebrity Attractiveness and Consumer Buying Behaviour

In a study titled “Ascertaining the Iftapactiof Celebrity Attractiveness and Familiarity on
Consumer Buying Behavion \among Female University Students in Ghana'?® This
research aimed to investigate how celebrity attractiveness and familiarity influence the
purchasing decjsigns\of female university students in Ghana, given the increasing use of
celebrity endossements in marketing. Using a quantitative approach and distributing an
online,que€stionnaire randomly among female students at Legon, KNUST, and UCC, the
studyMnvolved 450 participants. Analyzing the data through descriptive, correlation, and
multiple regression analyses, it found that both celebrity attractiveness and familiarity
have a positive and significant impact on consumer buying behavior among the surveyed

students (B=0.235, p
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In another study “Impact of Celebrity Attractiveness on Quality Positioning Strategy”,
the significance of a product or brand in consumers’ perception plays a crucial role in
conveying its benefits and setting it apart from competitors'?’. While previous research
on celebrity attractiveness has explored its impact on consumer buying behavior, it has
often overlooked its relationship with quality positioning and brand equity. This study
employed a descriptive research design utilizing a survey method, targeting s Q%rom
three selected tertiary institutions in Lagos State. A total of 435 respondents Were chosen
for the study through convenience sampling. Primary data was cosing a standard
questionnaire and analyzed through descriptive and inferentjal statistics. Hypotheses were
tested using multiple regression and mediation anal ersion 3). Results from a

parallel mediation analysis revealed that cele ri%%‘activeness indirectly influences

brand loyalty through its association with positioning strategy. The data also
indicated that, all else being equal, a&n\e-unit increase in celebrity attractiveness and
quality positioning strategy woul{ﬁa}blt in a 13.2% and 35.6% increase in brand loyalty,
respectively. These ﬁndimg,&géest that the perceived quality of the brand generates

attractiveness and foa@%)sitive inclination towards brand loyalty.

In another s(&i@i “Celebrity Endorsement and Consumers’ Perception of Brand
Authent%éthis study delved into the influence of celebrity endorsement and consumer
pe?&&n on brand authenticity!?®. It examined three dimensions of celebrity
endorsement—trustworthiness, expertise, and attractiveness—and utilized selective
retention, selective attention, and selective distortion as variables to gauge consumer
perception, with brand authenticity serving as a moderating factor. The objectives were

twofold: to explore the impact of celebrity endorsement on brand authenticity and to
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assess how consumer perception affects brand authenticity. The research involved 169
respondents drawn from the real estate industry. Structural equation modeling and
confirmatory factor analysis were employed to analyze the data. The findings indicated
that the expertise, trustworthiness, and attractiveness of celebrity endorsers positively
affect brand authenticity. Additionally, consumer perceptions demonstrated a significant
relationship with brand authenticity. The moderating variable showed that th&nfluence
of celebrity attractiveness, expertise, and trustworthiness on brand authenti€ity varies
when the celebrity and user are of opposite genders. It underscofes\the importance for
practitioners and strategists in the real estate industry to carefully consider the gender of
celebrity endorsers in relation to the target market.CFuttitrmore, it emphasizes the
importance of endorsing celebrities who are compatible and perceived as experts by

consumers.

In another study titled “influential role of celebrity credibility on consumer risk
perceptions” This study aims to explore how the credibility of celebrities, including their
trustworthiness, attractiveness, and expertise, impacts the perception of risk and
purchasing behavior among consumers of fast moving consumer goods (FMCGQG) in
India'?®. It utilized a survey approach to assess how these dimensions of celebrity
credibility influence perceived risk and purchase intentions among Indian FMCG
consumers. The research surveyed 250 participants through a self-administered
questionnaire with 18 measurement scales. The key findings highlight that celebrity trust
and expertise are the primary factors influencing the risk perceptions of Indian FMCG
consumers, which in turn positively affect their purchase intentions. However, the scope

of this study was limited to the Indian context. Nonetheless, it provides theoretical
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insights into the relationships between variables affecting the success or failure of
celebrity endorsements. From a practical standpoint, the study's results offer guidance to
industry practitioners in selecting appropriate celebrity endorsers to promote Indian
FMCG brands, focusing on the dimensions of trust, expertise, and attractiveness. The
study introduces a novel theoretical model that considers affective responses (trust,
expertise, attractiveness) and cognitive responses (perceived risk) influenced by celebrity
endorsements, aiming to understand their combined impact on purchase intentions among

Indian FMCG consumers.

24 Conceptual Model

Independent Variable Dependent

Celebrity Endorsement

e Expertise

e Personality Hol

e Attractiveness

| Ho2 > Consumer Buying
e Credibility Behaviour
L H,3 R
Ho: Ho4

Figure 2.1: Conceptual model showing relationship between Celebrity Endorsement
and Consumer Buying Behaviour of Sanitary Pads among Female Undergraduate
Students of Lead City University, Ibadan, Oyo State.

Source: The Researcher, 2023

84



The conceptual model above demonstrates the relationship between celebrity
endorsement and consumer buying behaviour of sanitary pads among female
undergraduate students of Lead City University, Ibadan, Oyo State. The model displayed
a relationship between celebrity endorsement (expertise, personality, attractiveness, and
credibility) and consumer buying behaviour of sanitary pads among &male

R
O

2.5 Summary of Gap in Literature Reviewed &

undergraduate students of Lead City University, Ibadan, Oyo State.

This literature reviewed for the research titled "Celebrity Er%ment and Consumer
Buying Behaviour of Sanitary Pads among Female Un. ate Students in Lead City
University, Ibadan, Oyo State" provides a compreh@ve understanding of the factors
influencing consumer buying behaviour, wit%ﬁfgiﬁc focus on the role of celebrity
endorsement in this context. @

Q)

.
Consumer buying behaviour is aé;plex process, often explained through the five-step
model of decision-making.‘& model includes problem recognition, information search,
evaluation of altemat\@ urchase decision, and post-purchase evaluation. Additionally,
various type B@umer buying behaviour are identified, ranging from routine to

extensive @sion-making processes.

O

Thesstudy delves into the significance of celebrity endorsements as a marketing strategy.
Celebrities play a crucial role in shaping consumer perceptions and attitudes towards
products. They can enhance product credibility and brand image and create a strong
emotional connection with consumers. However, it is important to select the right

celebrity endorser, and helpful models are explored in the literature to guide this selection
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process. Moreover, the literature emphasises the potential risks associated with celebrity
endorsements, including potential negative associations and controversies. The gender
and type of celebrity endorser are factors examined in the research. The endorser's gender

and type can influence consumer buying behaviour differently, impacting the

5\

The theoretical framework for the study is grounded in the theories of plan aviour

effectiveness of the endorsement strategy.

and source credibility. These frameworks help explain how attitude@%@(tive norms,
and perceived behavioural control, as well as the credibility o dorser, influence
consumer buying decisions. The review of empirical stughts the relationship
between celebrity endorsements and consumer buyi&gavior. It also explores other
factors such as social media, price, trust, a%’aital marketing, all of which can
significantly impact how consumers rchasing decisions. These factors are

essential in understanding the broa@ontext within which celebrity endorsements

operate and influence sanitary %g?chases.

In a study titled In conclusion, the literature review provides a comprehensive foundation
for the research, ,&hng light on the intricacies of consumer buying behaviour and the
role of celebrity? endorsement in influencing these behaviors. The research aims to
contri%bo a deeper understanding of how female undergraduate students at Lead City
UIMity, Ibadan, Oyo State, are influenced by celebrity endorsements when making
sanitary pad purchase decisions, drawing on insights from both theory and empirical

studies in the field.
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Chapter Three
Methodology

This chapter describes the methods and techniques that will be used to achieve the aim
objectives of this study. This section present the research design, population of the study,
sample and sampling techniques, description of the research instrument, of

research instrument, reliability of the research instrument, data coll t@nd data

analysis. é
3.1 Research Design Q$

The study adopted descriptive research design. The %ﬁof descriptive survey for this
study is based on the selection of question%%as dominant instrument for data
collection and the need to establish the p@’g relationship existing between celebrity
endorsement and consumer buyi@fhaviour of sanitary pads, among female
undergraduate students of LGQ(C' y University, Ibadan, and Oyo State. Descriptive
approach will enable th : y to examine perceptions of respondents on measuring
variables such as th gographic and Likert-type format as contain in this study. The
descriptive r@ désign is an observational study that collects and analyzes data to be
the repr@tive of the entire group or population. The purpose of this design is to

com&d interpret data without manipulating any variable.
3.2 Population of the Study

The population of this study focused on all female undergraduate student of Lead City

University, Ibadan, Oyo State, Nigeria. Currently, Lead City University has eight
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thousand, nine hundred and thirty-seven (8,937) female undergraduate students, as

provided by the registration unit of Lead City University (2023).

Table3.1 List of Female Students of Lead City University based on Faculty

Source: 1

S/N Faculty Population
1
Applied Sciences 800 Q\
z O
Arts and Education 659 ’\
3 S
Communication and %
Information science 0
4

Engineering 319
; N
Environmenta nand 406
Manage
6 N
Meﬂiy&ciences 430
7 \C)
. @inical Sciences 1,744
Q Law 1,102
Public Health 757
10
Pharmacy 235
11
Management and Social 1933
Sciences
Total 8,937
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3.3 Sample Size Determination and Techniques

The sample size was determined using Taro Yammane 1967 formula for the sample

selection.

The calculation is stated below:

n = N

1+N (e)?

Where n = sample size required, 0 E

N = population size Q
e = level of significance fbb

—
Il

is a constant ° &
. $%

n %Q 8,937
(:\\% 1 +8,937(0.05)?

\/Q/ 8,937

= 1+22.34

23.34

= 8937 =

382.90 approximately = 383
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From the sample size determined, which is (383) respondents. However, to determine the
proportion of the questionnaire to be administered to each Faculty, the study adopts a

Proportionate allocation formula. The formula is given as:
Nh = nxnh

N
nh = Total population of respondents in each group. ’\

n= Determined Sample Size. %
N= Total Population Size. QO

Nh= Determined sample size multiply byTotal ton of respondents in each group
Total population size ,bg

Applied Sciences @ 383 X 800 34

E.;\\% 8937

Arts and Education ° % = 383X 659 = 28

Q’Q\ 8937

Where; Nh= Number of units to be distributed to each group.

Communicat@formation Science = 383 X 552 = 24
6 8937

En%&rmg - 383X319 = 14

8937

Environmental Design and Management — = 383 X406 = 17
8937
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Medical Sciences = 383 X 430 = 18
8937

Clinical Sciences = 383 X 1744 = 75
8937

Law _ 383 X 1102 4@
8937 ©®
Public Health _ 383 X 757 ’\ 32

8937 %

Pharmacy =

Management and Social Sciences 8683 X 1933 = 83

@ 8937
Total = 383 \C)\
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Table 3.2 Sample Size Distributions

S/N Name of Faculty Population of Selected sample Size
Female Students
per Faculty
1 Applied Sciences 800 34
2 Arts and Education 659 28
3 Communication and Information Science 552 24 \
4 Engineering 319 14 z

O
5 Environmental Design and Management 406 Q/
6  Medical Sciences 430 6\ 8
7 Clinical Sciences 1744 % 75
8 Law 11%0 47
9  Public Health 6 32
10 Pharmacy rbb 35 10

1T Management and Social Sciences®

Total * N 8937 383
R

Source: Researcher Computati&ﬁ%?ﬁ
N

The study adopted a @ge sampling procedures for data collection, which involves
both probability@non-probability sampling techniques. The method is considered
appropria% \e it will help to obtain satisfactory representation of various subgroups
withir@opulation under study. The non-probability sampling technique will make use
ofhﬁmsive sampling to target the expected Female Undergraduate Students. The
probability sampling techniques adopts a stratified random sampling technique for a fair
representation of Female Undergraduate Students of Lead City University, from the
existing eleven faculties: Applied Sciences, Arts and Education, Communication and
Information Science, Engineering, Environmental Design and Management, Medical
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Sciences, Clinical Sciences, Law, Public Health, Pharmacy, Management and Social
Sciences, this is to ensure every Female Undergraduate Students of Lead City University
has an equal chance of being selected. In view of likely difficulty in accessing the
respondents at one time due to their busy schedule, administering of questionnaire was
done base on respondents’ availability and willingness to participate. Hence, convenience

sampling technique was employed. The combination of these methods helpe Qen rate

a robust data for the analysis. &<

3.4 Description of Research Instrument %Q

A self-structured questionnaire was used to examine t of celebrity endorsement
on consumer buying behaviour of sanitary pads am emale undergraduate students of

Lead City University, Ibadan, Oyo State, Nirths instrument consist of three (3)
sections (A, B, and C). Section A was B@mographic data. Section B, measures the
effect of celebrity endorsement on&&l er buying behaviour on a four (4) Likert scale

point of strongly agreed, a.gri sagreed and strongly disagreed . Section C, measures

the Consumer buyin@\ur on a five (4) Likert scale point of very high extent, high

extent, low extq@q&r low extent.

3.5 Validi f Research Instrument

To\%e the validity of the instrument, the self-structured questionnaire was presented
to the researcher’s supervisor and other experts within and outside the Department of
Management and Accounting, Lead City University, Ibadan, Oyo State, Nigeria.

Comments and suggestions from these experts was studied carefully and followed to
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improve the quality of the instrument. This was necessary to ensure both the content and

face validity of the instrument.
3.6 Reliability of Research Instrument

An instrument is said to be reliable when it yields the same result when administered in
different times, locations or population. Therefore, for the purpose of the reliabih the
instrument used in this study, a pilot study was carried out by administ@mples of
the questionnaire to twenty (20) post graduate students of Lead C'Q iversity, Ibadan,

Oyo State. Result was analyzed and Cronbach’s alpha coeffici 891was generated

meaning the instrument was reliable. QO
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Table 3.6.1: PLS-SEM Assessment Results of Reflective Measurement Models for

Hypothesis One
Convergent validity Internal consistency
reliability
Outer Bootstrapped =~ AVE  Cronbach’s Composite
loadings p-value alpha reliability
(>0.708) (<0.05) (> 0.50) >0.7) >$&(
Latent Indicator Estimate  Estimate Estimat  Estimate Esti Q
Variable  Item e @
Participation in Collaborative Projects Q/
CE 1 0.766 0.000 0.845 0.7 & 0.785
CE 2 0.724 0.000 6
CE 3 0.869 0.000 %
CE_4 0.861 0.000 Q
CE 5 0.892 0.000
Increased Product or Service Offerings
Quality 0.768 0.000 f@ 0.857 0.836
Comfort 0.962 0.000 b

Price 0.793 O.O@QQ%

Packaging 0.719 0.0N

Availability 0.793 . 0
WOM 0.902 \0:000

Trust 0.903 Q’J\ 0.000
Size/Shape 0922\ 0.000

Source: Researchers%@w‘rey 2024

The result in Ta!@ﬁl shows that all the outer loadings of the latent constructs are
below 0.7% the p value shows a value 0.000 which is below the threshold of 0.05.

This %{Q that all the latent constructs and strong in explaining each of the main

constructs, which is desirable. The AVE also shows 0.845 and 0.902 for celebrity

expertise and consumer buying behaviour, which is above the benchmark of 0.5

confirming that the model has a good convergent validity. From the internal consistency,

the result shows a Cronbach alpha and composite validity of (0.762 and 0.785 for

celebrity expertise; 0.857, 0.836 for consumer buying behavior of students) which are
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both above 0.7 indicating that celebrity expertise and consumer buying behavior of
students are reliable constructs in the model. Hence, the statistical analysis indicates that
the relationship between celebrity expertise and consumer buying behavior is significant

and robust, providing strong support for the research hypothesis.

Table 3.6.2 Discriminant Validity for Hypothesis One \

CE Consum r@gg Behavior
)

CE ’\ =
Consumer Buying 0.649 %

Behavior
[0.528; 0.721] Q

Source: Researchers Field Survey 2024 b’§\

Discriminant validity is another importa@ t of construct validity that ensures that
the measures in the study are distinc each other. In this study, discriminant validity
was assessed through the heter@%onotrait (HTMT) ratio and cross-loading analysis.
The result of the HTMT @cated in Table 4.8 shows that the constructs of celebrity
expertise and cons uying behavior of students are less than 1, as evidenced by
.
correlations @%y\' ‘85 between the constructs and high factor loadings on their
respecti)%étors. This further strengthens the validity of the research findings and
rem&% the relationship between celebrity expertise and consumer buying behavior in
the context of student consumers. Furthermore, there is less of an average link between
hetero traits and hetero methods than there is between mono traits and hetero methods.

Discriminant validity is therefore proven.
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Table 3.6.3: PLS-SEM Assessment Results of Reflective Measurement Models for

Hypothesis Two
Convergent validity Internal consistency
reliability
Outer Bootstrapped =~ AVE  Cronbach’s Composite
loadings p-value alpha reliabjlity
(>0.708) (<0.05) (> 0.50) >0.7) >A(
Latent Indicator Estimate  Estimate Estimat  Estimate Esti Q
Variable  Item e @
Celebrity Personality Q/
CP 1 0.972 0.000 0.728 0.8 & 0.812
CP 2 0.977 0.000 6
CP 3 0.909 0.000 %
CP 4 0.981 0.000 Q
CP 5 0.833 0.000
Consumer Buying Behaviour
Quality 0.764 0.000 @ 0.893 0.819
Comfort 0.771 0.000 6

Price 0.748 O.O@QQ%

Packaging 0.945 0.0N

Availability 0.901 . 0
WOM 0.976 \0:000

Trust 0.8526\ 0.000
Size/Shape  0.739\ 0.000

Source: Researchers%@w‘rey 2024

The result in Ta!@6.3 shows that all the outer loadings of the latent constructs are
below 0.7% the p value shows a value 0.000 which is below the threshold of 0.05.
This @% that all the latent constructs and strong in explaining each of the main
constructs, which is desirable. The AVE also shows 0.728 and 0.815 for celebrity
expertise and consumer buying behaviour, which is above the benchmark of 0.5
confirming that the model has a good convergent validity. From the internal consistency,
the result shows a Cronbach alpha and composite validity of (0.815 and 0.812 for

celebrity personality; 0.893, 0.819 for consumer buying behavior of students) which are
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both above 0.7 indicating that celebrity personality and consumer buying behavior of
students are reliable constructs in the model. Hence, the statistical analysis indicates that
the relationship between celebrity personality and consumer buying behavior is

significant and robust, providing strong support for the research hypothesis.

Table 3.6.4 Discriminant Validity for Hypothesis Two \

CP Consum r@%g Behavior

CP ,\\J

Consumer Buying 0.734 %

Behavior [0.692; 0.795] (-\

Source: Researchers Field Survey 2024 Q\J

The result of the HTMT as indicated in Table 4: s that the constructs of celebrity
expertise and consumer buying behavio ents are less than 1, as evidenced by

correlations below 0.85 between, q&onstructs and high factor loadings on their
respective factors. This mnherﬂgra\lgthens the validity of the research findings and
reinforces the relationshi@een celebrity personality and consumer buying behavior
within the context ent consumers. Furthermore, there is less of an average link

[ ]
between heteQ%é&s nd hetero methods than there is between mono traits and hetero

methods. l@riminant validity is therefore proven in the second hypothesis.

\/QJ’Z}

110



Table 3.6.5: PLS-SEM Assessment Results of Reflective Measurement Models for

Hypothesis Three
Convergent validity Internal consistency
reliability
Outer Bootstrapped =~ AVE  Cronbach’s Composite
loadings p-value alpha reliabjlity
(>0.708) (<0.05) (> 0.50) >0.7) >§{
Latent Indicator Estimate  Estimate Estimat  Estimate Esti Q
Variable  Item e @
Celebrity Attractiveness Q/
CA 1 0.991 0.000 0.845 0.9 & 0.941
CA 2 0.916 0.000 6
CA 3 0.847 0.000 %
CA 4 0.932 0.000 Q
CA 5 0.980 0.000 Q
Consumer Buying Behavior
Quality 0.845 0.000 @ 0.893 0.819
Comfort 0.851 0.000 b

Price 0.970 O.O@QQ%

Packaging 0.925 0.0N

Availability 0.789 . 0
WOM 0.864 \0:000

Trust 0.773 Q’J\ 0.000
Size/Shape  0.845\ 0.000

Source: Researchers%@w‘rey 2024

The result in Ta!@GS shows that all the outer loadings of the latent constructs are
below 0.7% the p value shows a value 0.000 which is below the threshold of 0.05.
This @% that all the latent constructs and strong in explaining each of the main
constructs, which is desirable. The AVE also shows 0.845 and 0.847 for celebrity
expertise and consumer buying behaviour, which is above the benchmark of 0.5
confirming that the model has a good convergent validity. From the internal consistency,
the result shows a Cronbach alpha and composite validity of (0.924 and 0.941 for

celebrity attractiveness; 0.893, 0.819 for consumer buying behavior of students) which
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are both above 0.7 indicating that celebrity attractiveness and consumer buying behavior
of students are reliable constructs in the model. Hence, the statistical analysis indicates
that the relationship between celebrity attractiveness and consumer buying behavior is

significant and robust, providing strong support for the research hypothesis.

Table 3.6.6: Discriminant Validity for Hypothesis Three \

CA Consum r@gg Behavior

CA ,\\J

Consumer Buying 0.742 %
Behavior [0.631; 0.737] (-\
Source: Researchers Field Survey 2024 Q\J

Discriminant validity is another important aspe%@nstruct validity that ensures that
the measures in the study are distinct fro ther. In this study, discriminant validity
was assessed through the heterotrait@trait (HTMT) ratio and cross-loading analysis.
The result of the HTMT as indi g&l Table 4.14 shows that the constructs of celebrity
attractiveness and consu .®ring behavior of students are less than 1, as evidenced by
correlations below (@between the constructs and high factor loadings on their
D
respective faQP:\\T is further strengthens the validity of the research findings and
reinforcesé@: relationship between celebrity attractiveness and consumer buying
beb@in the context of student consumers. Furthermore, there is less of an average

link between heterotraits and heteromethods than there is between monotraits and

heteromethods. Discriminant validity is therefore proven in the third hypothesis.

112



Table 3.6.7: PLS-SEM Assessment Results of Reflective Measurement Models

Convergent validity Internal consistency
reliability
Outer Bootstrapped =~ AVE  Cronbach’s Composite
loadings p-value alpha reliability
(> 0.708) (<0.05) (> 0.50) >0.7) (>0.7)
Latent Indicator Estimate  Estimate Estimat  Estimate Estimate
Variable  Item e
Celebrity Credibility N\
CC 1 0.726 0.000 0.887 0.791 Q>d853
CC 2 0.764 0.000
CC 3 0.864 0.000 «

CC 4 0.811 0.000 0
CC.5 0.832 0.000 :

Increased Product or Service Offerings

Quality 0.768 0.000 0.9@ 0.857 0.836
Comfort 0.962 0.000 Q
Price 0.793 0.000 fb,
Packaging 0.719 0.000 ’be »

Availability 0.793 0. ()QQ
WOM 0.902 0 %\
Trust 0.903 o 000

%

Size/Shape 0922 € 0

Source: Researchers Field Sur@QO'M

The result in Table @ows that all the outer loadings of the latent constructs are

below 0.708 and value shows a value 0.000 which is below the threshold of 0.05.

This showgtg(/ all the latent constructs and strong in explaining each of the main

constt% which is desirable. The AVE also shows 0.887 and 0.902 for celebrity

credibility and consumer buying behaviour, which is above the benchmark of 0.5

confirming that the model has a good convergent validity. From the internal consistency,

the result shows a Cronbach alpha and composite validity of (0.791 and 0.853 for

celebrity credibility; 0.857, 0.836 for consumer buying behavior of students) which are

both above 0.7 indicating that celebrity credibility and consumer buying behavior of
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students are reliable constructs in the model. Hence, the statistical analysis indicates that
the relationship between celebrity credibility and consumer buying behavior is significant

and robust, providing strong support for the research hypothesis.

Table 3.6.8: Discriminant Validity for Hypothesis One

CC Consumer BWehavior

- S
Consumer Buying 0.751 &Q/

Behavior [0.632; 0.827] N

Source: Researchers Field Survey 2024 $

O

Discriminant validity is another important aspect of c@uct validity that ensures that
the measures in the study are distinct from each%@% this study, discriminant validity
was assessed through the heterotrait-mo %%TMT) ratio and cross-loading analysis.
The result of the HTMT as indicatedgnJable 4.13 shows that the constructs of celebrity
credibility and consumer buyin c@avior of students are less than 1, as evidenced by
correlations below 0.85 ] en the constructs and high factor loadings on their
respective factors. h&urther strengthens the validity of the research findings and
.
reinforces th@n hip between celebrity credibility and consumer buying behavior in
the contex@ student consumers. Furthermore, there is less of an average link between
heﬁ()/%!ts and heteromethods than there is between monotraits and heteromethods.

Discriminant validity is therefore proven.
3.7 Data Collection

This study adopts primary sources of data collection. A letter of introduction was

submitted by the researcher to obtain permission from the Head of Department, which
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aided in the collection of data from the study area. Data collection was done by the
researcher with the help of trained research assistants who helped in the distribution and
collection of the filled questionnaires. The researcher closely supervised the research

assistants and personally participated in administering the research instruments.
3.8 Method of Data Analysis \

The completed questionnaire was collected coded and analyzed using Q@scriptive
statistics and inferential statistics. The descriptive statistics quency counts,
percentage (%), mean and standard deviation was used to ana ¢ demographic data.
Inferential statistics was used to test the hypotheses @evel of significance. The
statistical analyses was done which include correlati@exploratory factor and Structural
Equation Modelling (SEM) which was used tg&& the relationship between variables

as well as visual representations of the pe%&d relationships between variables.

§
S
O
N
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Endnote

1. Lead City University, Undergraduate Population, Registration Unit, Ibadan,

2023.
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Chapter Four
Results and Discussion of Findings

The results of the data analysis, and their interpretations, are presented in this chapter in
relation to the objective of the research. The data analysis was conducted using statistical
software, which allowed for the examination of various variables and their relq’\&hips.
The findings of the analysis provide valuable insights into the resear(/@tion and
contribute to the overall understanding of the topic. Additionally,.theNinterpretations of

the results shed light on the significance of the findings and t%plications for future

research and practical applications. QQ
4.1 Questionnaire Return Rate 2 er

A total of 383 copies of questionnaires istributed to the Female Undergraduate
Students of Lead City University, f@ Oyo State, Nigeria of which only 377 copies
were returned. This represer@& % return rate which significes a high level of
participation and interest .§he student. The high return rate indicates that the Female
Undergraduate Stu e§ of Lead City University, Ibadan were willing to actively
contribute tleg\research and share their opinions and experiences. This level of
engagevv@\hances the validity and reliability of the study's findings, as it suggests that

thm\(%cted data is representative of the organization's overall population.

117



4.2 Demographic Characteristics of Respondents

Table 4.1: Demographic Characteristics of Respondents

Characteristics Classification Frequency Percentage
Faculty Applied Sciences 20 53
P
Arts and Education 1 2 Q\
Communication
and Information 88 33
Science ’\
Engineering 52 O 13.8

Environmental

Design and 24 Q$ 6.4
Management Q

Medical Sciences §6 6.9

Clinical Sciences b’b 0 53

’b 26 6.9

33 8.8

Law
Public Health \

Pharmacy 39 10.3

Managemé:@ 16 49
Social Qg '

es

Age 15 Q0 years 64 17.0
5 years 131 34.7

@— 30 years 94 24.9

A 31 and above 88 23.3

Source: Auth r’@putation 2024

N\

From ta%@! it is evidenced that 5.3% of the student are in Applied Sciences faculty,
8.%@1&6 student are from the Arts and Education faculty, 23.3% of the student are
from Communication and Information Science faculty, 13.8% of the student are in
Engineering faculty, 6.4% of the student are in Environmental Design and Management
faculty, 6.9% of the student are from the Medical Sciences faculty, 5.3% of the student

are in Clinical Sciences faculty, 6.9% of the student are in Law faculty, 8.8% of the
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student are also from the Public Health faculty while 10.3% of the student are in
Pharmacy faculty. However, the remaining 4.2% of the student are from Management
and Social Sciences faculty. Overall, the distribution of students across various faculties
at the university is quite diverse. The Communication and Information Science faculty
has the highest percentage of students, followed closely by the Engineering faculty. Arts
and Education, Environmental Design and Management, Medical Scien Q%\ical
Sciences, Law, Public Health, and Pharmacy faculties also have a significanffiumber of

students. On the other hand, the Management and Social Sciences @t has the smallest

O

Also, the table includes a diverse range of age groups (@ students. Therefore, student

percentage of students among all the faculties.

between the age of 15 — 20 years represent 17.06%dent between age of 21 — 25 years
are 34.7%, while student between the ag\\@ — 30 years constitutes 24.9% and those
between the age of 31 and above am&%). This distribution of age groups demonstrates
the inclusive nature of the stu%c@dy at the university. The diversity in ages brings a

unique perspective to dis@%ﬂs and group projects, as students are able to draw from a

wide range of life pgnces. Additionally, this variety in ages fosters a collaborative
X environment where students can learn from one another both

and enrichin< le§ﬂ
inside a@side of the classroom.

4.3\/ Presentation of Answers to Research Questions

This sub-section contains tables showing analysis of responses to answer formulated

question
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Research Question One: What extent does celebrity expertise influence the consumer
buying behaviour of sanitary pads among female undergraduate students of Lead City

University, Ibadan, Oyo State, Nigeria?

Table 4.2 Items on Celebrity Expertise

S/n SD D A SA M STD
Items Freq (%) Freq (%) Freq (%)  Freq (%

1 I consider celebrities to be 110 60 87 1
skilled at evaluating and (29.2%) (15.9%) (23.1%) (3(/
endorsing sanitary pad
brands.

2 I actively seek 92 Q 137
information about the (24.4%) (13 O% (26% (36.3%)

skills ~ of  celebrities
endorsing sanitary pads
before making a purchase.

3 I have switched to a 97 24 48 208
different sanitary pad (25.7%) ( % (12.7%) (55.2%)
brand because a celebrity
endorsed it.

4 The skills of celebrities in 0 70 109
sanitary pad endorsements % (23 9% (18.6%) (28.9%)
significantly inﬂuences
my purchasing decmons

5 Overall, I think cele 99 102 80
skills influence $ (25 5% (26.3%) (27.1%) (21.2%)
or

purchasing decis Q
sanitary pads

Weighted Meang 4
N
Source: Field\Sugvey, 2024

KEY: SA- ngly Agree, A- Agree, D- Disagree, SD- Strongly Disagree, M- Mean, and
STD- ard Deviation

De}kiyn Rule: 1.00 — 1.49= Strongly Disagree, 1.50 — 2.49= Disagree, 2.50 — 3.49 =
Agree, 3.50-4.00= Strongly Agree.

1.211

2.74 1.186

297 1.283

247 1.185

2.44 1.087

The result in table 4.2 shows the responses from the student on Items on Celebrity

expertise. From the first item, it is evidenced that 29.2% of the student strongly disagreed,
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15.9% disagreed, 23.1% Agreed and 31.8% of the student strongly agreed with a mean
score of 2.57. This show that majority of student agree that they consider celebrities to be
skilled at evaluating and endorsing sanitary pad brands. This suggests that students place
a significant amount of trust in celebrities when it comes to endorsing sanitary pad brands.
The data also indicates that there is a strong association between celebrity influence and
consumer behavior in this particular market. Item two revealed that 24.4% o Q%dent
strongly disagreed, 13.0% disagreed, 26.3% Agreed and 36.3% of the §tu strongly
agreed with a mean response rate of 2.74, confirming that streed that they
actively seek information about the skills of celebrities endorsing sanitary pads before
making a purchase. This data suggests that a maj students not only seek

information about celebrity endorsements, but a 0% ¢ with the idea.

Furthermore, item three with a mean re@fbate of 2.97, further support that student
switched to a different sanitary padb\\' because a celebrity endorsed it. This suggests
that celebrity endorsements Q’&fd? significant influence over consumer behavior,
particularly among studej@ is important for companies to carefully consider their
marketing strategi%Qligning with a popular celebrity could lead to increased sales

and brand 10@

disagreeﬁbé‘)% disagreed, 18.6% Agreed and 28.9% of the student strongly agreed with
a

eover, in item 4, it is evidenced that 28.6% of the student strongly

ﬁa@%esponse rate of 2.47, indicating that the majority of student disagree that the
skills of celebrities in sanitary pad endorsements significantly influences purchasing
decisions. The data suggests that students are not swayed by celebrity endorsements
when it comes to sanitary pads. This could indicate a lack of trust or skepticism towards

celebrity influence in this particular product category.
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However, there’s also a negative response to item 5, This show that 25.5% of the student
strongly disagreed, 26.3% disagreed, 27.1% Agreed and 21.2% of the student strongly
agreed with a mean response rate of 2.44, confirming that they do not think celebrity
skills influence purchasing decisions for sanitary pads. Overall, the weighted of 2.64
indicates that female undergraduate students agreed that celebrity expertise influence the

consumer buying behaviour of sanitary pads in Lead City University, IbadaE:Qo ate,

Nigeria. ’\<

Research Question Two: How does celebrity personality in consumer buying

behaviour of sanitary pads among female undergraduate st@ts of Lead City University,

Ibadan, Oyo State, Nigeria? Q
2
O
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Table 4.3:

Items on Celebrity Personality

S/N SD D A SA M STD
Items Freq (%)  Freq(%)  Freq(®%)  Freq(%)
1 The person and 78 97 110 92
values —of - a o900 (2579%)  (292%)  (24.4%)
celebrity endorser
are important 2.57 1.072
factors in  my
choice of sanitary \
pads. Q
2 I believe that a 60 120 60 1 O
celebrity's  nmature 15900y (31.8%)  (15.9%) AB6.
can reflect the 57 111
quality and O 7 116
effectiveness of a %
sanitary pad brand.
3 I have switched to a 97 24 9
different  sanitary
25.7% 6.4% 3.0% 54.9%
pad brand because ( %) ( fo)bQ 0 ° 1.282
celebrity endorsers b
I found appealing. ’b
4 The accessible 137 @ 49 92 99
nature of a celebrity 3¢ (13.0%)  (24.4%)  (26.3%)
endorser's persona \
to my own life 0\(3
experiences @ 2.40 1.223
influences @\
purchasing
decmons
5 g\ think 96 99 80 102
Cele rit Pefs"na (25.5%)  (26.3%) (212%)  (27.1%)
i 1
) 249 1.141
asing
ecisions for

A

sanitary pads.

Weighted Mean= 2.63

Source: Field Survey, 2024

KEY: SA- Strongly Agree, A- Agree, D- Disagree, SD- Strongly Disagree, M- Mean, and

STD- Standard Deviation

Decision Rule: 1.00 — 1.49= Strongly Disagree, 1.50 — 2.49= Disagree, 2.50 — 3.49 =

Agree, 3.50-4.00= Strongly Agree.
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Table 4.3 shows the response from student on Items on Celebrity Personality. From the
response on Items on Celebrity Personality, It shows that 20.7% of the student strongly
disagreed, 25.7% disagreed, 29.2% agreed and 24.4% of the student strongly agreed with
the mean response rate of 2.57 respectively confirming that the person and values of a
celebrity endorser are important factors in choice of sanitary pads. This indicates that
students agree that the personality and values of a celebrity when it come making
decisions about sanitary pad endorsements are important factors. The data suggests that a
celebrity's reputation and character play a crucial role in inﬂuenco sumer behavior

in this particular market. Thus, it is clear that stude @e that a celebrity's
endorsement can make a difference in their purcha;

cisions for sanitary pads.
Similarly, response in item 2, 15.9% of the stu npb%tgly disagreed, 31.8% disagreed,
15.9% agreed and 36.3% of the student stron eed with a mean response rate of 2.72
which also confirm that a celebrity's n%%can reflect the quality and effectiveness of a
sanitary pad brand. These result&ﬁ%gest that students generally agree that a celebrity's

image can positively impa r perception of a sanitary pad brand. The agreement

among respondents @a%s a strong correlation between celebrity endorsement and

brand percept'@’&

Howeve@@een in item 3 with a mean response rate of 2.97also supports that student
ag?&&t they switched to a different sanitary pad brand because of the celebrity
endorsers they found appealing. This could indicate the strong influence that celebrities
have on consumer behavior, even when it comes to personal hygiene products. It is
important for companies to carefully select their celebrity endorsers to attract more

customers and increase sales. With the right celebrity face representing a brand,

124



companies can sway consumer preferences and potentially gain a competitive edge in the
market. Furthermore, in the response in item 4, 36.3% of the student strongly disagreed,
13.0% disagreed, 24.4% agreed and 26.3% of the student strongly agreed. The mean
response rate of 2.40 shows that the students disagreed that accessible nature of a
celebrity endorser's persona to their own life experiences influences their purchasing
decisions. This indicates that students value authenticity and relatability 'Q%rity
endorsements. It suggests that aligning a brand with a celebrity who s% milar life

experiences can positively impact consumer behavior. é

Item 5 reveal 25.5% of the student strongly disagreed, 2@ disagreed, 21.2% agreed
and 27.1% of the student strongly agreed with a mean re@nse rate of 2.49 thinking that
celebrity persona influence their purchasing d@%ns for sanitary pads. Overall, the
survey results with a weighted mean of @eed that celebrity personality influence

consumer buying behaviour of san@ads among female undergraduate students of

Lead City University, Ibadan, %\S te, Nigeria.

Research Question @hat is the effect of celebrity attractiveness on consumer

buying behaviqr,&mitary pads among female undergraduate students of Lead City

Universityz Ib , Oyo State, Nigeria

\/Q:Z}
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Table 4.4:Items on Celebrity Attractiveness

S/n SD D A SA M STD
Items Freq (%)  Freq (%) Freq (%) Freq (%)

1 The physical appeal of a 100 89 88 100
celebrity endorser affects my (26.5%) (23.6%) (233%) (26.5%) 249 1.146
choice of sanitary pads.

2 I believe that alluring 109 60 92 116
celebrities make sanitary pad (28.9%) (15.9%) (24.4%) (30 557 1201
brands appear more : :
appealing.

3 I have switched to a different 109 90 108
sanitary pad.brand begause (28.9%) (23.9%) (28 ng 6%) 236  1.088
of an appealing celebrity : :
endorsement. Q

4 My affection for or 110 %O
admiration for a celebrity

31.8%) (29 15.9%) (23.1%

endorser affects my choice of ( W ( < ) ( W ( 0230 1145
purchase of a sanitary pad.

5 Overall, I think celebrity 116
captivation influence my (2449 (15.9%) (28.9%) (30.8%) 266 1.153
purchasing decisions for : :

sanitary pads. ®
.

Weighted Mean= 2.47 \
Source: Field Survey, 2024

KEY: SA- Strongly Agree, A Xe D- Disagree, SD- Strongly Disagree, M- Mean, and
STD- Standard Deviation $

Decision Rule: 1.00 = Strongly Disagree, 1.50 — 2.49= Disagree, 2.50 — 3.49 =
Agree, 3.50-4.00= Strongly Agree.

The resul i@ 4.4 shows the responses from the students on items on celebrity
attracti . From the response on items on celebrity attractiveness, item one reveals
thE}SéQS% of the students strongly disagreed, 23.6% disagreed, 23.3% agreed, and 26.5%
of the student strongly agreed with a mean score of 2.49. This reveals that the majority of
students disagree that the physical appeal of a celebrity endorser affects choice of
sanitary pads. This suggests that students disagree that a celebrity's attractiveness

influences their decision-making when it comes to purchasing sanitary pads. In item 2, it
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shows that 28.9% of the students strongly disagreed, 15.9% disagreed, 24.4% agreed, and
30.8% of the student strongly agreed with a weighted of 2.57, which confirms that
alluring celebrities make sanitary pad brands appear more appealing. These results
suggest that celebrity endorsements have a significant impact on students' perceptions of

sanitary pad brands. It is evident that the majority of students agreed with this staﬁnt.

Although, the data from item 3, the findings shows that 28.9% of the stutrongly
disagreed, 23.9% disagreed, 28.6% agreed, and 18.6% of the student ;Ql agreed with
a weighted mean response of 2.36, revealed that they don’t @\ed to a different
sanitary pad brand because of an appealing celebrity enment. This suggests that
students may not be heavily influenced by celebrit @)rsements when it comes to
choosing sanitary pad brands. It is possible thaB% factors play a larger role in their
decision-making process. Also, in item &@’Qean is 2.30, and this shows that student
strongly disagree that affection for o@raﬁon for a celebrity endorser affects choice of
purchase of a sanitary pad. H(%(c;, it is important to note that individual preferences
and opinions may vary gr;@ky hen it comes to celebrity endorsements. Just because the
mean response rate i }bes strongly disagree does not necessarily mean that all students
feel the saﬁé

endorse@ influence their purchasing decisions, despite the overall trend of

dis)gr)gﬁent in the data.

It is possible that some students do believe that celebrity

Additionally, in item 5, it is evidenced that 24.4% of the student strongly disagreed,
15.9% disagreed, 28.9% Agreed and 30.8% of the student strongly agreed with a mean of
2.66, confirming that students agree that celebrity captivation influence purchasing

decisions for sanitary pads. This data suggests that a significant portion of students
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believe that celebrity endorsements play a role in their purchasing decisions for sanitary
pads. Overall, with the weighted mean of 2.47, undergraduate female students disagree
that celebrity attractiveness has an effect on their buying behaviour of sanitary pads in

Lead City University, Ibadan, Oyo State, Nigeria.

Research Question Four: What is the effect of celebrity credibility on consumer buying

behavior of sanitary pads among female undergraduate students of Lead Ci wersity,

Ibadan, Oyo State, Nigeria ’\Q/

Table 4.5:1tems on Celebrity Credibility
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S/n SD D A SA M STD
Items Freq (%)  Freq  Freq(%)  Freq (%)
(%0)
1 I consider the 103 60 89 125
trustworthiness of a (27.3%) (159 (23.6%) (33.2%)
celebrity endorser an %) 2.62 1.203
important factor in my
choice of sanitary pads.
2 I believe that a 109 60 116 92
trustworthy celebrity can  (28.9%) (159  (30.8%) (24.4%) \
provide accurate and %) 0™ 1.148
honest information about O
sanitary pad brands. QJ
3 I have switched to a 208 24 24 %;]
different sanitary pad (55.2%) (6.4%) (6.4%) )
brand because a @ 2.15  1.371
trustworthy celebrity
endorsed it.
4 The trustworthiness of 78 97 110
celebrities endorsing (20.7%)  (25.7 _(2%4%) (29.2%)
sanitary pads 9 Q 2,62 1.111
significantly affects my
purchasing decisions. fg
5 Overall, I think celebrity 120 \Q 60 110
trustworthiness influence  (31.89 )\ 23.1  (15.9%)  (29.2%)
: .. 242 1.211
my purchasing decisions . 5\' %)

for sanitary pads. \
Weighted Mean=2.46
Source: Field Survey, 2022\*

KEY: SA- Strongly A%, - Agree, D- Disagree, SD- Strongly Disagree, M- Mean, and
STD- Standard De

viati
Decision Ru .‘{&5 1.49= Strongly Disagree, 1.50 — 2.49= Disagree, 2.50 — 3.49 =
KZ()?

Agree, 3.50- trongly Agree.

The r@in table 4.5 shows the responses from the students on items on celebrity
crehbﬁity. From the first item, it is evidenced that 27.3% of student strongly disagree
and 15.9% disagreed that student consider the trustworthiness of a celebrity endorser an
important factor in choice of sanitary pads when compared with agreed and strongly
agree with 23.6% and 33.2% respectively with a mean response rate of 2.62. This reveals

that the majority of students agree that they consider the trustworthiness of a celebrity
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endorser as an important factor in choice of sanitary pads. This suggests that students
place a high value on the trustworthiness of celebrity endorsers when making decisions
about sanitary pads. It is clear that perceptions of trustworthiness play a significant role in
influencing consumer choices among students. Item 2 shows that 28.9% of the students
strongly disagreed, 15.9% disagreed, 30.8% agreed, and 24.4% of the student strongly
agreed with a mean score of 2.50, which confirms that a trustworthy celebrit c@vide
accurate and honest information about sanitary pad brands. This indicate@@ majority
of students agreed that trustworthy celebrities can provide relie@&ormation about
sanitary pad brands. This suggests that students generall}ﬁ ve in the credibility of

celebrities when it comes to endorsing hygiene productQ

However, the data from item 3, shows that SS@f the students strongly disagreed,

6.4% disagreed, 6.4% agreed, and 32.1%\ tudent strongly agreed. The mean score

of 2.15, indicates that student do not&@‘shed to a different sanitary pad brand because a

trustworthy celebrity endorsed&%\r example, a study conducted on college students

found that despite a o@celebrity endorsing a new brand of sanitary pads, the
N

ot feel compelled to switch brands. The data showed that most

majority of studentxk
[ ]
students disaéreg&\t’o he endorsement, indicating that celebrity endorsements may not

always t@\ce consumer behavior as expected.

In item 4, the mean response of 2.62revealed that majority of the student agreed that the
trustworthiness of celebrities endorsing sanitary pads significantly affects purchasing
decisions. This indicates that students have a high level of trust in celebrities when it
comes to endorsing sanitary pads. Overall, it can be concluded that the majority of

students believe in the impact of celebrity endorsements on the trustworthiness of
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sanitary pad brands. Also, in responses to item 5, it is evidenced that 31.8% of the student
strongly disagreed, 23.1% disagreed, 15.9% agreed and 29.2% of the student strongly
agreed with a mean response rate of 2.42, confirming that they disagree that celebrity
trustworthiness influences purchasing decisions for sanitary pads. This indicates that the
majority of students do not believe that a celebrity's trustworthiness plays a significant
role in their decision to purchase sanitary pads. The data suggests that stude Q&nore
likely to base their purchasing decisions on other factors such as price, quality;"and brand
reputation. It is clear that celebrity endorsements may not hold a@c sway over this
particular demographic as previously thought. Thus, with e%ll weighted mean of
2.46, female undergraduate students disagree that cel redibility has an effect on

consumer buying behavior of sanitary pads in ieab@y University, Ibadan, Oyo State,

Nigeria.

Table 4.6:Consumer Buying Behaviour
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S/n SD D A SA M STD
Items Freq (%) Freq (%) Freq (%) Freq (%)
1 Quality 110 60 87 120
292%)  (159%) (23.1%) (31.8%) 2°7 1211
2 Comfort 92 49 99 137
4.4%)  (13.0%)  (26.3%) (36.3%) 274 1.186
3 Price 108 90 70
Affordability (28.6%)  (23.9%) (18.6%) (28.9%) 6\ 1.185
4 Packaging Appeal 92 60 116 Q
44%)  (15.9%) (28 9%) (39{ 1153
5 Availability in 137 49
Stores (36.3%)  (13.0%)  (24.4%) 3%) 240 1223
6 Word of Mouth 100 88 80
§ec°mmendat“’n 265%)  (233%) @o 26.5%) 230 1146
7 Trust in the Brand 103 60 rb 89 125
0 o on 262 1203
273%) (15 (23.6%)  (33.2%)
8 Size/Shape 108 @ 90 109
Variants 28.6% 18.6% 23.99 28.9% 253 1.184
Available (28, 9)& (18.6%) ~ (23.9%)  (28.9%)

Weighted Mean= 2.56 C—)\' ’

Source: Field Survey, 202.4 Q
KEY: SA- Strongly A % Agree D- Disagree, SD- Strongly Disagree, M- Mean, and
a

STD- Standard Devi

Decision Rule:, s& 1.49= Strongly Disagree, 1.50 — 2.49= Disagree, 2.50 — 3.49 =
Agree, 3.50-4000= Strongly Agree.

The result@ta e 4.6 shows the responses from the respondents on Consumer Buying
Beha\@ From the first research question, it is evidenced that the mean response rate
was 2.57 shows that majority of student agree that the buying behavior of the student is
determined by the quality of the product. This suggests that students prioritize quality
when making purchasing decisions. Additionally, it indicates a positive correlation
between product quality and student buying behavior. And the second item revealed that

the mean response rate of 2.74, shows that student agreed that comfort is essential to the
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buying behavior of the student towards a product. This suggests that students prioritize
comfort when making purchasing decisions, indicating its significant influence on
consumer behavior. Overall, the data supports the idea that comfort plays a crucial role in

shaping students' attitudes towards products.

Item 3 with a mean response rate of 2.47 further disagree that price can affect th%ying
behavior of student towards a particular product. For item 4, it is evidenced e mean
response rate was 2.66 which indicates that the majority of student agq[ ackaging a
product persuade student buying behavior on a particular pro his suggests that
packaging does play a significant role in influencing stu(@urchasing decisions. The
higher mean response rate also implies that students @be more inclined to make a
purchase if they find the packaging appealing @suasive. Overall, the data supports

the idea that packaging can have a strong on student buying behavior.

However, item 5 shows that with t@ response rate of 2.40 availability of a product
in Stores do not influence &%t\:dent purchasing decisions towards a product. This
suggests that student%Q\emore influenced by other factors when making purchasing
decisions, such, @:e or brand loyalty. It may be beneficial for retailers to focus on
these aspeets ﬁ[,ber than solely relying on product availability in stores. Moreover, item 6
which@§
rew

endations from friends or relatives persuade student buying behavior to buy a

s that the mean response rate of 2.50, confirming that word of mouth

product. This indicates that students are more likely to make a purchase based on
recommendations from their peers, highlighting the importance of positive word of
mouth in influencing consumer decisions. It is evident that personal referrals play a

significant role in shaping student purchasing habits.
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From the seventh item, it is evidenced that the mean response rate was 2.62show that
majority of student agree that due to trust in brand student purchasing decisions is certain.
This suggests that brand trust plays a significant role in influencing student purchasing
behavior. It is likely that students feel more confident and assured when buying products
from brands they trust. The last item reveals that the mean response rate was 2.53, this
show that majority of student agree that size/shape variants available in a st Q&rive
student to buy a product. This finding suggests that students are more likely tg"purchase a
product if there are a variety of size and shape options available. @&ta indicates that
student value having choices when it comes to selecting a &nd this can influence

their decision to make a purchase. Retailers may wa nsider offering a range of

sizes and shapes to cater to the preferences of thjirp@t customers and increase sales.

Test of Hypotheses @%

This section focused on the inferen@sﬁcs in order to test the study hypotheses. This
was done using the Partial.LQ@%uare Structural Equation Model (PLS-SEM) which is
a powerful statistica@q\@ue for analysing complex relationships among variables.
PLS-SEM allows&he examination of both the measurement model and the structural
model si ltgn,y}lsly, providing a comprehensive understanding of the relationships
betweébnstruct variables. To achieve this, the measurement model which includes
determining the outer loading factors (with the bootstrapped P Value), discriminant
validity, Cronbach alpha for internal consistency, and average variance extracted (AVE)
were assessed first. Following this, the structural model was analysed to determine the
strength and significance (P value) of the relationships between the latent constructs

through Path coefficients, P values of the path coefficients and T statistics.
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Measurement Model

Measurement model reflect the adequacy of the chosen variables in representing the
constructs of interest. It is essential to ensure that the measurement model is valid and
reliable before moving on to analyzing the structural model'. The outer loading factors
provide insight into how well each indicator variable is measuring its corres%ding
construct. 2opined that to ensure a strong outer loading factor, it must not b 0.708
indicating that the indicator variable is a good representation of &lgwtft construct.
Additionally, the average variance extracted (AVE) should@e 0.5 to confirm
convergent validity. The AVE explains the amount of Vari@ captured by the indicator
variables in relation to the latent construct!. This hel@researchers determine if the
indicators are truly measuring what they are B%Gd to measure. Furthermore, the
composite reliability should be above 0.®’Qonstrate the internal consistency of the
indicators within the construct Whﬂa&bach’s Alpha should also be above 0.7 so as to

N\
backup the reliability of the me@‘ée?lent model.
. $
44  Test of Hypo@

Hol: There i '(’\S&ﬁcant effect of celebrity expertise on consumer buying behaviour

of sanita ds among female undergraduate students of Lead City University, Ibadan,

0;@%\@&1&
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Figure 4.1: Path coefficient of Celebrity Exp%band Consumer Buying Behavior

O
Source: Field Survey, 2024 @

The result in figure 4.1 shows t@otstrapping value of celebrity expertise and
consumer buying behavior of%fiary pads among female undergraduate students of
Lead City University, Q@yo State, Nigeria. The result shows outer loading that are
above 0.708 confirmirtg’the latent variables are a good constructs of both celebrity
expertise an@ er behavior. Figure 4.2 below shows the P value of the patch

coefﬁci@ determine whether they are statistically significant at 0.05.

\*
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Figure 4.2: P Values of the Path Coef@t of Celebrity Expertise and Consumer
Buying Behavior ‘@

Source: Field Survey, 2024 A@

Figure 4.2 shows that 1®\eht constructs show a p value of 0.000 that is less than 0.05
which is highly. gi&cant. This shows a high level of confidence in the results obtained
from the ata@sis. Figure 4.3 below shows the T statistics of the latent constructs in
the stu is above 1.96. This shows that the results are statistically significant and
pro further evidence of the relationship between celebrity expertise and consumer

buying behavior among students.
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Figure 4.3: T Statistics of the Path Coefficient\6f Celebrity Expertise and Consumer

Buying Behavior

Source: Field Survey, 2024
Table 4.9: Regression Results\of the First Model

Path Standard P values R?
Coefficient deviation
(STDEYV)
3
Celebrity Expertise
->Consumer
Buying Behavior 0.749 0.074 16.532 | 1.298 | 0.422 | 0.000*** | 0.638

Remarks

Positive/Sign
ificant

The result in table 4.9 shows the regression model of celebrity expertise and consumer
buying behavior. The path coefficient shows 0.749 indicating that celebrity expertise has
a positive effect on consumer buying behavior of sanitary pads among female
undergraduate students of Lead City University, Ibadan, Oyo State. This confirms that
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celebrity expertise plays a significant role in influencing the purchasing decisions of
female undergraduate students when it comes to sanitary pads. The result shows a
standard deviation of 0.074 (T statistics of 16.539) and confirms that there is minimal
variations in the dataset. The p value shows 0.000*** which is less than 0.05 indicating a
statistically significant effect between celebrity expertise and students busying behavior.
The R? showed the extent to which a dependent variable (consumer buying b Q% can
best be explained by the independent variable (celebrity expertise). The resulfShowed an
R? value of 0.638 indicating that about 63.8% of consumer busyivior of sanitary
pads among female undergraduate students of Lead City Uniyersity, Ibadan, Oyo State is
accounted for by celebrity expertise. Hence, 36.2% is @ ed for by other parameters
not covered in the model. Hence from this we ca(b%ﬁrm that celebrity expertise has
significant influence on consumer buying ior of sanitary pads among female

undergraduate students of Lead City U%\Xl , Ibadan, Oyo State (B1= 0.749, R?=0.638,

t-statistics=16.539>1.96, P-value @

Additionally, the PLS-S@dictive significance was ascertained using the Q2 value.

0.05).

Celebrity Expertise%@ Q2 value of 0.422, which is more than zero. This suggests that
i

the predictiv< si%;gf

tablis@ing the F-square. According to Table 4.9 above, the f-square value for

nce of the PLS path model is present. The effect size was also

es
ce%&r%expertise is 1.298, which suggests that the sample impact is sizable., as shown
in Table 4.9, indicating that the sample effect is considerably large. This confirmed that
the relationship between celebrity expertise and the consumer buying behavior of sanitary
pads among female undergraduate students of Lead City University, Ibadan, Oyo State is

statistically significant and has a strong predictive power.
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Ho2: There is no significant relationship between celebrity personality and consumer

buying behaviour of sanitary pads among female undergraduate students of Lead City

University, Ibadan, Oyo State, Nigeria.
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Figure 4.4: Path coefficient of Celebrity Personality and Consumer Buying Behavior

Source: Field Survey, 2024
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The result in figure 4.4 shows that bootstrapping value of celebrity personality and

consumer buying behavior of sanitary pads among female undergraduate students of

Lead City University, Ibadan, Oyo State, Nigeria. The result shows outer loading that are

above 0.708 confirming the latent variables are a good constructs of both celebrity

expertise and consumer behavior. Figure 4.5 below shows the P value of t}r&atch

coefficients to determine whether they are statistically significant at 0.05. Q
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Figure 4.5: P Values of the Path Coefficient of Celebrity Personality and Consumer

Buying Behavior

Source: Field Survey, 2024

141



Figure 4.5 shows that all latent constructs show a p value of 0.000 that is less than 0.05
which is highly significant. This shows a high level of confidence in the results obtained
from the data analysis. Figure 4.6 below shows the T statistics of the latent constructs in
the study and is above 1.96. This shows that the results are statistically significant and

provide further evidence of the relationship between celebrity expertise and cxlmer
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Figure 4.6: T Statistics of the Path Coefficient of Celebrity Personality and

Consumer Buying Behavior

Source: Field Survey, 2024
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Table 4.12: Regression Results of the Second Model

Path Standard
Coefficient | deviation
(STDEV)
B
Celebrity
Personality - i .
>Consumer Buying 0.522 0.041 14.842 | 1.469 | 0.524 | 0.000*** | 0.581 POS‘lthC/Slgn
Behavior ificant

The result in table 4.12 shows the regression model of celebrity personality and.onsumer
buying behavior. The path coefficient shows B1=0.522 indieating that celebrity
personality has a positive effect on consumer buying behavidEefisanitary pads among
female undergraduate students of Lead City University,dbadan; Oyo State. This confirms
that for every 1% change in celebrity personality “purchasing decisions of female
undergraduate students when it comes to sanitafy_pads will change by 0.522. The result
shows a standard deviation of 0.041 (T statistics of 14.842) and confirms that there is
minimal variations in the dataset,Thé«plivalue shows 0.000*** which is also less than
0.05 indicating a statistically sighificant effect between celebrity personality and students
busying behavior. The"\R3showed the extent to which a dependent variable (consumer
buying behavipg)~can best be explained by the independent variable (celebrity
personality). Fhe’ result showed an R? value of 0.581 indicating that about 58.1% of
consumer buying behavior of sanitary pads among female undergraduate students of
Lead"City University, Ibadan, Oyo State is accounted for by celebrity personality. Hence,
41.9% is accounted for by other parameters not covered in the model. Hence from this we
can confirm that celebrity personality has significant effect on consumer buying behavior
of sanitary pads among female undergraduate students of Lead City University, Ibadan,
Oyo State (B2= 0.522, R*=0.581, t-statistics=14.842>1.96, P-value =0.000 < 0.05).
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Additionally, the PLS-SEM predictive significance was ascertained using the Q? value.
Celebrity Personality have a Q? value of 0.524, which is more than zero. This suggests
that the predictive significance of the PLS path model is present. The effect size was also
established using the F-square. According to Table 4.12 above, the f-square value for
celebrity personality is 1.469, which suggests that the sample impact is sizable., as shown
in Table 4.12, indicating that the predictive effect is considerably large. Thi Qﬁ ed
that the relationship between celebrity personality and the consumer bu@g@wvior of

sanitary pads among female undergraduate students of Lead City @ty, Ibadan, Oyo

State is statistically significant and has a strong predictive pgfe \

Ho3: Celebrity attractiveness has no significant effect @nsumer buying behaviour of

sanitary pads among female undergraduate studf%b ead City University, Ibadan, Oyo

State, Nigeria. ®%

144



0545 Comfort

0.B15

o

SED
Celebrity Attractiveness [CA) Consumer Buying Behavior

Size/Shape

\ud
Figure 4.7: Path coefficient of Celeb@fgttractiveness and Consumer Buying

Behavior E‘@
Source: Field Survey, 2024 %
The result in figure 46 s that bootstrapping value of celebrity attractiveness and

consumer buyi{lg&avior of sanitary pads among female undergraduate students of

above

Lead City Un@ty, Ibadan, Oyo State, Nigeria. The result shows outer loading that are
(Y@ confirming the latent variables are a good constructs of both celebrity

att%eness and consumer behavior. Figure 4.8 below shows the P value of the patch

coefficients to determine whether they are statistically significant at 0.05.
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Figure 4.8 sh@i\&a 11 latent constructs shows a p value of 0.000 that is less than 0.05
which is h@y significant. This shows a high level of confidence in the results obtained
fr%@ta analysis. Figure 4.9 below shows the T statistics of the latent constructs in
the study and is above 1.96. This shows that the results are statistically significant and
provide further evidence of the relationship between celebrity attractiveness and

consumer buying behavior among students.
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Table 4.15: Regression Results of the First Model

Path Standard Q? P values R? Remarks
Coefficient | deviation
(STDEV)
B
Celebrity
Attractiveness - .. .
>Consumer Buying 0.815 0.197 16.639 | 1.194 | 0.298 | 0.000*** | 0.745 POS}tlve/Slgn
Behavior ificant

The result in table 4.15 shows the regression model of celebrity attractiveness and
consumer buying behavior. The path coefficient shows 0.815 indicating that celebrity
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attractiveness has a positive effect on consumer buying behavior of sanitary pads among
female undergraduate students of Lead City University, Ibadan, Oyo State. This confirms
that celebrity attractiveness plays a significant role in influencing the purchasing
decisions of female undergraduate students when it comes to sanitary pads. The result
shows a standard deviation of 0.197 (T statistics of 16.539) and confirms that there is
minimal variations in the dataset. The p value shows 0.000*** which is le Qan .05
indicating a statistically significant effect between celebrity attractiven@g students
busying behavior. The R? showed the extent to which a depend@a iable (consumer
buying behavior) can best be explained by the indgpendent variable (celebrity
attractiveness). The result showed an R? value of 0.7 ating that about 74.5% of
consumer busying behavior of sanitary pads q@male undergraduate students of
Lead City University, Ibadan, Oyo State is nted for by celebrity attractiveness.
Hence, 25.5% is accounted for by other bmeters not covered in the model. Hence from
this we can confirm that celebri@actweness has significant influence on consumer

buying behavior of sanitem&gg among female undergraduate students of Lead City

University, Ibadan, @te (Bs= 0.815, R?=0.745, t-statistics=16.639>1.96, P-value

~0.000 < 0.05 @

Additio@he PLS-SEM predictive significance was ascertained using the Q2 value.
Ce\Q% Attractiveness have a Q2 value of 0.298, which is more than zero. This
suggests that the predictive significance of the PLS path model is present. The effect size
was also established using the F-square. According to Table 4.9 above, the f-square value
for celebrity attractiveness is 1.194, which suggests that the sample impact is sizable as

shown in Table 4.15, indicating that the sample effect is considerably large. This
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confirmed that the relationship between celebrity attractiveness and the consumer buying
behavior of sanitary pads among female undergraduate students of Lead City University,

Ibadan, Oyo State is statistically significant and has a strong predictive power.

Ho4: There is no significant effect of celebrity credibility on consumer buying behaviour

of sanitary pads among female undergraduate students of Lead City University,_Ibadan,

Oyo State, Nigeria. OQ
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The result in figure 4.10 shows that bootstrapping value of celebrity credibility and

consumer buying behavior of sanitary pads among female undergraduate students of

Lead City University, Ibadan, Oyo State, Nigeria. The result shows outer loading that are

above 0.708 confirming the latent variables are a good constructs of both celebrity

credibility and consumer behavior. Figure 4.11 below shows the P value of the patch

coefficients to determine whether they are statistically significant at 0.05.
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Figure 4.12 shows that all latent constructs show a p value of 0.000 that is less than 0.05
which is highly significant. This shows a high level of confidence in the results obtained
from the data analysis. Figure 4.13 below shows the T statistics of the latent constructs in
the study and is above 1.96. This shows that the results are statistically significant and

provide further evidence of the relationship between celebrity credibility :@Qnsumer

buying behavior among students. &
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Table 4.18: Regression Results of the First Model

Path Standard
Coefficient | deviation
(STDEV)
B
Celebrity
Credibility - i .
>Consumer Buying 0.737 0.186 7.832 | 1.108 | 0.238 | 0.000*** | 0.845 POS‘lthG/Slgn
Behavior ificant

The result in table 4.18 shows the regression model of celebrity credibilit§ and.onsumer
buying behavior. The path coefficient shows 0.737 indicating that.célebrity credibility
has a positive effect on consumer buying behavior of sanitaryypads among female
undergraduate students of Lead City University, Ibadam~Oyo’ State. This confirms that
celebrity credibility plays a significant role in influen¢ing the purchasing decisions of
female undergraduate students when it comes\t® sanitary pads. The result shows a
standard deviation of 0.186 (T statistics 8f%7.832) and confirms that there is minimal
variations in the dataset. The p valuésshews 0.000*** which is less than 0.05 indicating a
statistically significant effect hetiween celebrity credibility and students busying behavior.
The R? showed the extént\to™which a dependent variable (consumer buying behavior) can
best be explained,by\the independent variable (celebrity credibility). The result showed
an R? value 0£.0.845 indicating that about 84.5% of consumer busying behavior of
sanitagy, pads among female undergraduate students of Lead City University, Ibadan, Oyo
Stateis accounted for by the power of celebrity credibility. Hence, 15.5% is accounted
for by other parameters not covered in the model. Hence from this we can confirm that
celebrity credibility has significant influence on consumer buying behavior of sanitary
pads among female undergraduate students of Lead City University, Ibadan, Oyo State
(B4=0.737, R*=0.845, T-statistics=7.832>1.96, P-value =0.000 < 0.05).
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Additionally, the PLS-SEM predictive significance was ascertained using the Q? value.
Celebrity Credibility have a Q? value of 0.238, which is more than zero. This suggests
that the predictive significance of the PLS path model is present. The effect size was also
established using the F-square. According to Table 4.18 above, the f-square value for
celebrity credibility is 1.108, which suggests that the sample impact is sizable, as shown
in Table 4.18, indicating that the sample effect is considerably large. This co @that
the relationship between celebrity credibility and the consumer buying avior of
sanitary pads among female undergraduate students of Lead City L@&r&ity, Ibadan, Oyo

State is statistically significant and has a strong predictive pgfe \
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Figure 4.13: Re Qt model showing the relationship between Celebrity
Endorsemen nsumer Buying Behaviour of Sanitary Pads among Female
Undergraduate Students of Lead City University, Ibadan, Oyo State.

Source: Survey, 2024

4.5\/Discussi0n of Findings

The regression result from hypothesis one shows that the expertise of celebrity has a
positive and significant effect on the buying behavior of Sanitary Pads among Female
Undergraduate Students of Lead City University, Ibadan, Oyo State. The findings from

the study suggest a compelling relationship between celebrity expertise and the
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purchasing behaviour of female undergraduate students regarding sanitary pads at Lead
City University, Ibadan, Oyo State. This discovery highlights the crucial role of celebrity
endorsements in shaping consumer behaviour, particularly within a specific demographic
segment. The positive and statistically significant effect observed in the regression
analysis signals that when a celebrity is perceived to possess expertise in relevant areas
such as women's health or hygiene, it can significantly influence the deci@é&dng

process of female undergraduate students when selecting sanitary pads. <

This emphasis on the perceived expertise of the celebrity en carries significant
implications for marketing strategies targeting this dap ic. It highlights the
importance of aligning celebrity endorsements closel @ the product and its intended
audience. By selecting endorsers who are not @tecognisable but also perceived as
knowledgeable authorities in the fiel ters can enhance the credibility and
effectiveness of their campaigns. Th@gategic alignment can foster greater resonance
with consumers and ultimatelyéx ncreased brand awareness and sales. Moreover, the

findings offer valuable i into the dynamics of consumer behaviour among young
female undergradua egents, shedding light on the external influences that shape their
purchasing d@&'s Understanding these factors is crucial for marketers seeking to
engage bﬂpture the attention of this demographic effectively. By recognising the
sig\&ﬁt impact of celebrity endorsements, marketers can tailor their marketing

strategies to leverage this influence and craft messages that resonate with the target

audience.

In supporting studies, findings consistently affirm the positive impact of celebrity

expertise on consumer behaviour, echoing the conclusions drawn in the current study. For
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instance, a study emphasises the significance of perceived expertise and credibility in
enhancing the effectiveness of celebrity endorsements, aligning closely with the current
study's findings!. Similarly, another study indicated that celebrity endorsements
consistently lead to higher brand recall and positive consumer attitudes, bolstering the
notion that celebrity expertise plays a crucial role in shaping consumer behavior?.
Moreover, an experimental study further strengthens this argument by demo Qin that
endorsements from celebrities perceived as experts in relevant domains tesult“in greater
purchase intentions, mirroring the positive effect observed i@e current study?.
Additionally, a research on the influence of celebrity expe 's&rand perception and
purchase intention in the context of fashion brands ght to these assertions by
indicating that celebrities perceived as experts sk@ influence consumer perceptions
and purchase intentions, aligning closely wit indings of the current study regarding

the importance of celebrity expertise ir@g consumer behavior*,

.
In contrast, studies presentingéésilting views raise questions about the overarching
influence of celebrity exp:@%on consumer behavior. For example, a study explores the
phenomenon wher '&eated exposure to celebrity endorsements diminishes their
effectiveness@}ﬁw, implying potential limitations to the long-term impact of
celebrit rtise on consumer behavior®. Moreover, an investigation into the influence
of\&rity scandals on consumer perception highlights the potential negative
repercussions of negative publicity surrounding celebrity endorsers, irrespective of
expertise, challenging the assumption of a straightforward positive relationship between

celebrity expertise and consumer behavior®’.
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Also, hypothesis two confirms that celebrity personalities have a positive and also a
significant effect on consumer behavior of Sanitary Pads among Female Undergraduate
Students of Lead City University, Ibadan, Oyo State. This finding suggests that beyond
expertise, the broader persona and characteristics of celebrities play a substantial role in
shaping consumer behaviour within this demographic. It implies that students are not
only swayed by a celebrity's perceived knowledge or authority but a Q&heir
personality traits, lifestyle, values, and overall image. This multifaceted™ influence
highlights the complexity of consumer decision-making and highl@&te importance of
considering various facets of celebrity personalities in crafting, effective endorsement
strategies. Moreover, the confirmation of Hypothesis ight on the psychological
phenomenon of celebrity identification. It sug S@ consumers, particularly female
undergraduate students in this context, may d a sense of connection or affinity with
celebrities whom they perceive as sha '&1milar traits or values. Consequently, they
.
may be more inclined to purchasiﬁ%ducts endorsed by celebrities they admire, aspire to
emulate, or feel a sense 'Q&%ﬂp with. This aspect emphasises the emotional and
psychological dimeﬂs@Qof consumer behaviour, indicating that endorsements go

beyond mere g@romotion to foster a sense of belonging and identification with

endorsed

Th&@fngs also highlight the strategic importance of celebrity endorsements in shaping
brand image and association. By aligning with certain celebrities whose personalities
resonate with the target audience, brands can enhance their own image and perception

among consumers. For example, if a celebrity is admired for their confidence,

authenticity, or social activism, consumers may perceive the endorsed brand as
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embodying similar qualities, thus influencing their purchasing decisions. This highlights
the symbiotic relationship between celebrities and brands, wherein endorsements serve as

a vehicle for conveying brand values and connecting with consumers on a deeper level.

In supporting studies, findings consistently affirm the significant influence of celebrity
personalities on consumer behaviour, aligning closely with the conﬁw of
hypothesis two. For example, a research emphasises the positive correletween
celebrity personality and consumer buying behaviour®. Simila)%gn@ther study
underscores the impact of celebrity endorsement on consumers’ g behaviour®. The
study revealed that celebrities which possess trait like @bihty, attractiveness, and
personality, has a strong influence on consumers’ bu¥ing intention’. Another study
discovered that celebrities possess some person%’iéthat makes them stands out, hence
influencing consumer buying behaviour“)\@\&more, investigation into strategic brand
alliances with celebrities further raia&s this idea, indicating that endorsements from
celebrities whose personalitie%ia closely with the brand's values result in higher
consumer engagement , rand loyalty'!. These supporting studies collectively
highlight the multi%@d impact of celebrity personalities on consumer behaviour,

offering emp<' ica,%

idence that aligns with the findings of hypothesis two.

Howe@ontrasting studies present dissenting views, challenging the assumption of a
straightforward positive relationship between celebrity personalities and consumer
behavior. For instance, some authors found out that many consumers are not influenced
112,

by the celebrity personality as many celebrities will endorse any product that pays wel

Additionally, Smith and Brown's research on the negative effects of celebrity scandals on
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consumer perception suggests that negative publicity surrounding celebrities can

undermine the effectiveness of endorsements, regardless of their personalities'.

The result in hypothesis three, which seeks to examine the effect of celebrity
attractiveness on consumer buying behaviour of Sanitary Pads among Female
Undergraduate Students of Lead City University, Ibadan, Oyo State also shows Wtive
relationship. The findings from hypothesis three, indicating a positiv@%ionship
between celebrity attractiveness and consumer buying behaviour of s&ita ads among
female undergraduate students of Lead City University, Ib Oyo State, offer
intriguing insights into the role of physical attractiver@in influencing consumer
decisions. This result suggests that the perceived phys attractiveness of celebrities

holds sway over the purchasing behaviour 0@ e undergraduate students in this

demographic, particularly concerning sa h@ products.

One notable implication of this ﬁr@tbe significance of visual appeal in marketing
and advertising strategiesjzg@% this demographic. It suggests that when celebrities
endorse sanitary pad @} and are perceived as attractive, their appeal extends beyond
their expertise p;(pksonality traits, influencing consumer perceptions and purchasing
decisions. zlg‘%rs can leverage this insight by strategically selecting visually appealing
celebr'@%as endorsers, thereby enhancing the attractiveness and desirability of their
pr(%ﬁs in the eyes of the target audience. Furthermore, the positive relationship
observed in Hypothesis 3 highlights the psychological impact of physical attractiveness
on consumer behavior. Research in social psychology has long established the "halo
effect," wherein individuals tend to attribute positive qualities to physically attractive

individuals, assuming that they possess other desirable traits beyond their appearance. In
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the context of celebrity endorsements for sanitary pads, this halo effect may contribute to
heightened perceptions of product quality, reliability, and efficacy among consumers
when endorsed by attractive celebrities. However, it's essential to recognise the potential
limitations and ethical considerations associated with emphasising physical attractiveness
in marketing campaigns. While celebrity attractiveness may enhance product appeal and
consumer engagement, overreliance on superficial qualities could risk @%ting
unrealistic beauty standards and reinforcing harmful stereotypes. Ther@rj, marketers
must strike a balance between leveraging attractiveness as z@asive tool and
promoting inclusive and authentic representations of beauty %

O

This finding is in line with a study that revealed that@ctive celebrities significantly
enhance product appeal and purchase intenti@’énong consumers, as observed in
Hypothesis three!®. Similarly, another sh\&hlighted the "halo effect" of celebrity
attractiveness in endorsements, in&*g that consumers tend to attribute positive
qualities to products endorse%h(? attractive celebrities, thereby influencing brand
perception and purchase .&%100(115. Moreover, another study conducted emphasised
that both celebrity %trfl?reness and familiarity have a positive and significant impact on

consumer bu‘lng{g&)

enhance recall and recognition among consumers, reinforcing the notion that

iour's. Additionally, another study found that attractive celebrities

attﬁ&ness plays a crucial role in capturing consumer attention and memory in
marketing contexts'’. Lastly, a study indicated that the attractivenesss of celebrity
endorsers positively affect brand authenticity'®. In contrast, another study found limited
evidence of a significant impact on consumer behaviour solely based on celebrity

attractiveness, suggesting that the vampire effect comes to play, whereby, there are

160



situations when the celebrity endorsers overshadows the brand'’. Also, another study
titled “The Influence of Celebrity Endorsement towards Buying Decision using Online
Advertisement” revealed that brands should not solely rely on celebrities’ appearance

when selecting endorsers?’.

Hypothesis four also shows that celebrity credibility exert a positive and signiﬁca,%ffect
on buying behavior of Sanitary Pads among Female Undergraduate Studentd City
University, Ibadan, Oyo State. The confirmation of hypothesis fout, g«d@rscores the
critical role of credibility in shaping consumer decisions witl@emographic. This
finding suggests that the perceived credibility of cele@es as endorsers plays a
substantial role in influencing purchasing behaviourgticularly regarding essential
hygiene products like sanitary pads. One key im%%on of this finding is the importance
of trust and authenticity in celebrity en@nt& When celebrities are perceived as
credible endorsers, consumers are.m\('&;ikely to trust their recommendations and feel
confident in the endorsed pro%{c;quality and efficacy. This suggests that celebrity
endorsements can serve @owerful tool for building brand credibility and instilling
confidence in cons g especially among young female undergraduate students who
S

may prioritis< tr&(&

hy endorsements when making purchasing decisions.

More%gbtq‘ positive and significant effect of celebrity credibility on buying behaviour
hig}h@ts the influence of expertise and authority on endorsement effectiveness.
Celebrities who are perceived as knowledgeable and trustworthy in their respective fields
are more likely to sway consumer opinions and drive purchasing decisions. This shows
the importance of aligning celebrity endorsers with the product category and ensuring

that they possess genuine expertise and credibility in order to maximise the impact of

161



endorsements on consumer behaviour. Furthermore, the findings from Hypothesis 4
emphasis the role of perceived authenticity in celebrity endorsements. When celebrities
are perceived as authentic and genuine in their endorsements, consumers are more likely
to view their recommendations as sincere and credible, leading to increased purchase
intentions. This suggests that transparent and authentic endorsement strategies, wherein

%ﬂ/ith

celebrities genuinely believe in the endorsed products, are more likely to rff

consumers and drive positive buying behaviour. &<
However, it's essential to acknowledge the potential challenges a itations associated
with celebrity credibility in endorsement campaigns. Whi edibility can enhance the

effectiveness of endorsements, celebrities may faceg'utiny and scepticism from
consumers if their endorsements are perceiv%@msincere or motivated solely by
financial gain. Therefore, marketers mus\\@ that celebrity endorsers maintain their
credibility by aligning with brands a@oducts that genuinely reflect their values and

beliefs, thereby fostering genui@"\g?*‘ections with consumers.

Q

The findings from H@xs 4, suggesting a positive and significant effect of celebrity
credibility on ‘tlﬂymg behaviour of sanitary pads among female undergraduate

students oiLg&ity University, Ibadan, Oyo State, align with existing literature on the

inﬂue@@b celebrity endorsements on consumer behaviour. Several studies have
provided supporting evidence for this notion, indicating the persuasive power of
credibility in driving purchasing decisions. For instance, a research in Akwa Ibom
explored the influence of celebrity endorsement on the buying behaviour of generation Y
consumers in selected betting businesses?!. The findings indicated that celebrity

credibility demonstrated a notable effect on consumer purchasing behaviour?'. Another

162



study carried out in Pakistan on how celebrity endorsement influence consumers’
purchasing decisions found that celebrities perceived as credible endorsers significantly
enhance purchase intentions among consumers?’. However, contrasting studies present
dissenting views, suggesting potential complexities and challenges in the relationship
between celebrity credibility and consumer behavior. For example, a research, found

evidence of negative impact on consumer behaviour solely based 3erle rity

endorsement®. &<

From the theoretical standpoint, the findings of this study resona source credibility
theory. This theory posits that individuals are more likely Q influenced by a message
delivered by a credible source, such as a celebrity, as & d to a non-credible source. In
the context of celebrity endorsements, consu%%are more likely to trust and be
persuaded by a brand if it is associated{@fbcelebrity they perceive as credible and
attractive. This highlights the impda\&?%e of carefully selecting the right celebrity to
endorse a brand, as their iﬂ@c}ld reputation can significantly impact consumer
behavior and purchasing @on& Additionally, the findings of this study suggest that
marketers should ¢ & the credibility and attractiveness of celebrities when planning
S

their endorse@&ﬁ

among undergraduates in Lead City University, Oyo State, Nigeria. The theory

tegies in order to effectively engage with consumers, especially

alsb\r&(ed to this finding from cultural standpoint as it emphasizes the influence of
celebrities in shaping societal norms and values. In a culture where celebrities hold
significant power and influence, their endorsement of a brand can sway public opinion

and consumer preferences. With the rise of social media and celebrity culture, it is crucial
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for marketers to understand the impact of celebrity endorsements on consumer behavior

and to strategically leverage this influence in their marketing campaigns.
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Chapter Five
Conclusion

This chapter discusses the summary of findings, conclusion, recommendations, areas for
further studies and contributions to knowledge. The summary of findings summarises the
key findings as revealed in the chapter four. Also the key findings are su d to

show the contributions to knowledge to various stakeholders and als( @e means

which further studies can be conducted. é

5.1 Summary of Findings Q$

The study examined the effect celebrity endorsem%&ustomer buying behavior of
Sanitary Pads among Female Undergraduate S@s of Lead City University, Ibadan,
Oyo State. Celebrity endorsement ’qured through expertise, personality,
attractiveness and credibility of cele@iowever, consumer buying behavior of female
undergraduate students was @gacgred using quality, price, availability, comfort,
packaging, word of : recommendations and size/shape. Two theories were

examined in this stu% ich are theory of planned behavior and source credibility theory.
The summa@ k

O

Celeb@&perﬁse has a positive and significant influence on consumer buying behavior

y findings and interpretations are as stated below:

of sarfitary pads among female undergraduate students of Lead City University, Ibadan,

Oyo State (B1=0.749, R?>=0.638, t-statistics=16.539>1.96, P-value =0.000 < 0.05).
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Celebrity personality has significant and a positive effect on consumer buying behavior
of sanitary pads among female undergraduate students of Lead City University, Ibadan,

Oyo State (2= 0.522, R?=0.581, t-statistics=14.842>1.96, P-value =0.000 < 0.05).

Celebrity attractiveness has positive and significant influence on consumer buying
behavior of sanitary pads among female undergraduate students of Lead City University,

Ibadan, Oyo State (B3= 0.815, R?>=0.745, t-statistics=16.639>1.96, P-value :@< 0.05).

Celebrity credibility has positive and significant influence on conm buymg behavior
of sanitary pads among female undergraduate students of Lea niversity, Ibadan,

Oyo State (B4= 0.737, R?=0.845, T-statistics=7.832>1.9 e =0.000 < 0.05).

5.2 Conclusion Sb

From the various constructs used in thi ’blt is evident that celebrity endorsement
has a significant and positive effe@customers buying behavior of Sanitary Pads
among Female Undergraduate %dczts of Lead City University, Ibadan, Oyo State. This
is crucial to know that c ty endorsement can greatly influence consumer decisions,
especially among female consumers. The findings of this study suggest that
celebrities ca se e as powerful influencers in shaping purchasing behavior, particularly
in the q@t of personal hygiene products. Additionally, the study highlights the
im ce of understanding the impact of celebrity endorsements on specific target
demographics, such as undergraduate students, in order to effectively market and

promote products in the competitive marketplace.

However, the relationship between the parameters of celebrity endorsement (celebrity
expertise, celebrity attractiveness, celebrity personality, and celebrity credibility) and
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customers buying behavior of Sanitary Pads among Female Undergraduate Students of
Lead City University shows a positive effect. This suggests that the use of celebrity
endorsements can significantly influence the purchasing decisions of female
undergraduate students when it comes to sanitary pads. Understanding how these
parameters interact with each other and with the target demographic is crucial for
companies looking to maximise the impact of their marketing strategies. B Q&ing
the right combination of celebrity expertise, attractiveness, personality,\and Credibility,

companies can effectively reach and engage their target audience, @a ly driving sales

O

The results of this investigation are consistent with so@credibility theory. According

and brand loyalty.

to this hypothesis, people are more likely to b@%ed by a message from a reliable
source, like a celebrity, than from a @fgble one. When it comes to celebrity
endorsements, people are more inch@believe in and be influenced by a company if it
is connected to a reliable and é\gg\ing celebrity. This emphasises how crucial it is to
choose celebrities wisely &1 endorsing brands, since their reputation and image have a
big influence on cu & behaviour and purchase decisions. Furthermore, the results of
this study in. c‘at’\fa , in order to effectively engage with consumers, particularly female
undergr%@s at Lead City University in Oyo State, Nigeria, marketers should take into
acés{g/ the legitimacy and attractiveness of celebrities when developing their
endorsement strategies. The idea, which highlights how celebrities shape society norms
and values, is also connected to these findings from a cultural perspective. Celebrities

have a lot of power and influence in society, thus their support of a business has the

potential to change customer choices and public opinion. Marketers must comprehend
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how celebrity endorsements affect customer behaviour and strategically use this effect in

their campaigns given the advent of social media and celebrity culture.

5.3 Recommendations

Based on the findings of the study on the relationship between celebrity endorsements

and customer buying behavior of female undergraduates at Lead City Univer@Oyo

State, here are four detailed recommendations: ( O

1.

Given that celebrity expertise has a positive and significan Xe on consumer
buying behaviour of sanitary pads among female ﬁer aduate students, it is

recommended that brands producing sanitary pads 1d carefully select celebrities
who have relevant expertise in the field of fi @ygiene or women's health. They
should also consider partnering with cel f@s who have knowledge or experience in
these areas to enhance the cre i m and effectiveness of their endorsements.
Additionally, brands should @ that the expertise of the chosen celebrity aligns

with the target audienctisypreferences and needs.

Since celebrity Qality has a significant and positive effect on consumer buying
S
behavior, {it is\csse tial for brands to emphasise the personality traits of the celebrities
end@ their products. Brands should leverage the likeability, relatability, and
\&nticity of the celebrity to resonate with the target audience and build emotional
connections. This is because when personality traits that appeal to female
undergraduate students are adopted, brands can enhance the effectiveness of their
endorsements and positively influence purchasing decisions of sanitary pads among

female undergraduates in Lead City University, Oyo State.
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3. Given that celebrity attractiveness and credibility positively influence consumer
buying behavior, brands should focus on enhancing these aspects of celebrity
endorsers. Brands can work with celebrities to maintain a positive image, invest in
personal grooming and styling, and cultivate a reputation for reliability and
trustworthiness. Moreover, brands should ensure transparency and authenticity in
their partnerships with celebrities to build credibility and foster consu % By
enhancing the attractiveness and credibility of celebrity endors@,@mds can

maximize the impact of their endorsements on female u@duate students'

I
O

4. To leverage the positive influence of celebrity @ibility on consumer buying

purchasing behavior.

behavior, brands should Prioritize celebrities@%stablished credibility and integrity
in endorsing sanitary pads, enhancin@ement effectiveness. Select individuals
respected and trusted within thé\\' et demographic to amplify influence. Utilize
testimonials and reviews fr@gmorsed celebrities to augment credibility and impact
consumer purchasin@isions. Incorporate personal narratives of celebrity
experiences to %ﬁe social proof and validate product efficacy. Foster enduring

partnersh@gﬁ

cons over time, facilitating longitudinal research on consumer perceptions and

redible celebrities to cultivate sustained trust and credibility with

\@gﬁiors. Hence, when companies strategically integrating celebrity nendorsements
into their marketing efforts, they can capitalize on the influence of celebrities and

drive purchasing behavior among female undergraduate students.

5.4 Contributions to Knowledge
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In this study, the following were the researchers contributions to knowledge:

The study significantly contributes to the existing body of knowledge by offering
comprehensive insights into the effect of celebrity endorsement and consumer buying

behaviour of sanitary pads among female undergraduate students of Lead City University,

Ibadan, Oyo State. \

This study provides a valuable contribution to our understanding of com@behavior
by empirically examining the influence of celebrity endorsement &Qonsumer buying
behaviour. Utilizing data collected from female undergradu ﬁems at Lead City
University, the research focuses on how various attpi of celebrity endorsers—

namely their expertise, personality, attractiveness,@d credibility—affect the buying

behavior of female consumers, particularly in ﬂ@ntext of sanitary pads.

5.5 Suggestions for Further Studies Q

Future research endeavors s\ xplore alternative indicators for both celebrity
endorsement and cons ying behaviour that were not included in the present study.
This exploration aims to” investigate whether these unexamined indices exhibit similar
patterns of b%}our as those analysed in the current research. Also, replicating this
study iry@c universities and secondary schools is also recommended. Furthermore,

thiN% can also be carried out in another state, region, or the entire country at large.
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Research Questionnaire
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Dear Respondent,

I am a Masters student at the Department of Management and Accounting, undergoing a
marketing programme, at Lead City University. I am researching on Celebrity
Endorsement and consumer buying behaviour of sanitary Pads among female
undergraduate students of Lead City University, Ibadan, Oyo State. | would like to
request your cooperation in completing the attached questionnaire. The questio
your opinions regarding celebrity endorsement of sanitary pads, in relation to,
expertise, celebrity personality, celebrity attractiveness and celebrity credibth
solely for academic purpose and all information provided will be kept coHn

survey will take approximately 10 minutes. Your contribution will be recegb/dppreciated.
If you have any question regarding this project, please feel @ e-mail me at

avuraelozino@gmail.com %

Thank you. QQ
Avura Blessing Elozino 66

Section A: Personal Details @

Please provide the following informai'\' bout yourself by marking a “\” on one of the

blank spaces provided. ,\co\
Q

1. Faculty .Q\A
(a). Appl'@lences

(b). Q‘.%s\éi Education

é 6 Communication and Information Science

seeks

d). Engineering

(e). Environmental Design and Management
(). Medical Sciences
(). Clinical Sciences

Jooubon
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(h). Law

(1). Public Health

[ 1]
G). Pharmacy [ ]
[ ]

(k). Management and Social Sciences
Age

15 —20 years |:|

21 —25 years |:|

26 -30years [ ]

31 and above |:|

Q
2

Section B: Celebrity Endorsement \Q’b

Q

O

2\
S
/\
S

Please indicate with a tick, which p\ﬁ most appropriately captures your response to

the statements. 4= Strongly Agr@
Disagree (SD).

N

= Agree (A) 2 = Disagree (D) 1= Strongly

NO | Items on Celehri \?pertise
. SA) | (A) | (D) | (SD)
N

6 Ic sWelebrities to be skilled at evaluating and 4 3 2 1
endc%ng sanitary pad brands.

7 \@‘af:tively seek information about the skills of | 4 3 2 1
Meelebrities endorsing sanitary pads before making a
purchase.

8 I have switched to a different sanitary pad brand 4 3 2 1
because a celebrity endorsed it.

9 The skills of celebrities in sanitary pad endorsements 4 3 2 1
significantly influences my purchasing decisions.
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10 | Overall, I think celebrity skills influence my 4 3 2 1
purchasing decisions for sanitary pads.
Items on Celebrity Personality
SA) | A) | (D) | (SD)
11 | The person and values of a celebrity endorser are 4 3 2 1
important factors in my choice of sanitary pads.
A
12 | I believe that a celebrity's nature can reflect the quality 4 3 4 \Q\ 1
and effectiveness of a sanitary pad brand. )Q
, N 4
13 | I have switched to a different sanitary pad brand 4 \b 2 1
because celebrity endorsers I found appealing. (’\<\
14 | The accessible nature of a celebrity endorser's persona @J 3 2 1
to my own life experiences influences my purchasi >
decisions. (1\6
15 | Overall, T think celebrity persona 1nﬂue 4 3 2 1
purchasing decisions for sanitary pads. &
Items on Celebrity Attractiveness ’b
. \: (SA) | (A) | (D) | (SD)
16 | The physical appeal of a ¢ @?y éndorser affects my 4 3 2 1
choice of sanitary pads {
17 |1 believe that allu \Eelebrltles make sanitary pad 4 3 2 1
brands appear Q pealing.
18 |1 have s to a different sanitary pad brand 4 3 2 1
becaus< peahng celebrity endorsement.
19 |M @m for or admiration for a celebrity endorser 4 3 2 1
@ls my choice of purchase of a sanitary pad.
N\
20 MOverall, I think celebrity captivation influence my 4 3 2 1
purchasing decisions for sanitary pads.
Items on Celebrity Credibility
SA) | A) | (D) | (SD)
21 | I consider the trustworthiness of a celebrity endorser an 4 3 2 1
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important factor in my choice of sanitary pads.

22 |1 believe that a trustworthy celebrity can provide 4 3 2 1
accurate and honest information about sanitary pad
brands.
23 |1 have switched to a different sanitary pad brand 4 3 2 1
because a trustworthy celebrity endorsed it.
24 | The trustworthiness of celebrities endorsing sanitary 4 3 \\ 1
pads significantly affects my purchasing decisions. (_:Q
N
25 | Overall, I think celebrity trustworthiness influence my 4 < 3INY 2 1
purchasing decisions for sanitary pads. &
7~ N
Section C: Consumer Buying Behaviour E
Please indicate with a tick, which number most appro gcaptures your response to
the statements. 4=Very High Extent (VHE), 3=Hig (HE) 2=Low Extent (LE),
1=Very Low Extent (VLE) )\’b
Consumer Buying Behaviour: When ing sanitary | VHE | HE | LE | VLE
pads, to what extent does the folloyw uence your
choice of brand 4 3 2 1
Q
1 | Quality (_)\ D) 4 3 2 1
o\
2 Comfort . A 4 3 2 1
O
3 | Price Affordab'ﬂ®\ 4 3 2 1
o)
4 Packag'c/ paal 4 3 2 1
5 A}/a@ﬂity in Stores 4 3 2 1
6 \%ord of Mouth Recommendations 4 3 2 1
7 Trust in the Brand 4 3 2 1
8 Size/Shape Variants Available 4 3 2 1
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Bio-data

A. Personal Data

e Full Name: Elozino Blessing AVURA
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Lead City University, Ibadan, Oyo State
avuraelozino@gmail.com

08103379330

e Date of Birth: 29" December, 1998, Delta State \

e Nationality: Nigerian :0
e Marital Status: Single 6\

e Name of Next of Kin: Onome AvurakoghenQ E

e Address of Next of Kin: Lead City UQ@rsity, Ibadan, Oyo State.

1. Educational Institu-tli\k' ttended with Dates and Qualification:

S

i. Prim@waﬁon
N

003-2008 Premier primary School, Warri

< }\’ Xecondary Education

B. Educational Background

Q’b 2008-2010 Warri City College, Delta State

2010-2014 St. Matthias Catholic College,

Bayelsa State

ili.  Higher Educational Institutional Attended with Dates and

Qualification
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mailto:avuraelozino@gmail.com

2017-2021 Ritman University, Ikot Ekpene, Akwa
Ibom State

(B.Sc. Management Science)
C. Work Experience:

2022-2023 Lead City University (Personal Assis< to
an

Director Centre for Entreprenel@
Skill Acquisition) ’\< )

D. Awards and Fellowships: Nil s

E. Membership of Academic/ Professional Bodi@

F. Publication(S): Nﬂb’bQ

G. Major Conferences Attended wﬁ@ es: Nil

,& Dr. A. F Friday igbadhume,

H. Referees: \
'\C) Lecturer at Lead City University

.$ +234 813 815 9188
QQ Dr. E.R. Aderinto

Lecturer at Lead City University

. +234 802 147 3839
Q)

Si@ Date

The University Compliance Certification

This is to certify that this thesis by Elozino Blessing AVURA in the Department of

Management and Accounting, Faculty of Management and Social Science, Lead City
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and style.

Signature % Date

195



	4.4 Test of Hypotheses135
	3.6.5PLS-SEM Assessment Results of Reflective Mea
	Models for Hypothesis Three      111
	3.6.6Discriminant Validity for Hypothesis Three
	3.6.7PLS-SEM Assessment Results of Reflective Mea
	3.6.8Discriminant Validity for Hypothesis One
	2.1.1.1Consumers Decision Making Process (Five St

	In another study titled “The Influence of Internet
	In a study titled “Impact of Celebrity Endorsement
	4.3.4 Celebrity Attractiveness and Consumer Buying
	In another study titled “influential role of celeb
	Source: Researcher Computation, 2023
	The study adopted a multi stage sampling procedure
	Table 3.6.2 Discriminant Validity for Hypothesis O
	Table 3.6.4 Discriminant Validity for Hypothesis T
	Table 3.6.6: Discriminant Validity for Hypothesis 
	Table 3.6.8: Discriminant Validity for Hypothesis 
	Section A: Personal Details
	Please provide the following information about you


