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Abstract 

“All actions of Humans have one of these seven causes: Nature, Compulsion, Chance, , 

Habit, Reason, Passion & Desire. As a human being the major cause to do over this 

research was Reason. The reason is to accomplish my task, aim & motive of enhancing the 

domain of my knowledge and to know more about the Adverting Industry.” 

 In India , Media & Entertainment industry is one of the fastest growing industry. The main 

sectors of the Media & Entertainment industry are TV, Print, Films, Digital Advertising, 

Animation , Gaming, Radio & Music respectively. Out of the various sectors of the Media 

& Entertainment industry the largest ones are Television & print Media Respectively.  In 

2016, the Size of Television  sector is US $ 8.4 Billion ( Rs.58,800 crores) and that of the 

Print Sector is US $ 4.3 Billion ( Rs.30,240 crores). The TV sector is likely to witness 

CAGR of 15 %  & the print sector is likely to witness CAGR of 10 %  over the period of 

next five years. ( KPMG- FICCI report, 2017) .There are nearly 100 international, national 

and local players already operating in industry and equal numbers of players are likely to 

enter in the market in coming years due to its huge growth potential. A typical super-

market in India displays more than 12000 brands, an Indian family has at least two 

television sets and a consumer is exposed to around 1000 ads per day. Likewise, there are 

more than 530 television channels in India broadcasting over 3.5 million television 

commercials each year in India. The media-explosion can thus be easily demonstrated. 

Moreover, people forget 80% of the information in just 24 hours. All these things lead to 

high amount of clutter. The situation is even worse for the low involvement product 

categories in which differentiation is very little so question arises that how does one can 

actually cut through the clutter and get the attention of the customer ? To defeat the clutter 

of all the brands one of the most prominent solution is 'Celebrity Endorsement' for the  

brand. This is because in low involvement categories consumers neither have the time nor 

the desire to comprehensively investigate and assess all the offerings available to them. As 

a result in such categories consumers often make purchase decisions on the  basis of in 

store factors and extrinsic cues like endorsement of product by well known person, 

innovative packaging etc. This study  was undertaken to analyze the influence of effects of 

different advertisements like celebrity endorsed, animated character endorsed, non 

celebrity endorsed (endorsed by common people ) and advertisements  with no 

endorsements at all on the perception, product evaluation and purchase considerations of 
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consumers Selected cities of Gujarat. In the study impact of five different  elements was 

analyzed .The various different  elements whose impact was analyzed are : (a) Celebrity 

Endorsed verses Non-Celebrity Endorsed verses Non-Endorsed Advertisements (b) Single 

Celebrity verses Multiple Celebrity Endorsed Advertisements (c) Celebrity-Product 

Relevance Advertisements (d) Advertisements with Celebrity Endorsing one Product 

verses Advertisements with Celebrity Endorsing more than one Product (e) Swachh Bharat 

Cause Endorsed Advertisements verses Celebrity Endorsed Advertisements.  The Main 

study mainly involves two sub studies.  In the first study impact of five different elements 

mentioned above was evaluated and the study was done for adult consumers. In the second 

study, undertaken for children, the impact of Animated Cartoon Characters was analyzed. 

Both the studies were undertaken for Television and Print Media respectively. Both the 

studies were undertaken in four major & fastest growing cities of Gujarat namely 

Ahmedabad, Surat,Baroda & Rajkot.  

The findings of the study revealed  that all the elements if used scientifically &  

appropriately as suggested by the outcomes of the  present study then it  1) will be able to 

grab consumers’ attention in brink of eye, 2) will definitely stimulate the consumers to try 

or purchase that product, 3) will be able to increase its overall Market Share and 4) will 

produce a long lasting image of the product in the consumers’ memory which would 

encourage them for repeat purchases & thereby keep them loyal to the brand for long 

period of time. 
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CHAPTER – 1 

Introduction & Background 

1.1 Industry Overview: 

This section gives brief idea about the Indian Media & Entertainment Industry. 

1.1.1 Indian Media & Entertainment Industry: 

In India , Media & Entertainment industry is one of the fastest growing industry. 

India's media and entertainment (M&E) industry is set to grow at a faster pace of  

approximately 10.55% CAGR in 2017 -2021, outshining the global average of 4.2% 

CAGR. As per the research  firm PwC , Indian media & entertainment sector will touch 

$45.1 billion by 2021, up from $27.3 billion at the end of 2016. 

 The main sectors of the Media & Entertainment industry are TV, Print, Films, Digital 

Advertising, Animation , Gaming, Radio & Music respectively. Out of the various sectors 

of the Media & Entertainment industry the largest ones are Television & print Media 

Respectively.  In 2016, the Size of Television  sector is US $ 8.4 Billion ( Rs.58,800 

crores) and that of the Print Sector is US $ 4.3 Billion ( Rs.30,240 crores). The TV sector is 

likely to witness CAGR of 15 %  & the print sector is likely to witness CAGR of 10 %  

over the period of next five years.[1]   

In 2016, total advertising spend across all sectors in India stood at $8.18 billion and is 

estimated to reach $16.7 billion by 2020. As per the report, television advertising in India 

will continue to hold the significant share  of the pie at $5.80 billion in the year 2021, 

thereby registering an 11.1% growth from $3.43 billion in 2016.  Moreover, breaking the 

global trend, newspapers are expected to grow from $3.56 billion in 2016 to $3.76 billion 
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in 2021 at a CAGR of 1.1%. whereas magazines are expected to grow at a CAGR of 3.3% 

for the same period to $295 million.  While print media and television together accounted 

for 75.7% of the total advertising revenue in 2016, mobile advertising emerged as the third 

largest advertising medium in India after TV and print. [2]. Following Figures 1.1 shows 

advertising revenue shares of different media namely TV, Print, Digital, Outdoor 

Advertising & Radio Advertising. Figure 1.2 shows the total Advertising Revenue Forecast    

                             

                                                                           Figure 1.1: 

Advertising Revenue Share 

(Source:  KPMG- FICCI report, 2016) 

 

                                                                             Figure 1.2: 

Advertising Revenue Forecast 

(Source:  KPMG- FICCI report, 2016) 
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1.2 Importance of Advertising: 

 Advertising is a very powerful component of business in any society. It possesses both 

pervasive and persuasive power. Though it is primarily designed by firms in order to create 

awareness about goods and services, it also encourages the development of new and better 

products, thereby giving consumers wider varieties of choices According to Vivian 

advertising generates most of the operating revenue for television, magazines , newspapers, 

and radio.[3] Initially Advertising was  used mainly to create awareness about goods or 

services, but as the line between product differentiation in terms of quality and reliability 

grown thinner and becomes almost completely blurred as a result of availability of cut edge 

technology, it became obvious that advertisers started employing strategies that not only 

conferred credibility and  but at the same time also increased  the popularity of such a 

product over the others. The endorsement of products and services in advertising has now 

become an important and integral aspect of modern day advertising, as it has been found to 

have the potential of improving the financial returns of companies that use it in their 

advertisements. 

1.3 Celebrity Endorsed Advertising, its Advantages & Risks: 

Today, one of the most widely used form of Advertising is  use of Celebrities , animated & 

spokes character for endorsing & promoting companies products.. 

Celebrities are people who enjoy public recognition possessing such attributes as 

attractiveness and trustworthiness. Celebrities are people who have excelled in their 

respective fields of endeavors and therefore command respect, acceptance, popularity and 

followership within their societies.[4]  

Celebrity endorsement advertising has been recognized as a “ubiquitous feature of modern 

day marketing”. Recent estimates suggest that one quarter of all commercials screened 

across the world include celebrity endorsers [5]. Athletes, both amateur and professional, 

as well as musicians, television and movie stars, and even animated spokes characters, 

such as Tom & Jerry, are used to promote and bring awareness to products and services 

through sponsorship campaigns  

Celebrity endorsement is more likely to be observed for those products having a high 

price-production cost margin and on a large customer base. In short, celebrity 
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endorsements are more typical for nationally marketed products then for local or niche 

market products and for products such as running shoes, soft drinks and the like for which 

the price cost margins are apparently large.  

Endorsements by celebrities have started since a long time. The very fact that their use has 

continued for so long is proof enough of its immense advantages. The positive benefits of 

celebrity association or endorsements include:  

1. Raising brand or campaign awareness.  

2. Raising the brands profile and media coverage.  

3. Attracting new audiences.  

4. Demystifying key messages and issues.  

5. Mobilizing public opinion and involvement.  

6. Contributing to brand repositioning in the public perception.  

7. Reinvigorating a long running campaign.  

 

However, there are many risks associated with such endorsers. The brand could slide down 

just as quickly as it moved up the consumers mind. There are many cases of brands failing 

in the market place despite famous celebrities endorsing them. The main risks associated 

with Celebrity Endorsed Advertising include: 

 

1. Celebrity overshadows the brand: In certain cases where the celebrity values 

category benefit and brand values are not closely linked. There are chances that the 

celebrity is remembered more than a brand. Recent research study reveals that 80% 

of the respondents approached for research remembered the celebrity but could not 

recall the brand being endorsed. 

 

2. Celebrity as Necessity: Marketing have felt that once the brand rides the back of 

celebrity it becomes difficult to promote it without the star as it becomes difficult to 

separate the role of message and the role of the celebrity in selling the brand. The 

celebrity activity becomes an addiction and the task to find substitute becomes 

more and more difficult. 
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3. Celebrity creditability a question mark for the competent customer: Today’s 

marketing endorsement has to deal with a competitive and knowledgeable customer 

who has begun to voice his opinion about their perception about endorsing a brand. 

Celebrity is said to befool the public as he is paid to sell and communicate good 

things about the brand. Hence the question of creditability of the celebrity being 

chosen to protect the brand is becoming pertinent. 

 

4. Conflicting Image: A mix match between the image of the credibility and the 

product can damage both. Unless there is a synergy between celebrities own image 

and that of product category the strategy of endorsement is rendered futile. 

 

 

5. Influence of Celebrity scandals and moral violation on brands : a number of 

entertainers and athletes have been involved in activities that could embarrass the 

companies whose products the endorsed. When the endorser’s image is finished. It 

actually leads to a greater fall in image for the brand. For instance Azharuddin was 

charge with betting and match fixing, which created negative feeling and repulsive 

thoughts among people for the products he was endorsing. 

 

An assessment of current market situation indicates that celebrity endorsement and 

advertising strategies if correctly  aligned in terms of matching  the strengths of the brands 

with the celebrity’s quality then marketers would be able to get desired reach & frequency 

for the money spent and thus would justify the high cost associated with this form of 

advertising. etc. Marketer has to decide how far the benefits outweigh the risks associated 

and should use celebrity endorsed advertising thereafter only.
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1.4 Theoretical Framework: 

There were several theories that explain how celebrity endorsement influences consumers 

attitude, behaviour and finally the purchase decision. But one of the most important theory 

that throws light on influence of Celebrity endorsement on consumer purchase decision 

making is Elaboration Likehood Model. Differences in the ways consumer’s process and 

respond to persuasive messages are addressed in the Elaboration Likelihood Model (ELM) 

of persuasion. The ELM was devised by Petty , Cacioppo and Schumannin in the year 

1983. It was developed to explain the process by which persuasive communications, such 

as advertising lead to persuasion by influencing attitudes. According to this model, the 

attitude formation or change process depends on the amount and nature of elaboration, or 

processing, of relevant information that occurs in response to a persuasive message. High 

elaboration means that the receiver engages in careful consideration, thinking, and 

evaluation of the information or arguments contained in the message. Low elaboration 

occurs when the receiver does not engage in active information processing or thinking but 

rather makes inferences about the position being advocated in the message on the basis of 

simple positive or negative cues.  

The ELM shows that elaboration likelihood is a function of two elements, motivation and 

ability to process the message. Motivation to process the message depends on such factors 

as involvement, personal relevance, and individual’s needs and arousal levels. Ability 

depends on the individual’s knowledge, intellectual capacity, and opportunity to process 

the message. According to the ELM, there are two basic routes to persuasion or attitude 

change. The routes are central routes to persuasion and peripheral routes to persuasion. The 

Elaboration Likehood Model is shown in figure 1.3 
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Elaboration Likehood Model 

(Source:  Research paper , 1983) 
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i. Central route to persuasion 

Under the central route to persuasion, the receiver is viewed as very active, involved 

participants in the communication process whose ability and motivation to attend, 

comprehend, and evaluate messages are high. When central processing of an advertising 

message occurs, the consumer pays close attention to message content and looks deeply 

into the message arguments. A high level of cognitive response activity or processing 

occurs and the advertisement’s ability to persuade the receiver depends primarily on the 

receiver’s evaluation of quality of the arguments presented. 

Favourable cognitive responses, such as source bolsters and support arguments, lead to 

favourable changes in cognitive structure, which lead to positive attitude change or 

persuasion. Conversely, unfavourable cognitive responses lead to counterarguments and/or 

source derogations, and result in negative attitude change. Attitude change that occurs 

through central processing is relatively enduring and would resist subsequent efforts to 

change it. 

ii. Peripheral route to persuasion 

Under the peripheral route to persuasion, the receiver is viewed as lacking the motivation 

or ability to process information and is not likely to engage in detailed cognitive 

processing. Rather than evaluating the information presented in the message, the receiver 

relies on peripheral cues that may be incidental to the main arguments. The receiver’s 

reaction to the message depends on how he or she evaluates these peripheral cues. The 

consumer may use several types of peripheral cues or cognitive shortcuts rather than 

carefully evaluating the message arguments presented in an advertisement. Favourable 

attitudes may be formed if the endorser in the advertisement is viewed as an expert or is 

attractive and/or likable or if the consumer likes certain aspects of the advertisement such 

as the way it is made, the music or the imagery. However, these favourable attitudes 

resulting from peripheral processing are only temporary. So these favourable attitudes must 

be maintained by continual exposure to the peripheral cues, such as through repetitive 

advertising. Peripheral cues can also lead to rejection of a message. For example, 

advertisements that advocate extreme positions, use endorsers who are not well liked or 

have credibility problems, or are not executed well may be rejected without any 

consideration of their information or message arguments. 
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iii. Implications of the Elaboration Likelihood Model 

According to Petty, Cacioppo and Schumann (1983) the ELM has important implications 

for marketing communications, particularly with respect to involvement. For example, if 

the involvement level of consumers in the target audience is high, an advertisement or 

sales presentation should contain strong arguments that are difficult for the message 

recipient to refute or counter argue. 

A test of the ELM showed that the effectiveness of a celebrity endorser in an advertisement 

depends on the receiver’s involvement level. When involvement was low, a celebrity 

endorser had a significant effect on attitudes. When the receiver’s involvement was high, 

however the use of a celebrity had no effect on brand attitudes; the quality of the 

arguments used in the advertisement was more important. The main reason for these 

findings was that a celebrity might serve as a peripheral cue in the low-involvement 

situation, allowing the receiver to develop favourable attitudes based on feelings towards 

the source rather than engaging in extensive processing of the message. A highly involved 

consumer, however, engages in more detailed central processing of the message content. In 

this case, the quality of the message claims becomes more important than the identity of 

the endorser. 

 Many marketers recognize that involvement levels are low for their product categories and 

consumers are not motivated to process advertising messages in any detail. That is why 

marketers of low-involvement products often rely on creative tactics that emphasize 

peripheral cues and use repetitive advertising to create and maintain favourable attitudes 

toward their brand. 

1.5 Statement of the Problem : 

A typical super-market in India displays more than 12000 brands, an Indian family has at 

least two television sets and a consumer is exposed to around 1000 ads per day. Likewise, 

there are more than 530 television channels in India broadcasting over 3.5 million 

television commercials each year in India. The media-explosion can thus be easily 

demonstrated. Moreover, people forget 80% of the information in just 24 hours. [6] All 

these things lead to high amount of clutter. The situation is even worse for the low 

involvement product categories in which differentiation is very little so question arises that 

how does one can actually cut through the clutter and get the attention of the customer? To 
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defeat the clutter of all the brands one of the most prominent solution is 'Celebrity 

Endorsement' for the  brand. This is because in low involvement categories consumers 

neither have the time nor the desire to comprehensively investigate and assess all the 

offerings available to them. As a result in such categories consumers often make purchase 

decisions on the  basis of in store factors and extrinsic cues like endorsement of product by 

well known person, innovative packaging etc.  

Today every child is trying to emulate the characters from which they get inspired and 

pushing themselves to be like them in every manner. If one follows a routine of a child, 

one can clearly observe that a child wakes up in the morning  wearing Disney character 

Pajamas, roll out of bed sheet having some licensed  character on it, his toothbrush and 

everything covered in his favourite cartoon characters and even in his breakfast he eats up 

cereals packed in some cute cartoon box. Strapping his Micky Mouse and BenTen 

backpack he moves to school but this commercialism even does not stop in school 

boundaries. In today‟s world kids have more independence in making their decisions as 

compared to the earlier generations and they can influence their parents to buy what they 

like. “Pester power” defined as  the ability of the children to influence their parents to buy 

something which they may not buy in some other conditions. So to take advantage of this 

increased pester power of children marketers having started using well known cartoon 

characters for endorsing their products especially targeted or related to kids or children. 

Moreover it is estimated that Indian children tend to view in between 10,000 – 20,000 

commercials each year and by the time they graduate from high school may have been 

exposed to 2,40,000 television ads. Food is the most frequently advertised product 

category on Indian television and food advertisements account nearly for 50% of all 

advertisements being targeted to children. Children view an average of one food 

commercial every five minutes of television viewing time, and may see as many as three 

hours of food commercials each week. Confectionery and breakfast cereals accounted for 

over half of all food advertisements. Confectionery was the largest category accounting for 

nearly a fifth of all food advertising targeted to children.  

According to the report of City Mayor’s Foundation, Gujarat has many world’s fastest 

growing cities like Surat, Rajkot, Ahmedabad and Baroda. They are ranked as the World’s 

4
th
 22

nd
, 73

rdt
 and 86

th
  Fastest Growing Cities. The population is heterogeneous with 

diverse cultural, religious and economic background.  Because of the existence of various 
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linguistic, religious and ethnic groups it has been a very good marketing and revenue 

centre for companies. . In this context, a study of impacts of endorsements by celebrity and 

animated characters in television and print advertisements on the purchase intentions of 

consumers is of paramount importance.  

Keeping in view this importance,   The present study would be undertaken to examine and 

analyze the impact of different advertisements on the perception, product evaluation and 

purchase considerations of consumers  of Selected cities of Gujarat. The study would 

include the consumers of main Cities of Gujarat namely Ahmedabad, Baroda, Surat and 

Rajkot. The study will be done especially for high involvement products like laptops, and 

low involvement products like cereals, soft-drinks, soaps shampoo, noodles, toothpaste, 

detergents  & snacks. The Key objectives of the study are as under:

 

 To examine the influence of celebrity endorsed, non-celebrity endorsed and non- 

endorsed advertisements on consumers’ preferences, perception and buying 

behaviour for both high involvement as well as low involvement products. 

 To determine whether single celebrity endorsed advertisement is more effective as 

compared to multiple celebrity endorsed advertisement in influencing the 

consumers’ preferences, perception and buying behaviour particularly for low 

involvement products. 

 To examine the influence of celebrity-product relevance on consumers’ 

preferences, perception and buying behaviour particularly for low involvement 

products. 

 To examine the influence of animated character endorsed advertisements on the 

product  liking and perception of children particularly for low involvement 

products. 

 To examine the influence of cause endorsed advertisement on consumers’ 

perception about  the company and overall purchase attitude for the product.
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 To determine whether celebrity endorsing single product is more effective in 

creating desired impact on consumers’ perception, preferences and buying 

behaviour than the celebrity endorsing more than one product 

1.6 Main Contributions of the Research Study: 

The present study possesses several features that differentiates it and sets it apart from the 

all the previous studies undertaken in the Celebrity Endorsement  & related areas. These 

differentiating features of the study in form of main contributions of the study are 

presented as under:- 

 Previous studies evaluated the impact of Celebrity Endorsed verses Non-

Celebrity Endorsed Advertisements. However, in the present study the impact of 

Celebrity Endorsed verses Non-Celebrity Endorsed verses Non-Endorsed 

Advertisements has been evaluated. 

 Previous studies evaluated the impact of Single Celebrity Endorsed verses 

Multiple Celebrity Endorsed Advertisements. In the previous studies, the 

number of Celebrities endorsing the product simultaneously were less than five. 

But, however in the present study the impact of five celebrities endorsing the 

Product simultaneously has also been evaluated besides single celebrity and two 

celebrities endorsed advertisements.  

 This is likely to be the first study in Gujarat context that evaluated the impact of 

congruence between the celebrity endorsing the product and the endorsed 

product. 

 Previous studies evaluated the impact of Advertisements having International 

cartoon characters like Tom & Jerry, Mickey Mouse, Doaremon, etc. but in the 

present study the impact of Advertisements having Indian Cartoon Characters 

like Choota Bheem has  been  evaluated 

 Previous studies were undertaken using either fictious advertisements or real 

advertisements but in present study both fictious as well as real advertisements 

has been utilized 
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 The Present Study would evaluate the relative effectiveness of different types of 

Advertisements for the Same type of Product.  

 Previous Studies evaluated the impact of either Television Advertisements only 

or Print Advertisements only on Consumers’ Purchase Intention, but in the 

present study the impact of both Television and Print Advertisements on buying 

behavior of  consumers has  been evaluated.  

 Previous studies evaluated the impact of causes related mainly to the health and 

education but in the present study impact of still more important cause related to 

cleanliness like Swachh Bharat Mission has been evaluated. 

 This is likely to be the first study that evaluated  the impact of most important 

National cause of India i.e  Swachh Bharat Mission. 

 Most of the previous studies were undertaken in International context but this is 

likely to be the 1
st
 Study which had evaluated the impact of multiple type of 

advertisements in Indian and especially in Gujarat context. 
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CHAPTER – 2 

Literature Review 

2.1 Literature Review: 

 Literature review is one of the initial and important steps for doing research. Review of 

the related literature enables the researcher  to have complete, clear & profound 

understanding about the specific field of the study. Literature review also facilitates the 

researcher to have a deep knowledge & insight  into the methods, procedures & 

interpretation of similar studies done elsewhere. The literature review also enables the 

researcher to remove limitations of the existing work and helps in extending the prevailing 

studies. There were many  studies that served as a source of inspiration & starting point for 

the current study. The literature reviews related to various dimensions of celebrity 

endorsement like Single vs. Multiple celebrity endorsement, celebrity endorsing single 

product vs. multiple products, celebrity –product relevance etc have been discussed. The 

literature reviews are discussed as under . 

Miller (1970)
1
 : Researcher found that the acceptance of an advertising message by the 

audience is based on familiarity, likeability and similarity of Celebrity. Researcher 

provides more insight about the meaning of the three major concepts that uphold the source 

attractiveness model by saying “familiarity is defined as knowledge of the celebrity 

through exposure in the media; likeability as affection for the celebrity as a result of the 

celebrity‟s physical appearance and/or behavior; and similarity as a supposed resemblance 

between the celebrity and the targeted audience”. In fact, the physical attractiveness of a 

celebrity should be  emphasized most in an advertisement , as it elicits greater social 

acceptance and produces a positive impression at the initial social contact  This explains 

why such attributes of physical attractiveness like beauty, physique and sex appeal are 

common in any advertisement  featuring a celebrity endorsement. 
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Kelley (1973)
2
 :  Researcher found through his research that multiple celebrity 

endorsements may evoke a more favorable brand image. That is, the consensus indicated 

by multiple endorsers might suggest that their advocacy of a brand is due to the nature of 

the brand, not situational factors (i.e., endorsement fee). 

Baker and Churchill (1977)
3
  : Researchers found that the print advertisements featuring 

attractive models was viewed more favorably than the same print advertisement featuring a 

model regarded as unattractive. Moreover, results also showed that product liking, brand 

and product recall was significantly greater when respondents viewed a magazine 

advertisement that featured an attractive celebrity as opposed to a celebrity deemed 

unattractive. Thus Results showed that attractive endorsers have a positive influence on the 

affective and cognitive components of attitude. 

Friedman & Friedman (1979)
4
 : Researchers found that  there are mainly two  types of 

endorsements. The first type of endorsement uses attractiveness and the identification 

process to promote a product. Such endorsements are best suited for low involvement 

purchases. The other type of endorsement involves the use of expert knowledge and the 

internalization process. They are best used for high involvement purchases. Endorsers such 

as Deepika Paudokone, who is an attractive endorser, is more effective  for endorsing 

products related to his  physical attractiveness such as Soap & face cream, rather than 

products that are unrelated to  her such as generators However, an endorser can be used in 

both low involvement product campaigns and high involvement product campaigns 

simultaneously for different products. An example of this is Olympic swimmer Michael 

Phelps, who endorsed low involvement purchases at the sandwich franchise Subway as 

well as high involvement purchases in thousand dollar watches from Omega. 

Mowen & Brown (1981)
5 

:- The researchers conducted the study mainly to evaluate the 

impact of single verses multiple celebrity endorsers. The study was done on large mid-

western university at Oklahoma. The product considered for the study was pen. The 

researchers found from the study that when product is endorsed by multiple celebrities as 

compared to single celebrities then the believability about the advertisement and the 

endorsed product would be significantly high.
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Petty et al. (1981)
6
: Researchers developed an Elaboration Likehood Model which  shows 

that the attitudes change through different routes. Under conditions of high involvement, 

where elaboration is likely, the attitude change travels trough a 'central route' in which a 

person exercises 'diligent' consideration of information that (s)he feels is central to the true 

merits of a particular attitudinal position. For low involvement, low elaboration likelihood, 

the attitude change travels through a 'peripheral route' in which various simple cues 

associated with the issue, object, or context exert optimal influence. This means that under 

conditions of high involvement, arguments but not celebrities influence attitudes, whereas 

under conditions of low involvement, celebrities but not arguments influence attitudes. 

Caballero and Pride’s (1984)
7
 : Researchers conducted the study to find influence of 

using attractive female models  in direct mail orders on consumer‟s purchases the results of 

the study found that attractive females used in direct mail orders produced significant 

greater sales than any other treatment. 

Kahle & Homer (1985)
8
: Researcher found that a highly attractive celebrity generates a 

significantly more positive brand image than does a less attractive celebrity. The research 

was limited to only one product category (i.e., disposable razors), and the results might 

reflect the good fit between attractiveness and this product category. That is, razors serve 

to enhance physical attractiveness, so a highly attractive endorser could have more positive 

effects on brand image 

Kaikati
13 

(1987)
9
:- Researcher found from his research that celebrity endorsement is 

highly useful and fruitful for the firm using the endorsement. Researcher found about five 

advantages of employing celebrities for endorsing the various products. The advantages 

were celebrities ability of drawing attention to the brand by breaking the clutter, crisis 

management, brand repositioning, global marketing, and boosting of sales.  

Atkins & Block (1989)
10

 : Researchers ascertained that the audience will evaluate both the 

advertisements and the image of the product advertised more favorably when celebrities 

are used to endorse products.
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Kamis (1989)
11

 : Researcher investigated the effectiveness of print advertisements using 

celebrity endorsers and both negative and positive claims of a home computer on purchase 

intention. In the one-sided appeal (showing only positive claims) respondents were 

provided favorable information on seven product-specific characteristics. The two-sided 

appeal (showing both positive and negative claims) provided the product-specific 

characteristics along with the claim ``Although we may not be the best known computer 

company, our reputation is growing'' The results showed that the two-sided appeal 

positively affected consumers' intention to purchase the computer. 

McCracken
14

 (1989)
12

:- McCracken, through his research give the definition of celebrity 

endorser. According to him , a celebrity endorser is an individual who enjoys public 

recognition and who uses this recognition on behalf of a consumer good by appearing with 

it in an advertisement . His research shown that in general celebrity endorsement 

influences the feelings of the consumers and can also influence the attitude consumers 

have towards the advertisement and attitude towards the brands, which can increase the 

purchase intentions and, consequently, increase sales.  

Mishra and Beauty (1990)
13

 : Researchers found that the celebrity endorsements enhance 

brain recall. They found that subject tended to like the product more when it was endorsed 

by the famous athlete than by the average citizen of country. Mishra and Beauty also found 

that subject tended to rate the product as better and of higher quality if it was endorsed by a 

congruent celebrity 

Callcott and Alvey
3
 (1991)

14
:- This research paper mainly determines three major 

elements that explain why animated spokes-characters are popular: relevance to products, 

expertise, and nostalgia. The Researcher through his research discovered that the reason 

animated spokes-characters had better advertisement effectiveness is the nostalgia they 

possess. Manufacturers, usually propose nostalgic slogans to arouse consumers‟ memory, 

making consumers recall the old times.  

Tom et.al (1992)
15

 : Researchers  found the reasons for use of fictional Celebrity 

endorsement. They found that if there were two celebrities that achieve the same audience 

variable cost, the firm prefers the celebrity with lower fixed cost. In this sense, cultural 
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icon like Ronald Mcdonald, Amul Girl, Pillsbury dough boy, fidodido are the ideal 

celebrities as they are memorable and so have a low cost of audience reach and are 

fictional so do not have large endorsement fees. 

Mehta (1994)
16

 : Researcher found that there were no significant differences for the 

concepts „attitudes towards the advertisement‟, „attitude towards the brand‟ and „intentions 

to purchase endorsed brands‟ between celebrity and non-celebrity endorsement 

advertisements. When confronted with non -celebrity endorsers, consumers were 

significantly more focused on the brand and its features, whereas with celebrity endorsers 

the subjects were significantly more concentrated on the celebrity in the advertisement 

Tripp et.al (1994)
17

:- Researchers evaluated the impact when celebrity endorses more than 

one brand. They selected celebrities like Tiger Woods, Catherine Zinta Jones and Mill 

Jovovich for evaluating the impact. It was found from the research that the  endorsement of 

as many as four products negatively influences the celebrity spokesperson‟s credibility and 

likeability. They further add, that these effects are independent of the celebrity. The main 

reason was lack of distinctiveness, with one famous person endorsing several products 

instead of concentrating on and representing one specific brand. Further it was found that 

positive effects were generated on the brand image and on the shape of Consumers‟ 

response when more than four products are endorsed.  

Agarwal and Kamakura (1995)
18 

:- Researchers conducted a study to determine the 

impact of announcements of forthcoming celebrity endorsement deals affected the share 

price of the firm. They found that the sponsoring firms recorded a gain of 44% additional 

returns the subsequent day. 

Callcott and Phillips (1996)
19 

:-This research paper mainly determines three major 

elements that explain why animated spokes-characters are popular: relevance to products, 

expertise , and nostalgia. This research paper indicates that when consumers especially 

children purchase inexpensive products with a low level of involvement and limited brand 

differentiation , they are more easily influenced by animated spokes-characters. 
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Till and Busler
 
(1998)

20
:- Till and Busler (1998) have examined attractiveness versus 

expertise as a match-up factor and found a general attractiveness effect on brand attitude 

and purchase intention but no match-up effect was found based on attractiveness. They 

proposed that expertise is more appropriate for matching products with celebrity endorsers 

than attractiveness. For technical products the expertise factor of the celebrity is a 

significantly more important factor than attractiveness.  

Till and Shimp (1998)
21

:- Researchers through their research examine the potential impact 

of negative information about a celebrity endorser on consumer‟s evaluations of the 

endorsed product. They find that, when a consumer‟s knowledge structure about the brand 

and/or about the celebrity is less than fully developed, negative celebrity information can 

have a significantly negative impact on consumer‟s brand evaluation. They conclude that 

such endorsement relationships, which are full of potential benefits, are not without risk. 

Ida, Peggy, & Robert  (1999)
22

 :- Researchers conducted study to determine whether the 

use of the cause in the advertisement has any impact on consumers purchase intention & 

attitude or not. For the study three advertisements were designed . The cause selected for 

the study was student scholarship. One ad had support of the cause  without any stated 

contribution amount, and reported no past history of donation. Second ad  promised a 

$2.00 donation to a cause with each travel ticket purchase, mentioned the 15-year history 

of the foundation supporting the cause, and cited a $250,000 program of annual support to 

the cause. Third advertisement contained no cause association. The results indicated no 

reliable differences in attitude toward the cause as a function of either cause manipulation. 

However, there was a significant effect of gender on cause attitude, with women evaluating 

all three causes more positively  than men. But cause endorsement  created more positive 

attitudes toward the company  and higher usage intentions. 

Zafer (1999)
23

: Researcher  concluded  that in the light of academic findings and company 

reports, celebrity endorsers are more effective than non-celebrity endorsers for influencing 

attitudes towards advertising, attitude towards the endorsed brand, intentions to purchase 

and actual sales. However, companies have to use celebrities whose public personae match 

with the brands and target audiences and who have not endorsed products and or brands 

previously. 



Literature Review 
 

21 
  

Goldsmith et al. (2000)
24

 : Researchers found through their research that the acceptance 

and favorable response to an advertising message depends on the perception the audience 

have about the expertise, trustworthiness and knowledge of the source It is also about the 

communicator‟s positive characteristics that can influence the receiver‟s acceptance of a 

message Goldsmith et al. argue that source credibility is the “extent to which the source is 

perceived as possessing expertise relevant to the communication topic and can be trusted to 

give an objective opinion on the subject”. When the source (the endorser) in an 

advertisement has a very high level of expertise in the area being advertised, his ability to 

make valid assertion about the product increases Expertise as one of the components of the 

source credibility model implies that the knowledge and experience of the endorser on the 

product being advertised affects the acceptability of the product. Where the endorser 

appears to have a considerable knowledge and experience about the product being 

advertised, this elicits a favorable attitude from consumers. Trustworthiness as another 

attribute of the Source Credibility Model against expertise means that a celebrity needs to 

possess the quality of trustworthiness in order for an advert to achieve desired results in 

consumers . The important  is that the targeted audience must find the endorser honest 

enough concerning what he says about the brand in order to be convinced. 

Phau & Lum (2000)
25

:- The study was done to investigate whether the physical 

attractiveness of endorser has any influence on consumer‟s purchase intention especially 

for print advertisements. For the purpose of the study, both high involvement product 

(Slimming programme) & low involvement product (Skincare moisturizer) were selected. 

The results of the study shown that the impact of attractive endorser in influencing the 

views of audience was more powerful for high involvement products than for low 

involvement products. It was also found that an unattractive endorser can also influence the 

purchase intention of consumers especially for high involvement products only when it is 

perceived by an audience that endorser(unattractive) is a credible one. In addition, the 

findings support the suggestion that influencing effects of endorsers are stronger for less 

established products with less observable benefits. Researcher also found that, besides 

celebrity attractiveness and credibility, other factors responsible for making print 

advertisements effective in influencing the purchase intention of consumer include product 

involvement, framing of pictorial and verbal contents of ad, reference groups, cognitive 

and affective effects. 
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Chung-kue & McDonald (2002)
26

:- Celebrity Endorsement Advertising is a prevailing 

Advertising technique. Researchers through their research try to find out that which factors 

are responsible for making a multiple-celebrity endorsed advertising a successful one. The 

study was done on U.S.A. For the purpose of the study, milk mustache ads were used. It 

was found from the study that those ads where celebrity qualities like type, age, and 

gender, their intended audiences as well as milk attributes were in congruence/matching, 

were effective in influencing the target segment. Thus, the research shows that fit between 

the endorsed product and various celebrities is a key factor for using multiple celebrity 

endorsers in advertising.  

Christina  (2003)
27

:- Christina, through his research defines the different forms of 

celebrity and evaluated the impact of different types of celebrities on branding. In this 

research the different forms of celebrity mainly includes actors (e.g. Meg Ryan, Pierce 

Brosnan), models (e.g. Naomi Campbell, Gisele Buendchen), sports athletes(e.g. Anna 

Kournikova), entertainers(e.g. Conan O‟Brien) and pop stars(e.g. Madonna ) as well as less 

obvious groups like businessmen or politicians. 

Kara chan & Mcneal (2003)
28

 : Researchers conducted a study to find Children‟s 

response to television advertising in China . Results show Chinese children do not pay high 

attention to television commercials. Attention generally drops with age, indicating a lack of 

interest in television commercials among older children. Children of all age groups said 

they liked commercials that increased their knowledge. Younger children liked animated 

commercials while older children liked funny commercials and public service 

announcements. Older children perceived a strong link between liking of commercials and 

liking of brands. Older children were confused about brand equity and found it difficult to 

differentiate between advertised and non-advertised brands.  

Rodgers (2004)
29

 : Researchers studied the effects of congruity on internet sponsorships 

found that the sponsor who was more congruent with the web page being sponsored 

generated higher intentions to purchase than the incongruent sponsor. 
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Silvera and Austad (2004)
30

:  Through their research, researchers revealed that physical 

attractiveness associated with a product category positively influences brand image but 

physical attractiveness unrelated to the product category does not. 

Speed & Thomson (2004)
31

 : Researchers found that high degrees of congruency between 

a sponsor and sponsee generated favorable attitudes and perceptions of credibility towards 

the sponsor 

Story and French
 
 (2004)

32
:- In this research the researchers examine the food advertising 

and marketing channels used to target children and adolescents in the US, the impact of 

food advertising on eating behaviour, and existing regulation and policies in U.S.A. 

Researchers found that out of the various channels like kid‟s clubs , product placements in 

school marketing and television advertising, the most popular was television advertising. 

The children exposed to advertising will choose advertised food products at significantly 

higher rates than children who were not exposed to advertising. Besides this, researcher 

also found that when the character of Joe Camel was introduced in cartoons then due to 

that character the sales of Camel Cigarettes increased from 0.5 to 32 % among the 

adolescent smokers.  

Dotson and Hyatt (2005)
33

:- Here the researchers identified the role of three factors, i.e. 

parents, peers and media – primarily television, in eliciting a response for advertised 

products among children. These studies amply describe the influence of primary reference 

groups consisting of parents and secondary reference groups, which includes peers, as 

intervening variables in evoking a response from the children. Peers also refer to children 

in the older age groups, whom the children in the lower age group tend to emulate, thus 

highlighting the role of aspiration group.  

Bailey (2007)
34

 : Researcher observed a significantly more positive brand image among 

recipients with less consumer skepticism exposed to an advertisement containing a 

celebrity than for more skeptical recipients. Consumer skepticism also interacts 

significantly with the valence of information about the celebrity (i.e., positive, neutral or 

negative). For neutral and positively valenced information about the celebrity, people with 

less consumer skepticism respond more favorably to the celebrity endorsement in terms of 
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brand image than skeptics. For negatively valenced information about the celebrity 

however, brand image does not significantly differ depending on the degree. 

Irene (2007)
35

 :  Researcher through his research  suggested that the use of attractive non 

celebrity endorsers could be as effective in influencing attitudes and purchase intentions as 

the use of celebrity endorsers across very different products. A poorly matched-up 

celebrity endorser, on the other hand, is in nearly all cases amongst the least effect ive 

advertisements. Results reported in the study also indicated that no-endorsement 

advertisements (not using pictures of (non-) celebrities) may be relatively effective. These 

results, therefore, suggested that the considerable amounts invested in celebrity 

endorsement could better be allocated to other advertisement ends. 

Saleem (2007)
36

:- The study evaluated the perpetual difference of young adult toward 

single celebrity ads and multiple celebrities‟ ads. Questionnaires were administered on a 

sample of 300 university students to asses if there is any difference in young adult 

perception about single celebrity endorsement and multiple celebrities‟ endorsement. Four 

print media ads, two containing one celebrity in them and two containing three and five 

celebrities in them were used as a stimulus. The results showed that the attitude toward ad 

and purchase intentions are more positive for multiple celebrities ads compare to single 

celebrity ads and there is no significant difference in the attitude toward brand for multiple 

celebrities ads and single celebrity ads.  

Yeung-Jo & June-Hee (2007)
37

: Researchers found that Athlete endorsers are more 

persuasive when there is a close relationship between the endorsed product and the 

endorser, and greater congruence between the message conveyed by the celebrity image 

and the endorsed product  

 Elif & Handan (2008)
38

 : Researchers conducted a study in Turkey to find out  

Consumers preferences for single celebrity endorsed advertisements & Multiple Celebrity 

endorsed Advertisements . Nearly 72% of consumers stated they preferred ads where the 

are multiple celebrities endorsing a product. Consumers reported ads with multiple 

celebrities create more positive attitude toward that product and brand. Consumers 
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elaborated by adding that multiple celebrity endorsements implies a consensus toward that 

product or service, thus increasing the level of credibility and persuasion 

Biswas, Hussain and Donnell (2009)
39

:- Researcher through his research tells that 

Celebrity Endorsement advertising strategies can, under the right circumstances, justify the 

high costs associated with this form of advertising and provide significant return on 

investment for the firm Brand credibility is increased when the spokesperson has a higher 

likelihood of actually using the product. Within sports related products, believability is 

enhanced in ads with domain experts such as Michael Jordan endorsing Nike .However 

this research paper suggests that the companies must be aware that these campaigns are 

primarily designed to bring awareness to products and may not translate directly to 

purchase intention.  

Hein (2009)
40

: Researcher through his study found that if the endorser or the brand had a 

large association set, with many links, then a negative event was not as detrimental to the 

brand. For example, swimmer Michael Phelps was one of the most highly sought after 

spokespeople in the world and believed to have an very high earning potential He had 

sponsorship contracts with companies such as Speedo, Omega, Subway, and AT&T While 

a negative event did occur (in his case, an incident with drug usage), the associated set that 

consumers had with him was so strongly linked with Olympic medals, world champion, 

world record holder, and swimmer, that the incident did not negatively impact brand 

perception of the products he endorsed, nor have a negative impact on consumer 

willingness to purchase. Phelps lost one sponsor in Kellogg, who felt his behavior was not 

consistent with the company’s image ,while the rest of his sponsors stayed with him, but 

distanced themselves until the negative event subsided. 

Priya, Baisya & Sharma (2010)
41

:-Researchers conducted the study to evaluate the 

impact of television advertisements on the buying behavior of children. The study was 

done in NCR region of India. For the purpose of the study, children were divided into three 

age groups namely 5-7 yrs, 7-9 yrs & 9-11 yrs. Through their research, it was found that 

children‟s buying behaviour is significantly influenced by their attitude towards the 

advertisement per se, but there are other potent factors like parental guidance and peer 

pressure, which are also responsible for framing their attitude towards advertisements as 
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well as their buying behaviour. Their thought processes undergo drastic changes at very 

short intervals of time (especially between six and eight years) so Advertisers will have to 

develop different game plans for different age groups in order to ensure a positive attitude 

towards the advertisement itself. The various elements of advertisements have to be 

meticulously chosen in order to have the appropriate combination of credibility and 

entertainment. The credibility aspect of the advertisements has to be really focused upon to 

make the advertisements look believable and realistic. For the younger age group, the 

advertiser should consider the fact that, the parents, who are also viewing the commercials, 

may be giving their realistic viewpoint on the aired commercials, and given the child‟s 

greater dependence on his parents for understanding the world, the advertisements have to 

be more credible. Whereas, for the older age groups, the marketer should communicate 

those story boards or visuals which are in tandem with similar information the child is 

getting from other sources especially peers, rather than basing them on sheer fantasy. 

Lalita & Shalinikumar (2011)
42

: Researchers found  that the influence of celebrity 

endorsement on the purchase attitude of the consumers was significantly high. Celebrity 

endorsement enhances product information and creates awareness among consumers. It 

helps them to recall the brands of the durable products. The consumers of durable products 

have their motivational sources from need and product utility. The study revealed that the 

celebrity‟s convincing endorsement motivates them to materialize the purchase of 

durables. 

Resham & Bilal  (2011)
43

 :  The study of the researchers shown that successful brand 

promotion needs congruency between the brand‟s and the endorser‟s personality.  

Endorsers and the brand must have congruence between their personalities .The targeted 

endorsers in that study was Shahrukh khan. They concluded that congruence between 

endorser‟s and brand‟s personality is quite important for converting a product/service into 

a brand , for  making a brand more successful and for making a brand enter successfully in 

a new market. Shahrukh khan had proved as successful endorser of the brand, both in 

terms of increase in familiarity of the brand and it is acceptance by the consumer in a 

highly competitive segment 
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Varsha et.al  (2011)
44

:- Research conducted aims to explore the relative effectiveness of a 

human celebrity endorser vis-a-vis a fictional celebrity or character endorser on teenage 

consumers‟ attitudes. Further, the study also seeks to assess whether the effectiveness 

varies depending on the nature of the product being endorsed. The study was done for 378 

teenagers. In the research fictitious advertisements were used as stimuli. From the study, it 

was found that for food and non-food low-involvement product categories, the impact of a 

human celebrity is more than that of a fictional celebrity. Regarding the purchase 

intentions of teenagers, it was found that a human celebrity is more effective than a 

fictional celebrity in food and non-food low-involvement products. In the case of the high-

involvement product, the human celebrity was not found to create favourable consumer 

attitudes.  

Vipul (2011)
45

 : Researcher through his research study found a positive inclination towards 

the belief that people are motivated to buy products as a result of celebrity endorsement. 

The research also indicates that celebrity endorsement helps in brand promotion. The 

respondents  also strongly agree that celebrities bring brand equity to the product . 

Huang, Hsieh & Chen (2011)
46

:-  This study focuses on animated spokes-characters and 

the involvement concept to examine the correlations between animated spokes-characters, 

advertisement communication effects, and purchase intentions. According to the empirical 

results, advertisements endorsed by animated spokes-characters enhance brand impression, 

improving advertisement communication effects; however purchase intention is not 

guaranteed. The results of this paper highlight that manufacturers can employ animated 

characters to attract attention, but product and brand appeals must also be involved to 

enhance consumers‟ product, brand attitudes and purchase intentions 

Bhattnagar & Mital (2012)
47

: Researchers conducted the study to  find out the celebrity- 

brand congruency in Indian context. Their research suggested that it was also important to 

take brand-celebrity congruence into account, in order to maximize the effectiveness of the 

ad. Celebrities must be associated properly to the brand that they endorse. Advertisers have 

to know who the target audiences are to watch the celebrity endorsed commercials, then a 

suitable celebrity has to be selected based on good image, popularity, familiarity, historical 

background, personalities, age, disposition, and professional skill. Moreover, the main 
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features of celebrities have to be consistent with characteristics of advertised products and 

purpose that the product company adopts a celebrity. The conclusion of the study was that 

the match-up between a celebrity endorser and the brand he/she promotes arguably has a 

positive effect on the image of the brand in question. 

Tanvir & Arif (2012)
48

:- The purpose of this research study was to find out whether 

cartoon forces children to buy more impulsively. It means that when a children sees a 

cartoon endorsed product he keeps on insisting to buy that products until he/she get the 

product. Quantitative research approach was used to carry out this research study. The data 

was collected using survey questionnaires. For this purpose different school, shopping 

malls and neighbourhoods were visited. Secondary data was also used to support the 

research study. From the research study it was concluded there is a relationship between 

cartoon endorsement and children impulse buying. It means when a children sees a cartoon 

endorsed products he/she insists his/her parents to buy the product. 

Chung, Derdenger and Srinivasan (2012)
49

:- In this research the researchers investigated 

the economic worth of  celebrity endorsements by studying the sales of endorsed products. 

For the purpose of research, researchers evaluated the sales of the golf balls endorsed by 

Tiger woods and the golf balls without endorsement. It was found that approximately an 

additional 1,416,000 Nike golf balls sold each month when Tiger Woods was under a Nike 

endorsement contract. Furthermore, an additional profit of $103 million was generated 

from Tiger Woods‟ endorsement effect. This result was not only from existing customers 

switching to Nike but also through a primary demand effect. Moreover, Tiger Woods 

endorsed brand lead to a price premium of roughly 2.5%. As a result, approximately 57% 

of Nike‟s investment of $181 million endorsement contract was recovered just in US golf 

ball sales alone. Moreover, scandal surrounding Tiger Woods regarding his marital 

infidelities had a negative effect which resulted in a loss of approximately $1.4 million in 

profit and 136,000 dozens of golf ball sales.  

Pughazhendi et.al (2012)
50

:- The purpose of the study is to explore the perceptual 

difference of consumer towards single celebrity endorsement and multiple celebrity 

endorsement (more than one celebrity in a single advertisement) for high and low 

involvement products and services. Through the research, it was analysed that the attitudes 
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toward advertisements, attitude toward brand and purchase intentions are more positive for 

multiple celebrities ad which belong to low involvement category while for high 

involvement product category attitude toward advertisements, attitude toward brand and 

purchase intention showed no significant difference for multiple and single celebrity 

advertisements. 

Smits & Vandebosch (2012)
51

:- This paper tests the comparative effectiveness of spokes-

characters, both „celebrity‟ and „non-celebrity‟, in promoting healthy versus non-healthy 

foods. An experimental study among 6 to 7 year-old children in Belgium demonstrates that 

adding a spokes-character (i.e., a gnome) to a food product increases the appetite, the 

wished-for frequency of consumption and the expected number of purchase requests for 

that product. This finding holds true for healthy foods (apples and grapes) as well as for 

unhealthy foods (cookies and chocolate). The effect of the celebrity spokes-character 

exceeds that of a similar (but unknown) gnome. Nevertheless, the latter is also capable of 

promoting the healthy and unhealthy products. These findings suggest that using 

„celebrity‟ spokes-characters to promote healthy foods to children might indeed be an 

effective strategy to change children‟s diets. Even the use of similar, non-celebrity (and 

thus cheaper) spokes-characters could be quite fruitful. 

Craig Garthwaite (2013)
52

:- Research investigated the impact of celebrity  endorsement 

on the sales of the product, the impact of the endorsement on the unadvertised products 

sold under an umbrella brand, and potential Market expansion or business stealing impacts. 

The researcher selected Oprah Winfrey as a celebrity and her endorsement of Books for 

investigating the impacts. Researcher found that consumers immediately increase 

purchases of an endorsed product. The estimated sales increased at an approximately 6,000 

percent during the week following the endorsement. In subsequent weeks, the effect 

smoothly declines, but remains large and statistically significant more than half a year 

later. Secondly, endorsements generate meaningful spill over benefits for cobranded goods. 

Immediately following the endorsement, the sales of non-endorsed titles written by 

endorsed authors increase. Thirdly, despite causing large changes in purchasing behaviour, 

endorsements result in more business stealing than market expansion. Following an 

endorsement, there are large sales declines in book categories such as romances, mysteries, 

and action novels.
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Jayswal, Nirmal &  Panchal
 
 (2013)

53
:- The study aimed to analyze the impact of single 

verses multiple celebrity attractiveness and product match up on consumers‟ brand choice 

behaviour. Through their research, it was found that the advertisers while using single 

celebrity endorsement in their advertisements should consider both celebrity‟s 

attractiveness and celebrity-product congruence as an important factor in influencing 

consumers‟ brand choice behaviour. While, for multiple celebrity endorsement, it was 

found from the research that the celebrity‟s attractiveness was not significant factor in 

influencing consumers‟ brand choice behaviour. 

Kara, Yu & Edwin (2013)
54

 : Researchers found that consumers were best able to recall 

celebrity endorsers whom they considered attractive, funny and expressive. They identified 

popularity, a good image, and congruence between the celebrity‟s image and that of the 

brand as important factors for marketers to consider in selecting celebrity endorsers. A 

majority of the consumers perceived that using a celebrity in an ad would increase brand 

awareness, attract the celebrity‟s fans, encourage trial, and enhance purchase confidence. 

Radha and Jija (2013)
55

:- In this research the researcher analyses the impact of celebrity 

endorsement on the purchase decision of consumers. Through their research, they found 

that 45.5% respondents are able to recollect the brand that is endorsed by the celebrity. 

53% of respondents agree that celebrity endorsement helps them to recognize a product. 

23% of respondents strongly agree that they will get a positive image if their favourite 

celebrity endorses a product. 51% of the respondent‟s state that film stars endorsements 

persuades them personally to purchase products.  

Trott (2013)
56

:- The main purpose of the article is to find out the impact of animated 

spokesperson on customer orientation. The main objective of study was as follows: a) to 

find out the impact of animated spokesperson on products and services,b) Impact of 

animated spokesperson on expertise c) consideration to be kept in mind while choosing 

animated spokesperson. Data is collected from 200 respondents which were divided into 

three categories i.e. children in the age group 8-10 years of age, 21-25 years of age and 25 

and above. Data was collected through written questionnaire method and personal 

interview method. Multivariate and univariate tools are used for analysis.
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Varsha , Roy & Rana (2013)
57

:- Research conducted in order to find out the comparative 

effect of sports vs film celebrity with the moderating effect (if any) of the celebrity 

credibility and consumer personality on consumer attitudes. The study was done for 463 

respondents. From the study it was found that a film celebrity is more effective in creating 

more positive consumer attitudes than a sports celebrity. The components Agreeableness, 

Openness and partially, Conscientiousness were important moderators of consumers‟ 

attitudes out of the Big Five Personality dimensions. All dimensions of source credibility 

were found to have significant moderating effects on consumer attitudes.  

Jose & Saraswathiamma (2014)
58

:- Kids mean business to marketers. Around 40 crores 

kids below the age of 15 are India‟s most conspicuous consumers, lapping up not just toys, 

eatables, gadgets, phones and clothes but also counselling their parents on big-ticket 

purchases. Intense competition to tap this young aspiring segment has seen big players 

relying on high spends advertisements, cross-selling, licensed merchandising, program 

length commercials, product placement and promotions involving free gifts. The researcher 

has tried to analyse the association of cartoon characters with brands in inducing Brand 

Preference among kids. 

Saeed et.al (2014)
59

:- The purpose of the research is to explore the impact of celebrity & 

non – celebrity advertisement on consumers‟ perception. Through analysis the researchers 

found that celebrity advertisement has greater positive relation with consumer perception 

than non-celebrity advertisement. 

Chaudhary & Asthana  (2015)
60

 : Researchers conducted the study to analyze the impact 

of Celebrity Endorsement on Brand Loyalty.  It was found that Celebrity does not 

guarantee of success nor does a great advertising campaign or the best possible product. It 

is the combination of several factors especially the price and other elements that work 

together for the success of a brand. In present days, consumers became more aware and 

well educated; they know celebrities are being paid for these endorsements. This 

knowledge makes consumers more practical in their judgment about products. Authors 

concluded that celebrity endorsement does not necessarily influence consumer brand 

loyalty. 
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Handriana (2017)
61 : - The study was undertaken to  analyze the influence of the number 

of endorsers and the product's involvement on the consumers' attitude towards the 

advertisement and the brand. The research's approach used was a 2x2 factorial 

experimental design. A total of 120 undergraduate students were selected as the 

respondents of this study. The study revealed  the differences in consumer attitudes 

towards advertisements and the brand, based on the number of endorsers and the product's 

involvement. The study also found that if there is low involvement with the product, 

multiple celebrity endorsements will generate a better consumers' attitude towards it than a 

single celebrity endorsement. Multiple celebrity endorsements will also generate a better 

attitude among the consumers towards the brand than a single celebrity endorsement will 

produce. 

Jagandeep (2017)
62

: The study explored the impact of celebrity endorsement 

announcements on the stock prices of the firms by examining 36 brand endorsement 

announcements. The celebrity endorsement announcements under study were made in 

India between 2008 and 2015. The standard event study methodology was followed to 

examine whether cumulative abnormal returns accrued to firms on the announcement day, 

(-1, +1) window, (-2, +2) event window, (-5, +5) event window, (-10, +10) event window, 

and (-40, +40) event window. The study found little evidence to establish that positive and 

substantial cumulative abnormal returns were accrued to firms when celebrity endorsement 

contracts were made public. Neither the firms in the consumer goods industry nor in the 

automobile industry were beneficiaries of celebrity endorsement contracts. The gender of 

the celebrity or the type of celebrity did not have any significant impact on the cumulative 

returns recorded by firms in different event windows at the time of announcement of such 

contracts. The returns recorded by firms that followed a corporate branding strategy as well 

as firms that followed a house of brands strategy were not statistically different from zero. 

Manish (2017) 
63

 : -  Researcher conducted the study to  understand the impact of celebrity 

endorsements on advertisement effectiveness & purchase decisions among Indian youth. 

The study was done in the city of Indore of Madhya Pradesh (India) With a sample size of 

212, the data was collected using a closed ended questionnaire. Celebrity endorsements 

were found to be effective in changing brand image, new brand promotion, brand appeal, 
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 perceived brand quality, and purchase decisions, but not very effective in increasing brand 

credibility. 

Abbas et.al (2018)
64

:-  The purpose of the study was  to examine the effect of celebrity 

endorsement on mobile phone purchase intention of male and female customers. A model 

was made to examine the factors affecting customer purchase intention and it was tested 

empirically using a sample of 800 (400 males and 400 females). The questionnaire strategy 

was used for this research and both male and female respondents were provided with same 

questionnaire.. The study found likeability, attractiveness, experience and personality to be 

the most effective components of the celebrity endorser, making them key influencers of 

mobile phone purchase intention of male customers. The female customers see likeability, 

attractiveness and credibility of the celebrity while purchasing mobile phone. This research 

majorly focused on mobile phones purchase intention and celebrity endorsement
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CHAPTER – 3 

Research Methodology 

3.1 Research Methodology: 

The chapter discusses the methodological foundations & issues that are pertinent for 

conducting the present study. The chapter discusses Target Population, Research 

Technique, Research Objectives, Research Hypothesis, Sampling Design, Research 

Instruments, Stimuli used in the study, Sources of Data & other such relevant and 

important issues that laid foundation for conducting the present study. 

3.1.1 Research Objective: 

The main purpose or goal of this research study is to examine and analyze the 

effects of different advertisements like celebrity endorsed, animated character 

endorsed, non celebrity endorsed (endorsed by common people ) and advertisements  

with no endorsements at all on the perception, product evaluation and purchase 

considerations of consumers Selected cities of Gujarat namely Ahmedabad, Baroda, Surat 

and Rajkot. The study will be done especially for high involvement products like laptops, 

and low involvement products like cereals, soft-drinks, soaps shampoo, noodles, 

toothpaste, detergents & snacks. 

3.1.2 Specific Research Objectives: 

The specific research objectives of the study are as under: 

 To examine the influence of celebrity endorsed, non-celebrity endorsed and non- 

endorsed advertisements on consumers’ preferences, perception and buying 

behaviour for both high involvement as well as low involvement products. 
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 To determine whether single celebrity endorsed advertisement is more effective as 

compared to multiple celebrity endorsed advertisement in influencing the 

consumers’ preferences, perception and buying behaviour particularly for low 

involvement products. 

 To examine the influence of celebrity-product relevance on consumers’ 

preferences, perception and buying behaviour particularly for low involvement 

products. 

 To examine the influence of animated character endorsed advertisements on the 

product  liking and perception of children particularly for low involvement 

products. 

 To examine the influence of cause endorsed advertisement on consumers’ 

perception about  the company and overall purchase attitude for the product. 

 To determine whether celebrity endorsing single product is more effective in 

creating desired impact on consumers’ perception, preferences and buying 

behaviour than the celebrity endorsing more than one product.  . 

3.1.3 Target Population: 

The target population for the study was consumers of the selected cities of Gujarat. 

3.1.4 Research Technique: 

The research technique utilized for this study is the descriptive research technique. The 

reason for this is that the purpose of research is to analyze the buying characteristics, 

perceptions and preferences of consumers of selected cities of Gujarat especially with 

respect to products endorsed by celebrities and spokes characters. 

3.1.5 Description of the study: 

The main study mainly comprises of the two studies namely study 1 and study 2.  Study 1 

has been undertaken specifically for the adults. In the study 1, the impact of five different 
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elements has been analyzed. The analysis has been done specifically for each of the media 

Television & Print media respectively. The elements whose impact was evaluated in the 

study 1 include (1) Celebrity Endorsed verses Non-Celebrity Endorsed verses Non-

Endorsed Advertisements (2) Single Celebrity verses Multiple Celebrity Endorsed 

Advertisements (3) Celebrity-Product Relevance Advertisements (4) Advertisements with 

Celebrity Endorsing one product verses Advertisements with Celebrity Endorsing more 

than one product (5) Celebrity Endorsed verses Cause Endorsed Advertisements. The study 

2 has been undertaken for children only. In the study 2, impact of Animated Character 

Endorsed vs. Celebrity Endorsed Advertisements have been analyzed for both the medias 

namely Television & Print. 

3.1.6 Sampling Design: 

 Cities Selected for the Study:  The main cities selected for the study are (1) 

Ahmedabad (2) Surat (3) Baroda (4) Rajkot. 

 Products selected for the Study:  The main categories selected for study are as 

under:- 

(1) High Involvement Product:-       Laptops.                                    

(2) Low Involvement Products:-  Shampoo, Soap, Soft Drink, Snacks, Toothpaste, 

Noodles, Detergent, Chywanprash & Cereals. 

 Sample Size:- The overall sample size selected for each study is 400. It has been 

derived statistically using the following equation. 

                              
x

                     ----------- (3.1) 

 Here in the above equation 3.1 x  represents sample mean,  represents standard 

deviation, µ represents population means and n is total of no. of elements i.e Sample 

size. 

Now E = x - µ = Error of estimation = Sampling error = Error Margin.  

So, the equation (3.1) would now become 

                                                       --------- (3.2) 
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So using equation (3.2) one can now say that the sample size would be 

                                               n =
                                    

-------- (3.3) 

Moreover, the precision is wanted in relative terms and not in absolute terms so error could 

be + or – within G % of the population value. 

                                                       So E = Gµ    {Fraction of mean population value}           

So replacing the above value of E in equation (3.3) we can get 

                                           n =
                                    

---------- (3.4) 

Now C = Co-efficient of Variation =  / µ                                        --------- (3.5) 

So above equation (3.4) becomes 

                                           n =
                                   

---------- (3.6) 

The error margin could be 5 % or 10 % of the population value always, so assuming the 

error margin of 5 % we have  

     G = 5 % = 0.05                     --------- (3.7) 

Since the distribution is normal, So C= Co-efficient of Variation = 0.5    --------- (3.8) 

Assuming 95 % confidence interval so Z =1.96                                              --------- (3.9) 

So putting values of C, Z and G in the above equation (3.6)  we get 

                                               n =
  
 =

   
384.16

                
------------- (3.10)

 

 So the Sample size = n ≈ 385 

Hence the Sample size assumed for each of the Study 1 and Study 2 is n = 400 Consumers. 

City wise Sample distribution for each of the studies has been given below in the following 

table no.3.1. It shows both the no. of respondents selected for  each city and the actual no. 

of respondents who gave complete and correct replies. 
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Table 3.1: 

Sample Size for each Study 

S r 

No. 

Description of the Study Name of City Total no. 

Respondents 

selected for the 

study 

Total no. of 

Respondents who 

replied 

1. Study 1:- It was undertaken 

for Adult consumers. The 

impact of five different  

elements  has been analyzed. 

Ahmedabad 172 151 

Surat 136 119 

Baroda 52 45 

Rajkot 40 36 

Total 400 351 

2. Study 2: It was undertaken 

for Children. The impact of 

Animated Character 

Endorsed vs. Celebrity 

Endorsed Advertisements was 

analyzed. 

Ahmedabad 168 137 

Surat 148 119 

Baroda 44 35 

Rajkot 40 33 

Total 400 324 

 

(Source: Primary Data for the Study) 

 Sampling Technique:- Quota Sampling method has been used in the  present study. In 

the 1
st
 stage quota was decided on the basis of variable like population and in the 2

nd
 

stage samples were selected on the basis of the convenience or judgment of researcher. 

3.1.7 Sources of Data: 

The research study employed both secondary and primary sources of data. The details are 

as under:- 

A. Primary Sources of Data:- The primary sources of data used are as under: 

i. Observation:- 

 Personal Observation. 

ii. Surveys:- 

 Personal interview (in home, office). 

 Mall intercept. 

B. Secondary Sources of Data:- The secondary sources of data used are as under: 

 Yellow Pages and other relevant directories, 

 Leading Business Magazines. 

 Newspapers. 
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 Company Reports. 

 Gujarat related Websites. 

 Reports of Business Association like Ahmedabad Management Association

3.1.8 Stimuli used in the study: 

 The stimuli used for each element have been given below in the table No.3.2. 

Table 3.2: 

Type of Stimuli used for each of the study 

Stimuli for study 1  ( undertaken for adult consumers) 

 Name of  Element 

 

Stimuli used for Television 

Advertisements 

( No. of Respondents in the 

respective group) 

( Product Name) 

Stimuli used for Print 

Advertisements 

(No. of Respondents in the 

respective group) 

( Product Name) 

1 Celebrity Endorsed, Non-

Celebrity Endorsed , Non-

Endorsed Advertisements 

 

1.Celebrity  Endorsed 

Advertisement   (n1= 122) 

2.  Non -Celebrity  Endorsed 

Advertisement   (n2=119) 

3. Non-  Endorsed Advertisement   

 (n3 =110) 

( Laptops of HP) 

 

1.Celebrity  Endorsed 

Advertisement   (n1= 122) 

2.  Non -Celebrity  Endorsed 

Advertisement   (n2=119) 

3. Non-  Endorsed Advertisement  

  (n3 =110) 

(Shampoo of Pantene) 

2 Single Celebrity Vs.  Multiple 

Celebrity Endorsed 

Advertisements 

1.Advertisement with Single 

Celebrity (n1= 109) 

2.  Advertisement with Two 

Celebrities (n2=124) 

3. Advertisement with Multiple ( 

Five) Celebrities  (n3 =118)  ( Lux 

Soap) 

1.Advertisement with Single 

Celebrity (n1= 171) 

2.  Advertisement with Multiple 

Celebrities  (n2 =180) 

( Soft Drink- Coca Cola) 

3. Celebrity- Product Relevance 

Advertisements 

1. Advertisement endorsed by 

Master Chef Pankaja (n1=182) 

2. Advertisement endorsed by 

1. Advertisement endorsed by 

Cricketer Dhoni (n1=182) 

2. Advertisement endorsed by 
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Celebrity Kajol (n2 = 169) 

( Knorr Soupy Noodles) 

Celebrity  Juhi Chawla (n2 = 169) 

( Dabur Chywanprash) 

4. Celebrity Endorsing one 

Product  vs. Celebrity 

Endorsing more than one 

Product 

1.  Advertisement endorsed by 

Celebrity (Kajal Agarwal) 

endorsing  Single Product 

(n1=176) 

2. Advertisement endorsed by 

Celebrity ( Kareena Kapoor) 

endorsing  Multiple Products  (n2 

= 175) 

( Colgate Active Salt Toothpaste) 

1. Advertisement endorsed by 

Celebrity  ( Boman Irani) 

endorsing  Single Product 

(n1=176) 

2. Advertisement endorsed  

Celebrity ( Parineeti Chopra ) 

endorsing  Multiple Products  (n2 

= 175) 

( Kurkure Snacks) 

5. Celebrity Endorsed  vs. 

Cause Endorsed 

Advertisements 

1. Advertisement with Swachh 

Bharat Cause Endorsement 

(n1=177) 

2. Advertisement endorsed  by 

Celebrity  (n2 = 174) 

(Surf Excel Detergent) 

 

Stimuli used for Study 2 ( undertaken for Children) 

 Name of  Element 

 

Stimuli used for Television 

Advertisements 

( No. of Respondents in the 

respective group) 

( Product Name) 

Stimuli used for Newspaper 

Advertisements 

(No. of Respondents in the 

respective group) 

( Product Name) 

6. Cartoon Character endorsed 

vs. Celebrity Endorsed 

Advertisements 

1. Advertisement endorsed by   

Cartoon Characters ( Chhota 

Bheem ) (n1=164) 

2. Advertisement endorsed by 

Celebrity Juhi Chawla (n2 = 160) 

(Kellogg Chocos Cereals ) 

1. Advertisement endorsed by   

Cartoon Characters ( Chhota 

Bheem) (n1=164) 

2. Advertisement endorsed by 

Celebrity Juhi Chawla (n2 = 160) 

(Kellogg Chocos Cereals ) 

 

 

 

 



Research Methodology 
 

45 
 

3.1.9 Research Hypothesis: 

Based on the Central Research Objectives the main hypothesis of the study are as under. 

Below given are the statements of the alternate hypothesis for each of the element: 

1) Celebrity verses Non-Celebrity verses Non-Endorsed Advertisements 

 

Print Advertisements: 

 

1. Consumers’ Purchase Intention differ significantly between different types of     

    advertisements of  shampoo. 

2.  Consumers’ attitude towards advertisement differ significantly between different types    

     of   advertisements of shampoo. 

3. Consumers’ ability to recall the advertisement is not independent of the type of     

    advertisements.  

4.  Consumers’ ad recall decay is not independent of the type of advertisement. 

5.  Consumers’ ad recall decay is not independent of celebrity liking. 

6.  Consumers’ product related perception differ significantly between different types of  

     advertisements of shampoo. 

7.  There is no significant difference between different types of advertisements in    

     influencing the consumers’ decision for using the shampoo. 

 

Television Advertisements: 

 

8.   Consumers’ Purchase Intention differ significantly between different types of   

      advertisements of  laptop. 

9.   Consumers’ attitude towards advertisement differ significantly between different types    

      of advertisements of laptop. 

10. Consumers’ ability to recall the advertisement is not independent of the type of     

      advertisement.   

11. Consumers’ ad recall decay is not independent of the type of advertisement. 
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12. Consumers’ ad recall decay is not independent of celebrity liking. 

13. Consumers overall impression about company differ significantly between different   

      types of advertisements of laptop. 

2) Single verses Multiple Celebrity Endorsed Advertisements 

 

Print Advertisements: 

 

1. Overshadow of the product by celebrity endorser would be higher irrespective of the    

    number of celebrity endorsers in the advertisement of soft-drink. 

2. Consumers would have higher purchase intention to buy the soft-drink for single  

    celebrity endorsed advertisement as compared to multiple celebrity endorsed  

    advertisement. 

3. Consumers would have favourable attitude towards single celebrity endorsed  

    advertisement as compared to multiple celebrity endorsed advertisement of soft-drink. 

4. Single celebrity endorsed advertisement is more effective as compared to multiple   

    Celebrity endorsed advertisement in influencing the consumer’s attitude towards the  

    soft-drink. 

5. Consumers’ rating for celebrity’s attractiveness would be higher for multiple celebrity   

    endorsed advertisement as compared to single celebrity endorsed advertisement of soft- 

     drink. 

6. Consumers’ rating for celebrity’s trustworthiness would be higher for multiple celebrity  

    endorsed advertisement as compared to single celebrity endorsed advertisement of soft- 

    drink. 

 

Television Advertisements: 

 

7.  Overshadow of the product by celebrity endorser do not differ significantly between  

     different types of advertisements of soap. 

8. Consumers Purchase Intention differ significantly between different types of  

    advertisements of  soap. 

9. Consumers attitude towards advertisement differ significantly between different types of  
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    advertisements of soap. 

10. Consumers’ product related perception differ significantly between different types of      

      advertisements of soap. 

11. Consumers’ rating for the source attractiveness differ significantly between different  

       types of advertisements of soap. 

12. Consumers’ perception about the source trustworthiness differ significantly between    

      different types of advertisements of soap. 

13. There is a significant difference between different types of advertisements in   

      influencing the consumers’ decision for using the soft-drink. 

 

3) Celebrity-Product Match-up 

 

Print Advertisements: 

 

1. Consumers’ Purchase Intention differ significantly between different types of  

    advertisements of chywanprash. 

2. There is no significant difference between different types of advertisements in  

    influencing the consumers’ decision for using the chywanprash. 

3. Consumers’ attitude towards advertisement differ significantly between different types  

    of advertisements of chywanprash. 

4. Consumers’ perception about source trustworthiness differ significantly between  

    different types of advertisements of chywanprash. 

 

Television Advertisements: 

 

5.  Consumers’ Purchase Intention differ significantly between different types of   

     advertisements of  noodles. 

6. Consumers’ rating about source expertise differ significantly between different types of   

    advertisements of noodles. 

7. Consumers’ perception about source trustworthiness differ significantly between  
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    different types of advertisements of noodles. 

8. Consumers attitude towards advertisement differ significantly between different types of  

    advertisements of noodles. 

9. There is no significant difference between different types of advertisements in  

     influencing the consumers’ decision for using the noodles. 

 

4) Celebrity Endorsing one product verses Celebrity Endorsing more than one 

product 

 

Print Advertisements: 

 

1. Advertisement endorsed by celebrity endorsing single product is more effective in  

    creating the desired impact on the purchase intentions of consumers as compared to the    

    advertisement endorsed by celebrity endorsing more than one product. 

2. Consumers’ perception about source trustworthiness differ significantly between  

    advertisements of snacks endorsed by different type of celebrities. 

3. Consumers’ rating about source expertise differ significantly between advertisements of     

    snacks endorsed by different type of celebrities. 

4. Consumers’ attitude towards advertisement would be more favourable for advertisement   

    endorsed by celebrity endorsing single product as compared to advertisement endorsed  

    by celebrity endorsing more than one product. 

5.  There is a significant difference between advertisements of snacks endorsed by different  

     type of celebrities in influencing the consumers’ decision for using the snacks. 

 

Television Advertisements: 

 

6. Advertisement endorsed by celebrity endorsing single product is more effective in     

    creating the desired impact on the purchase intentions of consumers as compared to the   

    advertisement endorsed by celebrity endorsing more than one product. 

7. Consumers’ perception about source trustworthiness differ significantly between  

    advertisements of toothpaste endorsed by different type of celebrities. 

8. Consumers’ rating about source expertise differ significantly between advertisements of  
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    toothpaste endorsed by different type of celebrities. 

9. Consumers’ attitude towards advertisement would be more favourable for advertisement  

    endorsed by celebrity endorsing single product as compared to advertisement endorsed    

     by celebrity endorsing more than one product. 

10. There is a significant difference between advertisements of toothpaste endorsed by  

      different types of celebrities in influencing the consumers’ decision for using the  

      toothpaste. 

 

5) Cause Endorsed verses Celebrity Endorsed Advertisements 

 

Television Advertisements: 

 

1. Swachh Bharat Cause Endorsed advertisement is more effective as compared to  

    celebrity endorsed advertisement in influencing the consumers’ purchase intention to   

    buy the detergent. 

2. Swachh Bharat Cause Endorsed advertisement is more effective as compared to    

    celebrity endorsed advertisement in influencing the consumers’ attitude towards      

    advertisement. 

3. Consumers overall impression about company would be more positive for Swachh   

     bharat cause endorsed advertisement as compared to celebrity endorsed advertisement. 

4. There is no significant difference between different types of advertisements in   

     influencing the consumers’ decision for using the detergent. 

 

6) Animated Character Endorsed verses Celebrity Endorsed Advertisements 

 

Print Advertisements: 

 

1. Young Children would have more product liking for animated character endorsed  

    advertisement as compared to celebrity endorsed advertisement. 

2. Young Children would have more favourable attitude towards animated character   

    endorsed advertisement as compared to celebrity endorsed advertisement. 
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Television Advertisements: 

 

3. Young Children would have more product liking for animated character endorsed  

    advertisement as compared to celebrity endorsed advertisement. 

4. Young Children would have more favourable attitude towards animated character   

     endorsed advertisement as compared to celebrity endorsed advertisement. 

 

3.1.10 Research Instruments: 

Questionnaires with open and close ended questions were used in the study. 

3.1.11 Statistical Tools used in the Study: 

The data has been analyzed using SPSS software. Relevant Statistical tests like 

Independent T-test, 1-way ANOVA between the group design & Chi-square test of 

association /independence have been used for the purpose of data analysis in the study. 

3.2 Questionnaire Design & Development: 

The study mainly consists of the two sub-studies namely study 1 & study 2. The study 1 

was undertaken for the adult consumers and in the study 1 the impacts of five different 

elements have been analyzed. The analysis has been done specifically for each of the media 

Television & Print media respectively. The study 2 was undertaken for children and in the 

study 2  impact of Animated Character Endorsed vs. Celebrity Endorsed Advertisements 

have been analyzed for both the medias namely Television & Print. Separate 

Questionnaires were developed and used for each of the study 1 & Study 2. 

The initial questions in each questionnaire were screen questions and were mainly about 

the gender, education level, age etc. After the completion of initial screening 

questionnaires for each study included several scales depending on the type of the  element 

studied and taken into consideration.
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The scales were either specifically developed by the researcher on her own or were adapted 

from the previous similar relevant studies depending upon the construct being measured 

and availability and existence of the scale.  

All the scales considered for each element was checked and reliability of each of  the scales 

were tested in the SPSS software. The questionnaires for each study were pretested and 

those scale items having low correlation if any found, were discarded /removed from the 

particular scale being considered for the study. The final questionnaires for each of the 

study 1 and study 2 are attached in the Appendices. 

3.3 Scale  Development: 

For gathering the primary data to fulfill the objectives of the study, several scales were 

developed and used in the study. Some of the constructs being studied under each  element 

were common and so the same scales were used for measuring those constructs in various  

elements. Examples of such scales include purchase intention scale, product attitude scale 

etc.  While certain constructs being studied under particular element were specific and 

relevant to that specific element only and so the scales were used for that particular element 

only and so those scales were used for that particular element only. The examples of such 

scales include Celebrity Attractiveness, Celebrity trustworthiness, ability to recall ad, 

company impression, Celebrity liking, etc. The various scales along with their name and 

the element in which they were used are discussed as under. All the scales used in each of  

the  questionnaires were five point Likert scale in which respondents were asked to indicate 

their level of agreement  (1 = Strongly Disagree to 5 = Strongly Agree). 

a) Attitude towards Advertisement: 

This scale is used for elements namely Celebrity vs. Non-Celebrity vs. Non-Endorsed 

advertisements, Single Celebrity vs. Multiple Celebrity Endorsed advertisements, Celebrity-

Product Relevance advertisements, Celebrity endorsing one product vs. Celebrity endorsing 

more than one product advertisements, Cause Endorsed vs. Celebrity Endorsed 

Advertisements and Animated Character vs. Celebrity Endorsed advertisements. Scale was 

constructed using multiple items. Few items were adapted from Mitchell and Olson (1981)
1
                    

and changes were made to make the scale relevant in the Indian Context. 
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b) Purchase Intention of the product: 

This scale has been used for the elements namely Celebrity vs. Non-Celebrity vs. Non-

Endorsed advertisements, Single Celebrity vs. Multiple Celebrity Endorsed advertisements, 

Celebrity-Product Relevance advertisements, Celebrity endorsing one product vs. Celebrity 

endorsing more than one product advertisements and Cause Endorsed vs. Celebrity 

Endorsed Advertisements. Purchase Intention scale was constructed using multiple items. 

Items were adapted from Dodds et. Al (1995)
2
 and changes were made to make scale 

relevant in the Indian Context. 

c) Ad evoked Product Usage: 

This scale is used in the questionnaire in studying the impact of different types of 

advertisements on the product usage by consumers. This scale has been used for the 

elements namely Celebrity vs. Non-Celebrity vs. Non-Endorsed advertisements, Single 

Celebrity vs. Multiple Celebrity Endorsed advertisements, Celebrity-Product Relevance 

advertisements, Celebrity endorsing one product vs. Celebrity endorsing more than one 

product advertisements and Cause Endorsed vs. Celebrity Endorsed Advertisements. Scale 

was constructed using multiple items. Items were developed by the researcher specifically 

for measuring the impact of different types of advertisements on product usage decision of  

the consumers.  

d) Product Liking / Attitude: 

This scale is used for elements namely Celebrity vs. Non-Celebrity vs. Non-Endorsed 

advertisements, Single Celebrity vs. Multiple Celebrity Endorsed advertisements and 

Animated Character endorsed verses Celebrity Endorsed advertisements. Product attitude / 

liking scale was constructed using multiple items. Items were adapted from Becker & Karen 

(2003)
3
, Sachse (2009)

4
 and Ruumpol (2014)

5 
 &  modifications were made to make the 

scale fit in the Indian Context. 

e) Company Image/Company Impression: 

This scale is used for elements namely Celebrity vs. Non-Celebrity vs. Non-Endorsed 

Advertisements and Cause Endorsed vs. Celebrity Endorsed Advertisements. Company 

Impression scale was constructed using Multiple items. Items were adapted from Becker-

Olson (2003)
3
 and changes were made accordingly to fit the scale in Indian Context.
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f) Celebrity Attractiveness: 

This scale is used in the questionnaire mainly to study the impact of Single Celebrity verses 

Multiple Celebrity Endorsed Advertisements on consumers’ perception towards Celebrity 

Attractiveness. Scale was constructed using multiple items. Items were adapted from Till 

and Busler (2000)
6
   &  Ohnanian (1990)

7
 and  changes were made accordingly to fit the 

scale in Indian Context.  

g) Celebrity Expertise: 

This scale is used in the questionnaire mainly to study the impact of Celebrity-Product 

Relevance advertisements and Celebrity endorsing one product vs. Celebrity endorsing more 

than one product advertisements on consumers’ perception about celebrity expertise. Scale 

was constructed using multiple items. Items were adapted from Ohnanian (1990)
7
   &  

Ohnanian (1991)
8
 and  changes were made accordingly to fit the scale in Indian Context.

 

h) Celebrity Trustworthiness: 

This scale has been used for the elements namely Celebrity vs. Non-Celebrity vs. Non-

Endorsed advertisements, Single Celebrity vs. Multiple Celebrity Endorsed advertisements, 

Celebrity-Product Relevance advertisements, Celebrity endorsing one product vs. Celebrity 

endorsing more than one product advertisements. Scale was constructed using multiple 

items. Items were adapted from Ohnanian (1990)
7
  &  Ohnanian (1991)

8
 and  changes were 

made accordingly to fit the scale in Indian Context. 
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CHAPTER – 4 

Reliability Testing & Analysis 

4.1 Questionnaire Pretesting through Pilot study: 

Pilot study is mainly undertaken for determining whether the content of questionnaire, 

wording of the questions, sequencing of questions, form and layout of the questionnaire are 

clearly and appropriately understood by the prospective respondents or not. In the present 

research, the questionnaires for both study 1 and study 2 were pretested separately on small 

sample of 50 respondents. Respondents selected for the pretesting mainly included those 

people who were similar to those respondents who would be included in the final survey  

with the regard to the background characteristics, familiarity with topic and attitudes and 

behavior of interest. Responses obtained from the pretest were coded and analyzed and 

redundant data / useless data was discarded. This was then followed by reliability and 

validity testing of the final questionnaire. 

4.2 Reliability: 

Reliability can be defined as the extent to which an instrument or a scale generates the 

consistent results if repeated measurements are made using that instrument or that scale. 

One of the most popular measure of reliability which is used widely today is Cronbach’s 

Alpha [1]. Cronbach Alpha mainly determines the internal consistency or average co-

relation of items in survey instrument to gauge its reliability. The value of Cronbach Alpha 

varies from 0 to 1. The higher the value of the score is, the more reliable the generated 

scale is.  The acceptable value of reliability co-efficient is 0.7 or more [2]. The value below 

0.7 indicates that the scale has not enough reliability. 
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The reliability of various scales used in the questionnaire are discussed as under. The 

reliability of the scales has been discussed element wise and Media wise. 

4.2.1 Reliability of Scales used for Element 1 (Celebrity Endorsed verses Non-

Celebrity Endorsed verses Non-Endorsed Advertisements): 

 Ad Evoked Product Usage Scale used for Print Advertisements of Shampoo: 

In Ad Evoked Product Usage scale for Print Advertisements of Shampoo, four 

items were included in the pilot study. One item was eliminated from the above 

scale of four items, as it has low co-relation value. Reliability for that 3 item scale 

is given below in Table no. 4.1: 

Table 4.1: 

Reliability Statistics for Ad Evoked Product Usage Scale 

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.883 .885 3 

 

                          (Source: Primary Data collected  for the Study) 

 Attitude towards Advertisement Scale used for Print Advertisements of 

Shampoo: 

In Attitude towards Advertisement scale for Print Advertisements of Shampoo, nine 

items were considered in the pilot as well as final study. Reliability for that 9 item 

scale is given below in Table no.4.2: 

Table 4.2: 

Reliability Statistics for Attitude towards Advertisement Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.849 .854 9 

 

                          (Source: Primary Data collected  for the Study) 
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 Purchase Intention scale used for Print Advertisements of Shampoo: 

In Purchase Intention scale for Print Advertisements of Shampoo, Six items were 

included in the pilot study & the same were considered in the final study as the 

scale had good overall reliability. Reliability for that 6 item scale is given below in 

Table no.4.3. 

Table 4.3: 

Reliability Statistics for Purchase Intention Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.937 .938 6 

 

                          (Source: Primary Data collected  for the Study) 

 Product Attitude Scale used for Print Advertisements of Shampoo: 

In Product Attitude scale for Print Advertisements of Shampoo, three items were 

considered in the pilot as well as final study. Reliability for that 3 item scale is 

given below in Table no. 4.4: 

Table 4.4: 

Reliability Statistics for Product Attitude Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.834 .838 3 

 

                          (Source: Primary Data collected  for the Study) 

 Attitude towards Advertisement Scale used for Television Advertisements of 

Laptop: 

Initially in the pilot study, ten items were included in the scale. One item was 

eliminated from the above scale of ten items, as it has low- co-relation value. Final 

scale has 9 items and reliability of that final scale of 9 items is given below in the 

Table no. 4. 5:
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Table 4.5: 

Reliability Statistics for Attitude towards Advertisement Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.834 .839 9 

 

                          (Source: Primary Data collected  for the Study)

 Purchase Intention Scale used for Television Advertisements of Laptop: 

In Purchase Intention scale for Television Advertisements of Laptop, four items 

were included in the pilot study & the same were considered in the final study as 

the scale had good overall reliability. Reliability for that 4 item scale is given below 

in Table no.4.6. 

Table 4.6: 

Reliability Statistics for Purchase Intention Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.918 .928 4 

 

                          (Source: Primary Data collected  for the Study) 

 Company Image Scale used for Television Advertisements of Laptop: 

In Company Image Scale for Television Advertisements of Laptop, five items were 

considered in the pilot as well as final study. Reliability for that 5 item scale is 

given below in Table no. 4.7: 

Table 4.7: 

Reliability Statistics for Company Image Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.873 .883 5 

 

                          (Source: Primary Data collected  for the Study) 
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4.2.2 Reliability of Scales used for Element 2 (Single Celebrity Endorsed verses 

Multiple Celebrity Endorsed Advertisements): 

 Celebrity Attractiveness Scale used for Print Advertisements of Soft-drink: 

In Celebrity Attractiveness scale for print advertisements, four items were included 

in the pilot study as well as in the final study, as the scale has good reliability with 

those four items. Reliability for that 4 item scale is given below in the Table no.4.8. 

Table 4.8: 

Reliability Statistics for Celebrity Attractiveness Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.879 .877 4 

 

(Source: Primary Data collected  for the Study) 

 Attitude  towards  Advertisement  scale used for Print Advertisements of Soft-

drink: 

In attitude towards advertisement scale for print advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.9. 

Table 4.9: 

Reliability Statistics for attitude towards advertisement 

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.858 .862 5 

 
                          (Source: Primary Data collected  for the Study) 

 Celebrity Trustworthiness Scale used for Print Advertisements of Soft-drink: 

In celebrity trustworthiness scale used for print advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.10. 
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Table 4.10: 

Reliability Statistics for Celebrity Trustworthiness  Scale  

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.933 .933 5 

 

                          (Source: Primary Data collected  for the Study) 

 Product Attitude Scale used for Print Advertisements of Soft-drink: 

In product attitude scale used for print advertisements, three items were included in 

the pilot study as well as in the final study, as the scale has good reliability with 

those three items. Reliability for that 3 item scale is given below in the Table 

no.4.11. 

Table 4.11: 

Reliability Statistics for Product attitude Scale used  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.860 .860 3 

 

(Source: Primary Data collected  for the Study) 

 Purchase Intention Scale used for Print advertisements of Soft-drink: 

In Purchase Intention scale used for print advertisements, five items were included 

in the pilot study as well as in the final study, as the scale has good reliability with 

those five items. Reliability for that 5 item scale is given below in the Table no.4.12 

Table 4.12: 

Reliability Statistics for Purchase Intention Scale 

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.903 .904 5 

 

                          (Source: Primary Data collected  for the Study)

 

 

 



Reliability 
  

61 
 

 Celebrity Attractiveness Scale used for Television Advertisements of Soap: 

In Celebrity Attractiveness scale used for television advertisements, four items 

were included in the pilot study as well as in the final study, as the scale has good 

reliability with those four items. Reliability for that 4 item scale is given below in 

the Table no.4.13. 

Table 4.13: 

Reliability Statistics for Celebrity Attractiveness Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.900 .900 4 

 

(Source: Primary Data collected  for the Study) 

 Attitude towards Advertisement Scale used for Television Advertisements of 

Soap: 

In attitude towards advertisement scale used for television advertisements, five 

items were included in the pilot study as well as in the final study, as the scale has 

good reliability with those five items. Reliability for that 5 item scale is given 

below in the Table no.4.14. 

Table 4.14: 

Reliability Statistics for attitude towards advertisement Scale  

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.873 .868 5 

 

                          (Source: Primary Data collected  for the Study) 

 Celebrity Trustworthiness Scale used for Television Advertisements of Soap: 

In celebrity trustworthiness scale used for television advertisements, five items 

were included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.15. 

Table 4.15: 

Reliability Statistics for Celebrity Trustworthiness  Scale  
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Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.941 .948 5 

 

                          (Source: Primary Data collected  for the Study) 

 Product Attitude Scale used for Television Advertisements of Soap: 

In product attitude scale used for television advertisements, three items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those three items. Reliability for that 3 item scale is given below in 

the Table no.4.16. 

Table 4.16: 

Reliability Statistics for Product attitude Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.884 .887 3 

 

(Source: Primary Data collected  for the Study) 

 Purchase Intention Scale used for Television advertisements of Soap: 

In Purchase Intention scale used for television advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.17. 

Table 4.17: 

Reliability Statistics for Purchase Intention Scale 

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.913 .914 5 

 

                          (Source: Primary Data collected  for the Study)

 

 Ad Evoked Product Usage Scale used for Television Advertisements of Soap: 

In Ad Evoked Product Usage scale used for television advertisements, three items 

were included in the pilot study as well as in the final study, as the scale has good 
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reliability with those three items. Reliability for that 3 item scale is given below in 

the Table No.4.18.

Table 4.18: 

Reliability Statistics for Ad Evoked Product Usage Scale 

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.894 .894 3 

 

                          (Source: Primary Data collected  for the Study) 

4.2.3 Reliability of Scales used for Element 3  (Celebrity-Product Relevance 

Advertisements): 

 Ad Evoked Product Usage Scale used for Print Advertisements of 

Chywanprash: 

In Ad Evoked Product Usage Scale used for print advertisements, three items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those three items. Reliability for that 3 item scale is given below in 

the Table no.4.19. 

Table 4.19: 

Reliability Statistics for Ad Evoked Product Usage Scale 

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.893 .893 3 

 

(Source: Primary Data collected  for the Study) 

 Advertisement Attitude Scale used for Print Advertisements of Chywanprash: 

In advertisement attitude scale used for print advertisements, eight items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those eight items. Reliability for that 8 item scale is given below in 

the Table no.4.20. 

Table 4.20: 

Reliability Statistics for Advertisement Attitude Scale 
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Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.854 .858 8 

 

(Source: Primary Data collected  for the Study) 

 Celebrity Trustworthiness Scale used for Print Advertisements of 

Chywanprash: 

In Celebrity Trustworthiness Scale used for print advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.21. 

Table 4.21: 

Reliability Statistics for Celebrity Trustworthiness Scale 

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.851 .864 5 

 

                          (Source: Primary Data collected  for the Study) 

 Purchase Intention Scale used for Print Advertisements of Chywanprash: 

In Purchase Intention scale used for print advertisements, five items were included 

in the pilot study as well as in the final study, as the scale has good reliability with 

those five items. Reliability for that 5 item scale is given below in the Table no.4.22 

Table 4.22: 

Reliability Statistics for Purchase Intention Scale  

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.832 .848 5 

 

                          (Source: Primary Data collected  for the Study) 

 

 

 Ad Evoked Product Usage Scale used for Television Advertisements of 

Noodles: 
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In Ad Evoked Product Usage Scale used for television advertisements, three items 

were included in the pilot study as well as in the final study, as the scale has good 

reliability with those three items. Reliability for that 3 item scale is given below in 

the Table no.4.23. 

Table 4.23: 

Reliability Statistics for Ad Evoked Product Usage Scale 

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.907 .908 3 

 

(Source: Primary Data collected  for the Study) 

 Advertisement Attitude Scale used for Television Advertisements of Noodles: 

In advertisement attitude scale used for television advertisements, eight items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those eight items. Reliability for that 8 item scale is given below in 

the Table no.4.24. 

Table 4.24: 

Reliability Statistics for Advertisement Attitude Scale 

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.844 .845 8 

 

(Source: Primary Data collected  for the Study) 

 Celebrity Trustworthiness Scale used for Television Advertisements of 

Noodles: 

In Celebrity Trustworthiness Scale used for television advertisements, five items 

were included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.25. 

Table 4.25: 

Reliability Statistics for Celebrity Trustworthiness Scale 
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Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.917 .920 5 

 

                          (Source: Primary Data collected  for the Study) 

 Purchase Intention Scale used for Television Advertisements of Noodles: 

In Purchase Intention Scale used for television advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.26. 

Table 4.26: 

Reliability Statistics for Purchase Intention Scale  

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.817 .834 5 

 

                          (Source: Primary Data collected  for the Study) 

 Celebrity Expertise Scale used for Television Advertisements of Noodles: 

In Celebrity Expertise Scale used for television advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.27. 

Table 4.27: 

Reliability Statistics for Celebrity Expertise Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.887 .884 5 

 

(Source: Primary Data collected  for the Study) 
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4.2.4 Reliability of Scales used for Element 4 (Advertisements with Celebrity 

Endorsing one Product verses Advertisements with Celebrity Endorsing more 

than one Product): 

 Ad Evoked Product Usage Scale used for Print Advertisements of Snacks: 

In Ad Evoked Product Usage Scale used for print advertisements, three items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those three items. Reliability for that 3 item scale is given below in 

the Table no.4.28. 

Table 4.28: 

Reliability Statistics for Ad Evoked Product Usage Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.903 .903 3 

 

(Source: Primary Data collected  for the Study) 

 Advertisement Attitude Scale used for Print Advertisements of Snacks: 

In advertisement attitude scale used for print advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.29. 

Table 4.29: 

Reliability Statistics for Advertisement Attitude Scale 

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.915 .918 5 

 

(Source: Primary Data collected  for the Study) 

 Celebrity Trustworthiness Scale used for Print Advertisements of Snacks: 

In Celebrity Trustworthiness Scale used for print advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 
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reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.30. 

Table 4.30: 

Reliability Statistics for Celebrity Trustworthiness Scale 

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.949 .949 5 

 

                          (Source: Primary Data collected  for the Study) 

 Purchase Intention Scale used for Print Advertisements of Snacks: 

In Purchase Intention Scale used for print advertisements, five items were included 

in the pilot study as well as in the final study, as the scale has good reliability with 

those five items. Reliability for that 5 item scale is given below in the Table 

no.4.31. 

Table 4.31: 

Reliability Statistics for Purchase Intention Scale  

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.877 .873 5 

 

                          (Source: Primary Data collected  for the Study) 

 Celebrity Expertise Scale used for Print Advertisements of Snacks: 

In Celebrity Expertise Scale used for print advertisements, five items were included 

in the pilot study as well as in the final study, as the scale has good reliability with 

those five items. Reliability for that 5 item scale is given below in the Table 

no.4.32. 

Table 4.32: 

Reliability Statistics for Celebrity Expertise Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.942 .948 5 

 

(Source: Primary Data collected  for the Stud
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 Ad Evoked Product Usage Scale used for Television Advertisements of 

Toothpaste: 

In Ad Evoked Product Usage Scale used for television advertisements, three items 

were included in the pilot study as well as in the final study, as the scale has good 

reliability with those three items. Reliability for that 3 item scale is given below in 

the Table no.4.33. 

Table 4.33: 

Reliability Statistics for Ad Evoked Product Usage Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.894 .894 3 

 

(Source: Primary Data collected  for the Study) 

 Advertisement Attitude Scale used for Television Advertisements of 

Toothpaste: 

In advertisement attitude scale used for television advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.34. 

Table 4.34: 

Reliability Statistics for Advertisement Attitude Scale 

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.944 .950 5 

 

(Source: Primary Data collected  for the Study) 

 Celebrity Trustworthiness Scale used for Television Advertisements of 

Toothpaste: 

In Celebrity Trustworthiness Scale used for television advertisements, five items 

were included in the pilot study as well as in the final study, as the scale has good 
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reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.35. 

Table 4.35: 

Reliability Statistics for Celebrity Trustworthiness Scale 

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.945 .945 5 

 

                          (Source: Primary Data collected  for the Study) 

 Purchase Intention Scale used for Television Advertisements of Toothpaste: 

In Purchase Intention Scale used for television advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.36. 

Table 4.36: 

Reliability Statistics for Purchase Intention Scale  

Cronbach’s Alpha Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

.917 .920 5 

 

                          (Source: Primary Data collected  for the Study) 

 Celebrity Expertise Scale used for Television Advertisements of Toothpaste: 

In Celebrity Expertise Scale used for television advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.37. 

Table 4.37: 

Reliability Statistics for Celebrity Expertise Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.949 .950 5 

 

(Source: Primary Data collected  for the Study) 
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4.2.5 Reliability of Scales used for Element 5 ( Cause Endorsed verses Celebrity 

Endorsed Television Advertisements): 

 Purchase Intention Scale used for Television Advertisements of Detergent: 

In purchase Intention scale used for television advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.38. 

Table 4.38: 

Reliability Statistics for Purchase Intention Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.816 .833 5 

 

(Source: Primary Data collected  for the Study) 

 Company Image Scale used for Television Advertisements: 

In company image scale used for television advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.39. 

Table 4.39: 

Reliability Statistics for Company Image Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.930 .932 5 

 
(Source: Primary Data collected  for the Study) 

 Advertisement Attitude Scale used for Television Advertisements of 

Detergent:

In Advertisement Attitude scale used for television advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good reliability 

with those five items. Reliability for that 5 item scale is given below in the Table no.4.40. 
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Table 4.40: 

Reliability Statistics for Advertisement Attitude Scale 

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.930 .932 5 

 

(Source: Primary Data collected  for the Study) 

 Ad Evoked Product Usage Scale used for Television Advertisements of 

Detergent: 

In Ad Evoked Product Usage scale used for television advertisements, three items 

were included in the pilot study as well as in the final study, as the scale has good 

reliability with those three items. Reliability for that 3 item scale is given below in 

the Table no.4.41. 

Table 4.41: 

Reliability Statistics for Ad Evoked Product Usage Scale 

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.920 .920 3 

 

(Source: Primary Data collected  for the Study) 

4.2.6 Reliability of Scales used for Element 6 (Animated Character Endorsed verses 

Celebrity Endorsed Advertisements): 

 Product Liking Scale used for Print Advertisements of Chocos: 

In product liking scale used for print advertisements, four items were included in 

the pilot study as well as in the final study, as the scale has good reliability with 

those four items. Reliability for that 4 item scale is given below in the Table 

no.4.42. 

 

 

Table 4.42: 

Reliability Statistics for Product Liking Scale 
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Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.935 .935 4 

 

(Source: Primary Data collected  for the Study) 

 Advertisement Attitude Scale used for Print Advertisements of Chocos: 

In Advertisement Attitude scale used for print advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good 

reliability with those five items. Reliability for that 5 item scale is given below in 

the Table no.4.43. 

Table 4.43: 

Reliability Statistics for Advertisement Attitude Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.781 .786 5 

 

(Source: Primary Data collected  for the Study) 

 Product Liking Scale used for Television Advertisements of Chocos: 

In product liking scale used for television advertisements, four items were included 

in the pilot study as well as in the final study, as the scale has good reliability with 

those four items. Reliability for that 4 item scale is given below in the Table 

no.4.44. 

Table 4.44: 

Reliability Statistics for Product Liking Scale 

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.880 .886 4 

 

(Source: Primary Data collected  for the Study) 

 

 Advertisement Attitude Scale used for Television Advertisements of Choc
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In Advertisement Attitude scale used for television advertisements, five items were 

included in the pilot study as well as in the final study, as the scale has good reliability 

with those five items. Reliability for that 5 item scale is given below in the Table no.4.45. 

Table 4.45: 

Reliability Statistics for Advertisement Attitude Scale  

Cronbach's Alpha Cronbach's Alpha Based on 

Standardized Items 

N of Items 

.912 .911 5 

 

(Source: Primary Data collected  for the Study) 

4.3 Validity: 

The Validity of the scale is defined as the extent to which differences in observed scale 

scores reflect true differences among the objects or the characteristics being measured 

instead of systematic or random error. In the present study, content validity is used. 

Content validity mainly involves subjective but systematic evaluation of the responses of 

the content of the scale for measuring the construct or task on the hand. The content 

validity of the scale is usually established on the basis of experts’ opinion. Here the 

questionnaires were examined by several experienced, expert and senior academicians.
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CHAPTER – 5 

Final Data Analysis & Interpretation 

Analysis & Interpretation are the heart of any research. The present chapter discusses the 

various Hypothesis & Interpretations of them. The main study involved two sub studies 

namely study 1 and study 2 respectively. The Demographic profiles of respondents of both 

the studies, the hypothesis, outcomes related to each of the studies are discussed as under. 

5.1 Data Analysis of the study 1: 

The study 1 was undertaken for adult respondents. The study was done in four major cities 

of Gujarat namely Ahmedabad, Baroda, Surat & Rajkot respectively. Complete and correct 

responses were obtained from 351 respondents. So the sample size considered for analysis 

in the study 1 was 351. In study1 the impact of five different elements namely (1) 

Celebrity Endorsed verses Non-Celebrity Endorsed verses Non-Endorsed Advertisements 

(2) Single Celebrity Endorsed verses Multiple Celebrity Endorsed Advertisements (3) 

Celebrity-Product Relevance Advertisements (4) Advertisements with Celebrity Endorsing 

one Product verses Advertisements with Celebrity Endorsing more than one Product (5) 

Cause Endorsed verses Celebrity Endorsed Advertisements have been analyzed. The 

products considered for the study 1 were laptops, cereals, soaps, detergents, shampoo, 

toothpaste, snacks, soft drinks and noodles. The impact of each of the five elements has 

been analyzed separately for each of the media namely Television Media & Print Media. 

The profile of the respondents of the study 1 is discussed as under. 

5.1.1 Region wise Distribution of Respondents of Study 1: 

The following Table 5.1 & Figure 5.1 shows the city wise distribution of the respondents. 
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Table 5.1: 

City wise Frequency Distribution of Respondents 

Item Description Frequency ( No .of 

Respondents) 

Percentage ( % ) 

City Ahmedabad 151 43.02 

Surat 119 33.90 

Baroda 45 12.82 

Rajkot 36 10.26 

Total 351 100 

 

(Source: Primary Data collected for the Study) 

 

Figure 5.1: 

City wise Frequency Distribution of Respondents 

 (Source:  Primary Data collected for the Study) 

The sample used for the study comprised of 43.01% consumers from Ahmedabad, 33.90 % 

consumers from Surat, 12.82% consumers from Baroda & 10.26% consumers from Rajkot.  
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5.1.2 Demographics of  Respondents of Study 1: 

Major demographic factors considered in the analysis were age, gender, education level, 

type of shopper & Number of members in the Household. 

 Gender:  The Table no.5.2 represents the gender wise distribution of the same. 

Table 5.2: 

Gender wise Frequency Distribution of Respondents 

Item Description Frequency ( No .of 

Respondents) 

Percentage ( % ) 

Gender Male 193 54.99 

Female 158 45.01 

Total 351 100 

 

                                                    (Source: Primary Data collected for the Study) 

       
Figure 5.2: 

Gender wise Distribution of Respondents 

  (Source:  Primary Data collected for the Study) 
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 Age:  The Table no. 5.3 represents the age wise distribution of the same.

Table 5.3: 

Age wise Frequency Distribution of Respondents 

Item Description Frequency ( No .of 

Respondents) 

Percentage ( % ) 

Age 18-40 Years 152 43.30 

41-62 Years 116 33.05 

>62 Years 83 23.65 

Total 351 100 

 

(Source: Primary Data collected for the Study) 

      

Figure 5.3: 

Age wise Frequency Distribution of Respondents 

(Source:  Primary Data collected for the Study) 

 Education Level:  The distribution of the respondents on the basis of  education 

level is shown below in the Table no. 5.4 and Figure 5.4 

Table 5.4: 

Education wise Frequency Distribution of Respondents 

Item Description Frequency ( No .of 

Respondents) 

Percentage ( % ) 

Education 

Level 

10th Grade 47 13.39 

12th Grade 48 13.66 
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Graduate 205 58.40 

 Post Graduate 40 11.40 

Others 11 3.13 

Total 351 100 

(Source: Primary Data collected for the Study) 

        

 

Figure 5.4: 

Education wise Frequency Distribution of Respondents 

(Source:  Primary Data collected for the Study) 

 Shopping Status:  The distribution of the respondents on the basis of  shopping  is 

shown below in the Table no. 5.5 and Figure 5.5. 

Table 5.5: 

Frequency Distribution of Respondents shopping wise 

Item Description Frequency ( No .of 

Respondents) 

Percentage ( % ) 

Type of 

Shopper 

Primary Grocer 238 67.80 

Non- Primary Grocer 113 32.19 

Total 351 100 

 

                                    (Source: Primary Data collected for the Study) 
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Figure 5.5: 

Frequency Distribution of Respondents shopping wise 

(Source:  Primary Data collected for the Study) 

 Shopping Status:  The distribution of the respondents  according to the number  of 

members in the house hold is shown below in the Table no. 5.6 and Figure 5.6. 

Table 5.6: 

Frequency Distribution of Respondents according to the number of Members in the Household 

Item Description Frequency ( No .of 

Respondents) 

Percentage ( % ) 

Number of 

Members in 

Household 

Live alone 37 10.54 

Two   29 8.26 

Three 74 21.08 

Four 121 34.47 

Five 47 13.39 

Six or more 43 12.26 

Total 351 100 

 

                                    (Source: Primary Data collected for the Study)
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Figure 5.6: 

Frequency Distribution of Respondents according to the number of members in the Household 

(Source:  Primary Data collected for the Study) 

The data analysis for each of the element, the stimuli used for each of the medium, the 

corresponding Hypothesis and their outcomes are discussed as under: 

5.2 Analysis of the Impact of Celebrity Endorsed verses Non-Celebrity 

Endorsed verses Non-Endorsed Advertisements ( Element 1 ): 

The first element whose impact was analyzed was Celebrity Endorsed verses Non-

Celebrity Endorsed verses Non-Endorsed Advertisements. The analysis was done first for 

the Television Media and then for the Print Media. The analysis was done for each of the 

Medium separately. 

5.2.1 Analysis for Television Media: 

The stimuli used for the Television Media were Celebrity Endorsed verses Non-Celebrity 

Endorsed verses Non-Endorsed Advertisements. The respondents were randomly assigned 

to one of the three conditions. i.e. They were shown either Celebrity Endorsed 

Advertisement or Non-Celebrity Endorsed Advertisement or Non-Endorsed Advertisement  
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only one at a time. The pictures of the Stimuli used for Television Media to analyze the 

impact of Element1 are shown below in the Figure 5.7. 

                 

 

  

                                                                              Figure 5.7: 

Celebrity Endorsed vs. Non-Celebrity Endorsed vs. Non-Endorsed Advertisements 

 



Analysis of the Impact of Celebrity Endorsed verses Non-Celebrity Endorsed verses Non-

Endorsed Advertisements 
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In the beginning, the respondents were asked 1) Whether they have seen the advertisement 

or not, 2) If yes, then how long back they have shown the same advertisement, & 3) the 

number of times they have seen the same advertisement. 

 

The responses were noted down and the results revealed that in case of Television Media, 

98% of respondents i.e. (344 out of 351 respondents) have shown the advertisement, out of 

which 25.36% of respondents have shown the advertisement only one time, 23.36% of 

respondents have shown the advertisement two times, 16.81% of respondents have shown 

the advertisement three times, 15.95% of respondents have shown the advertisement four 

times, & 16.52% of respondents have shown the advertisement more than four times. Out 

of 98% of respondents, 25.93% of respondents have shown the advertisement less than one 

week ago, 21.94% of respondents have shown the advertisement before two weeks, 

17.09% of respondents have shown the advertisement before three weeks, 16.52% of 

respondents have shown the advertisement before four weeks, & 16.52% of respondents 

have shown the advertisement more than four weeks ago.  

 

Out of 351 respondents, 127 respondents (out of 127 respondents, 125 respondents have 

shown the advertisement before) were randomly assigned to Celebrity Endorsed 

Advertisement, 118 respondents (out of 118 respondents, 116 respondents have shown the 

advertisement before)  were randomly assigned to Non-Celebrity Endorsed Advertisement 

& 106 respondents (out of 106 respondents, 103 respondents have shown the 

advertisement before)  were randomly assigned to Non-Endorsed Advertisement. 

 

Then the respondents were asked whether the celebrity endorsing the 

advertisement was their favourite celebrity or not. Out of 125 respondents, 70  

respondents  replied  that  the celebrity shown in the advertisement was their 

favourite celebrity and 55 respondents replied that the celebrity shown in the 

advertisement was not their favourite celebrity. 

 

The next thing that was determined was whether the consumers’ ability to recall the 

advertisement is independent of type of advertisement or not. The corresponding 

Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands for alternate 

Hypothesis. 
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The data was analyzed using Chi –square test of Independence / association  so as to 

determine whether there is association between the two variables or not. The cross 

tabulation between Consumers’ ability to recall the advertisement & type of advertisement 

is shown below in the Table no. 5.7

 

Table 5.7:     

Crosstabulation : Type of Advertisements * Number of Times Consumers See the Advertisement  

   Number of Times Consumers See the 

Advertisement 

Total 

   

1 time 2 times 3 times 4 times 

>4 

times 

Type of 

Advertisements 

Celebrity Endorsed 

Advertisement 

Count 12 18 22 31 42 125 

Expected Count 32.3 29.8 21.4 20.3 21.1 125.0 

% within Type of 

Advertisements 

9.6% 14.4% 17.6% 24.8% 33.6% 100.0% 

% within Number 

of Times 

Consumers See the 

Advertisement 

13.5% 22.0% 37.3% 55.4% 72.4% 36.3% 

% of Total 3.5% 5.2% 6.4% 9.0% 12.2% 36.3% 

Non-Celebrity 

Endorsed 

Advertisement 

Count 39 27 22 16 12 116 

Expected Count 30.0 27.7 19.9 18.9 19.6 116.0 

% within Type of 

Advertisements 

33.6% 23.3% 19.0% 13.8% 10.3% 100.0% 

% within Number 

of Times 

Consumers See the 

Advertisement 

43.8% 32.9% 37.3% 28.6% 20.7% 33.7% 

% of Total 11.3% 7.8% 6.4% 4.7% 3.5% 33.7% 

H0: Consumers’ ability to recall the advertisement is independent of the type of 

advertisement.   

Ha: Consumers’ ability to recall the advertisement is not independent of the type of 

advertisement.   
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Non-Endorsed 

Advertisement 

Count 38 37 15 9 4 103 

Expected Count 26.6 24.6 17.7 16.8 17.4 103.0 

% within Type of 

Advertisements 

36.9% 35.9% 14.6% 8.7% 3.9% 100.0% 

% within Number 

of Times 

Consumers See the 

Advertisement 

42.7% 45.1% 25.4% 16.1% 6.9% 29.9% 

% of Total 11.0% 10.8% 4.4% 2.6% 1.2% 29.9% 

Total Count 89 82 59 56 58 344 

Expected Count 89.0 82.0 59.0 56.0 58.0 344.0 

% within Type of 

Advertisements 

25.9% 23.8% 17.2% 16.3% 16.9% 100.0% 

% within Number 

of Times 

Consumers See the 

Advertisement 

100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 25.9% 23.8% 17.2% 16.3% 16.9% 100.0% 

(Source: Primary Data collected for the Study) 

The outcome of Chi- Square test is shown below in Table no. 5.8 and Systematic Measures 

are shown in Table no. 5.9. 

Table 5.8: 

Chi-Square Tests 

 

 

Monte Carlo Sig. (2-sided) Monte Carlo Sig. (1-sided) 

 

 

95% Confidence 

Interval  

95% Confidence 

Interval 

 

Value df 

Asymp. Sig. (2-

sided) Sig. 

Lower 

Bound 

Upper 

Bound Sig. 

Lower 

Bound 

Upper 

Bound 

Pearson Chi-Square 75.553a 8 .000 .000b .000 .000    

Likelihood Ratio 79.231 8 .000 .000b .000 .000    

Fisher's Exact Test 77.213   .000b .000 .000    

Linear-by-Linear 

Association 

65.617c 1 .000 .000b .000 .000 .000b .000 .000 

N of Valid Cases 344         

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 16.77. 

b. Based on 10000 sampled tables with starting seed 1993510611. 
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Chi-Square Tests 

 

 

Monte Carlo Sig. (2-sided) Monte Carlo Sig. (1-sided) 

 

 

95% Confidence 

Interval  

95% Confidence 

Interval 

 

Value df 

Asymp. Sig. (2-

sided) Sig. 

Lower 

Bound 

Upper 

Bound Sig. 

Lower 

Bound 

Upper 

Bound 

Pearson Chi-Square 75.553a 8 .000 .000b .000 .000    

Likelihood Ratio 79.231 8 .000 .000b .000 .000    

Fisher's Exact Test 77.213   .000b .000 .000    

Linear-by-Linear 

Association 

65.617c 1 .000 .000b .000 .000 .000b .000 .000 

N of Valid Cases 344         

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 16.77. 

b. Based on 10000 sampled tables with starting seed 1993510611. 

c. The standardized statistic is -8.100. 

 

                                         (Source: Primary Data collected for the Study) 

  Table 5.9: 

Symmetric Measures 

  

 

Monte Carlo Sig. 

   95% Confidence Interval 

  

Value 

Approx. 

Sig. Sig. Lower Bound Upper Bound 

Nominal by 

Nominal 

Phi .469 .000 .000a .000 .000 

Cramer's V .331 .000 .000a .000 .000 

Contingency 

Coefficient 

.424 .000 .000a .000 .000 

N of Valid Cases 344     

a. Based on 10000 sampled tables with starting seed 1993510611. 

 

The results of the analysis revealed that significance value is less than 0.05 i.e. p < 0.05. So 

Alternate Hypothesis is accepted and there is an association between the two variables. 

Moreover the value of Cramer’s V is Cramer’s V= 0.331. This also indicates that there is 

significant amount of association between two variables. Hence one can conclude that:            

“ A Chi- Square test for Independence / association indicated that Consumers’ ability to 

recall the advertisement is not independent of type of advertisement  
2
  (8, n = 344) = 
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75.53, p < 0.05, Cramer’s V = 0.331.”  The graph of cross tabulation for both the variables 

is also shown in Figure 5.8. 

 

The next thing that was determined was Purchase Intention for the advertised product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.10 to 5.14 shows the output of the ANOVA test.  

Table 5.10: 

Descriptives 

Consumers' Overall Purchase Intention 

 

N Mean 

Std. 

Deviation Std. Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

H0: Consumers’ purchase intention do not differ significantly between different 

types of advertisements of laptop. 

Ha: Consumers’ purchase intention differ significantly between different types of 

advertisements of laptop. 
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Celebrity Endorsed 

Advertisement 

122 2.8738 .87545 .07926 2.7169 3.0307 .80 4.00 

Non-Celebrity Endorsed 

Advertisement 

119 2.2235 .94642 .08676 2.0517 2.3953 .80 4.00 

Non-Endorsed Advertisement 110 1.9727 .81431 .07764 1.8188 2.1266 .80 3.80 

Total 351 2.3709 .95855 .05116 2.2703 2.4716 .80 4.00 

 

(Source: Primary Data collected for the Study) 

Table 5.11: 

 

 

 

 

 

(Source: Primary Data collected for the Study) 

Table 5.12: 

ANOVA 

Consumers' Overall Purchase Intention  

 Sum of Squares Df Mean Square F Sig. 

Between Groups 50.875 2 25.438 32.700 .000 

Within Groups 270.708 348 .778   

Total 321.584 350    

 

(Source: Primary Data collected for the Study) 

Table 5.13: 

Multiple Comparisons 

Consumers' Overall Purchase Intention 

Tukey HSD 

(I) Group (J) Group 

Mean 

Difference 

(I-J) 

Std. 

Error Sig. 

95% Confidence Interval 

Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed 

Advertisement 

Non-Celebrity 

Endorsed 

Advertisement 

.65024* .11364 .000 .3828 .9177 

Non-Endorsed 

Advertisement 

.90104* .11597 .000 .6281 1.1740 

Test of Homogeneity of Variances 

Consumers' Overall Purchase Intention  

Levene Statistic df1 df2 Sig. 

2.938 2 348 .054 
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Non-Celebrity 

Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.65024* .11364 .000 -.9177 -.3828 

Non-Endorsed 

Advertisement 

.25080 .11666 .082 -.0238 .5254 

Non-Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.90104* .11597 .000 -1.1740 -.6281 

Non-Celebrity 

Endorsed 

Advertisement 

-.25080 .11666 .082 -.5254 .0238 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

Table 5.14: 

Consumers' Overall Purchase Intention  

Tukey HSDa,,b 

Group N 

Subset for alpha = 0.05 

1 2 

Non-Endorsed 

Advertisement 

110 1.9727 
 

Non-Celebrity Endorsed 

Advertisement 

119 2.2235 
 

Celebrity Endorsed 

Advertisement 

122 
 

2.8738 

Sig.  .077 1.000 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 116.772. 

b. The group sizes are unequal. The harmonic mean of the group 

sizes is used. Type I error levels are not guaranteed. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Purchase Intention Scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & Kurtosis valued for each 

group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of variance is assessed by using Levene’s test for equality of variance 

since the sig-value in the Table No. 5.11 was greater than 0.05 (p = 0.054) so the 

assumption was met. 
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The significance value in Anova Table is p < 0.05 i.e. p =0.00 so null hypothesis is rejected 

and alternate hypothesis is accepted and thus consumers’ purchase intention for the 

advertised product differ significantly between different type of advertisements. Now to 

find where the difference exists, post hoc analysis had done using Tukey-HSD test. The 

outcomes of Tukey HSD tests are shown in the above table no.5.13. Hence it can be 

concluded that  

“A one way between the group analysis of variance revealed that there was statistically 

significant difference in consumers’ purchase intention for the advertised product between 

different type of advertisements. F (2, 348) = 32.700, p < 0.05, The effect size ,  = 

0.3910. Post Hoc comparison using Tukey HSD test indicated that consumers’ purchase 

intention for the advertised product is significantly higher for Celebrity Endorsed 

Advertisement (2.87  0.88) as compared to Non-Celebrity Endorsed Advertisement (2.22 

 0.95, p=0.000) and Non-Endorsed Advertisement (1.97  0.81, p=0.000). The Tukey 

HSD test also revealed that there is no significant difference in consumers’ purchase 

intention for the advertised product between Non-Celebrity Endorsed Advertisement (2.22 

 0.95, p=0.082) and Non-Endorsed Advertisement (1.97  0.81, p=0.082). 

The next thing that was determined was Consumers’ attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.15 to 5.19 shows the output of the ANOVA test.  

Table 5.15: 

Descriptives 

Overall Attitude towards Advertisement 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean Minimum Maximum 

H0: Consumers’ attitude towards advertisement do not differ significantly between 

different types of advertisements of laptop. 

Ha: Consumers’ attitude towards advertisement differ significantly between different 

types of advertisements of laptop. 
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 Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed Advertisement 122 3.3538 1.05758 .09575 3.1642 3.5433 1.00 5.00 

Non-Celebrity Endorsed 

Advertisement 

119 2.8893 1.14417 .10489 2.6816 3.0970 1.00 5.00 

Non-Endorsed Advertisement 110 2.3901 .87118 .08306 2.2254 2.5547 1.00 5.00 

Total 351 2.8943 1.10358 .05890 2.7784 3.0101 1.00 5.00 

(Source: Primary Data collected for the Study) 

Table 5.16: 

Test of Homogeneity of Variances 

Overall Attitude towards Advertisement 

Levene Statistic df1 df2 Sig. 

5.484 2 348 .005 

(Source: Primary Data collected for the Study) 

Table 5.17: 

ANOVA 

Overall Attitude towards Advertisement 

 Sum of Squares Df Mean Square F Sig. 

Between Groups 53.727 2 26.864 25.094 .000 

Within Groups 372.536 348 1.071   

Total 426.264 350    

(Source: Primary Data collected for the Study) 

Table 5.18: 

Robust Tests of Equality of Means 

Overall Attitude towards Advertisement 

 Statistica df1 df2 Sig. 

Welch 29.062 2 230.998 .000 

a. Asymptotically F distributed. 

(Source: Primary Data collected for the Study) 

Table 5.19: 

Multiple Comparisons 

Overall Attitude towards Advertisement 

Games-Howell 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 
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Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed 

Advertisement 

Non-Celebrity Endorsed 

Advertisement 

.46447* .14202 .004 .1295 .7994 

Non-Endorsed 

Advertisement 

.96371* .12676 .000 .6647 1.2627 

Non-Celebrity Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.46447* .14202 .004 -.7994 -.1295 

Non-Endorsed 

Advertisement 

.49924* .13379 .001 .1835 .8150 

Non-Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.96371* .12676 .000 -1.2627 -.6647 

Non-Celebrity Endorsed 

Advertisement 

-.49924* .13379 .001 -.8150 -.1835 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Advertisement Attitude Scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & Kurtosis valued for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of variance is assessed by using Levene’s test for equality of 

variance since the sig-value in the Table No. 5.16 was less than 0.05 (p = 0.005) so the 

assumption do not met & thus Welch F-ratio is used and reported. 

The Table no.5.18 of the Robust Test of equality of means indicated that significance value 

.i.e. p < 0.05. Thus it can be concluded that null hypothesis is rejected and alternate 

hypothesis is accepted and there exists difference in consumers’ attitude towards 

advertisement for different type of advertisements. 

Now to find where the difference exists, post hoc analysis is done using Games-Howell 

test. The outcomes of Games – Howell test are shown in above Table no. 5.36. So it can be 

concluded that  

“ A one way between the group analysis of variance revealed that there is statistically 

significant difference in consumers’ attitude towards advertisement for different type of 

advertisements, F ( 2 , 348 ) = 25.094 ; p < 0.05; The effect size ,  = 0.3474. Post Hoc 

Analysis using Games- Howell test indicated that consumers’ attitude towards Celebrity 
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Endorsed advertisement  (3.35    1.058) was more favourable as compared to Non-

Celebrity Endorsed advertisement  (2.89  1.14, p = 0.004) and Non-Endorsed 

Advertisement (2.39  0.87, p = 0.000). Similarly test also revealed that consumers’ 

attitude towards Non-Celebrity Endorsed advertisement (2.89  1.14) was more 

favourable  as compared to Non-Endorsed advertisement  (2.39  0.87, p = 0.001). 

The next thing that was determined was whether the consumers’ ad recall decay is 

independent of type of advertisement or not. The corresponding Hypothesis are as under. 

Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Chi –square test of Independence / association  so as to 

determine whether there is association between the two variables or not. The cross 

tabulation between Consumers’ ad recall decay & type of advertisement is shown below in 

the Table no.5.20. 

 

Table 5.20:     

Crosstabulation : Type of Advertisements * Number of Times Consumers See the Advertisement  

   Number of Times Consumers See the 

Advertisement 

Total 

   

1 time 2 times 3 times 4 times 

>4 

times 

Type of 

Advertisements 

Celebrity Endorsed 

Advertisement 

Count 12 18 22 31 42 125 

Expected Count 32.3 29.8 21.4 20.3 21.1 125.0 

% within Type of 

Advertisements 

9.6% 14.4% 17.6% 24.8% 33.6% 100.0% 

% within Number 

of Times 

Consumers See the 

Advertisement 

13.5% 22.0% 37.3% 55.4% 72.4% 36.3% 

% of Total 3.5% 5.2% 6.4% 9.0% 12.2% 36.3% 

Non-Celebrity Count 39 27 22 16 12 116 

H0: Consumers’ ad recall decay is independent of the type of advertisement.   

Ha: Consumers’ ad recall decay is not independent of the type of advertisement.   
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Endorsed 

Advertisement 

Expected Count 30.0 27.7 19.9 18.9 19.6 116.0 

% within Type of 

Advertisements 

33.6% 23.3% 19.0% 13.8% 10.3% 100.0% 

% within Number 

of Times 

Consumers See the 

Advertisement 

43.8% 32.9% 37.3% 28.6% 20.7% 33.7% 

% of Total 11.3% 7.8% 6.4% 4.7% 3.5% 33.7% 

Non-Endorsed 

Advertisement 

Count 38 37 15 9 4 103 

Expected Count 26.6 24.6 17.7 16.8 17.4 103.0 

% within Type of 

Advertisements 

36.9% 35.9% 14.6% 8.7% 3.9% 100.0% 

% within Number 

of Times 

Consumers See the 

Advertisement 

42.7% 45.1% 25.4% 16.1% 6.9% 29.9% 

% of Total 11.0% 10.8% 4.4% 2.6% 1.2% 29.9% 

Total Count 89 82 59 56 58 344 

Expected Count 89.0 82.0 59.0 56.0 58.0 344.0 

% within Type of 

Advertisements 

25.9% 23.8% 17.2% 16.3% 16.9% 100.0% 

% within Number 

of Times 

Consumers See the 

Advertisement 

100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 25.9% 23.8% 17.2% 16.3% 16.9% 100.0% 

    

(Source: Primary Data collected for the Study) 

The outcome of Chi- Square test is shown below in Table no. 5.21 and Systematic 

Measures are shown in Table no. 5.22. 

Table 5.21: 

Chi-Square Tests 

 

 

Monte Carlo Sig. (2-sided) Monte Carlo Sig. (1-sided) 

 

 

95% Confidence 

Interval  

95% Confidence 

Interval 
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Value df 

Asymp. Sig. (2-

sided) Sig. 

Lower 

Bound 

Upper 

Bound Sig. 

Lower 

Bound 

Upper 

Bound 

Pearson Chi-Square 65.171a 8 .000 .000b .000 .000    

Likelihood Ratio 67.272 8 .000 .000b .000 .000    

Fisher's Exact Test 65.642   .000b .000 .000    

Linear-by-Linear 

Association 

54.878c 1 .000 .000b .000 .000 .000b .000 .000 

N of Valid Cases 344         

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 17.37. 

b. Based on 10000 sampled tables with starting seed 2000000. 

c. The standardized statistic is -7.408. 

                                         (Source: Primary Data collected for the Study) 

Table 5.22: 

Symmetric Measures 

  

 

Monte Carlo Sig. 

   95% Confidence Interval 

  

Value 

Approx. 

Sig. Sig. Lower Bound Upper Bound 

Nominal by 

Nominal 

Phi .435 .000 .000a .000 .000 

Cramer's V .308 .000 .000a .000 .000 

Contingency 

Coefficient 

.399 .000 .000a .000 .000 

N of Valid Cases 344     

a. Based on 10000 sampled tables with starting seed 2000000. 

(Source: Primary Data collected for the Study) 

The results of the analysis revealed that significance value is less than 0.05 i.e. p < 0.05. So 

Alternate Hypothesis is accepted and there is an association between the two variables. 

Moreover the value of Cramer’s V is Cramer’s V= 0.308. This also indicates that there is a 

significant amount of association between two variables. Hence one can conclude that:            

“A Chi- Square test for Independence / association indicated that Consumers’ ad recall 

decay is not independent of type of advertisement 
2
 (8, n = 344) = 65.171, p < 0.05, 

Cramer’s V = 0.308.”  The graph of cross tabulation for both the variables is also shown in 

Figure 5.9.
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The next thing that was determined was whether the consumers’ ad recall decay is 

independent of Celebrity Liking or not. The corresponding Hypothesis are as under. Here 

H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Chi –square test of Independence / association  so as to 

determine whether there is association between the two variables or not. The cross 

tabulation between Consumers’ ad recall decay & Celebrity Liking is shown below in the 

Table no.5.23. 

Table 5.23:     

Celebrity  Liking * Time  Duration  Before  Which  Advertisement  Was  Seen  by  Consumers  

   Time  Duration  Before  Which  Advertisement  

Was  Seen  by  Consumers 

Total 

   <1 

Week 2 Weeks 3 Weeks 4 Weeks 

>4 

Weeks 

Celebrity  

Liking 

Celebrity  

Liked 

Count 9 10 11 15 25 70 

Expected Count 14.0 12.3 12.9 12.9 17.9 70.0 

% within Celebrity  Liking 12.9% 14.3% 15.7% 21.4% 35.7% 100.0% 

H0: Consumers’ ad recall decay is independent of Celebrity Liking.   

Ha: Consumers’ ad recall decay is not independent of Celebrity Liking.   
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% within Time  Duration  

Before  Which  

Advertisement  Was  Seen  

by  Consumers 

36.0% 45.5% 47.8% 65.2% 78.1% 56.0% 

% of Total 7.2% 8.0% 8.8% 12.0% 20.0% 56.0% 

Celebrity  

Not  Liked 

Count 16 12 12 8 7 55 

Expected Count 11.0 9.7 10.1 10.1 14.1 55.0 

% within Celebrity  Liking 29.1% 21.8% 21.8% 14.5% 12.7% 100.0% 

% within Time  Duration  

Before  Which  

Advertisement  Was  Seen  

by  Consumers 

64.0% 54.5% 52.2% 34.8% 21.9% 44.0% 

% of Total 12.8% 9.6% 9.6% 6.4% 5.6% 44.0% 

Total Count 25 22 23 23 32 125 

Expected Count 25.0 22.0 23.0 23.0 32.0 125.0 

% within Celebrity  Liking 20.0% 17.6% 18.4% 18.4% 25.6% 100.0% 

% within Time  Duration  

Before  Which  

Advertisement  Was  Seen  

by  Consumers 

100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 20.0% 17.6% 18.4% 18.4% 25.6% 100.0% 

(Source: Primary Data collected for the Study) 

The outcome of Chi- Square test is shown below in Table no. 5.24 (a) and Systematic 

Measures are shown in Table no. 5.24(b).

 

Table 5.24 (a): 

Chi-Square Tests 

 

 

Monte Carlo Sig. (2-sided) Monte Carlo Sig. (1-sided) 

 

 

95% Confidence 

Interval  

95% Confidence 

Interval 

 

Value df 

Asymp. 

Sig. (2-

sided) Sig. 

Lower 

Bound 

Upper 

Bound Sig. 

Lower 

Bound 

Upper 

Bound 

Pearson Chi-

Square 

12.825a 4 .012 .013b .011 .015 
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Likelihood Ratio 13.313 4 .010 .013b .011 .015    

Fisher's Exact Test 12.929   .012b .010 .014    

Linear-by-Linear 

Association 

12.143c 1 .000 .001b .000 .001 .000b .000 .001 

N of Valid Cases 125         

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 9.68. 

b. Based on 10000 sampled tables with starting seed 957002199. 

c. The standardized statistic is -3.485. 

                                         (Source: Primary Data collected for the Study) 

Table 5.24 (b): 

Symmetric Measures 

  

 

Monte Carlo Sig. 

   95% Confidence Interval 

  Value Approx. Sig. Sig. Lower Bound Upper Bound 

Nominal by Nominal Phi .320 .012 .013a .011 .015 

Cramer's V .320 .012 .013a .011 .015 

Contingency Coefficient .305 .012 .013a .011 .015 

N of Valid Cases 125     

a. Based on 10000 sampled tables with starting seed 957002199. 

(Source: Primary Data collected for the Study) 

The results of the analysis revealed that significance value is less than 0.05 i.e. p < 0.05. So 

Alternate Hypothesis is accepted and there is an association between the two variables. 

Moreover the value of Cramer’s V is Cramer’s V= 0.320. This also indicates that there is a 

significant amount of association between two variables. Hence one can conclude that:            

“A Chi- Square test for Independence / association indicated that Consumers’ ad recall 

decay is not independent of Celebrity Liking 
2
 (4, n = 125) = 12.825, p < 0.05, Cramer’s 

V = 0.320.”  The graph of cross tabulation for both the variables is also shown in Figure 

5.10. 
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The next thing that was determined was Consumers’ overall impression about company. 

The corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha 

stands for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.25 to 5.29  shows the output of the ANOVA test.  

Table 5.25: 

Descriptives 

Consumers’  Overall  Impression  about  Company 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 
Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed 

Advertisement 

122 3.3623 1.16259 .10526 3.1539 3.5707 1.00 5.00 

H0: Consumers’ overall impression about company do not differ significantly 

between different types of advertisements of laptop. 

Ha: Consumers’ overall impression about company differ significantly between 

different types of advertisements of laptop. 
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Non-Celebrity Endorsed 

Advertisement 

119 2.8706 1.11068 .10182 2.6690 3.0722 1.00 5.00 

Non-Endorsed 

Advertisment 

110 2.8218 1.20681 .11507 2.5938 3.0499 1.00 5.00 

Total 351 3.0262 1.18215 .06310 2.9021 3.1503 1.00 5.00 

(Source: Primary Data collected for the Study) 

Table 5.26: 

Test of Homogeneity of Variances 

Consumers’  Overall  Impression  about  Company 

Levene Statistic df1 df2 Sig. 

1.225 2 348 .295 

(Source: Primary Data collected for the Study) 

Table 5.27: 

ANOVA 

Consumers’  Overall  Impression  about  Company 

 Sum of Squares Df Mean Square F Sig. 

Between Groups 21.258 2 10.629 7.906 .000 

Within Groups 467.861 348 1.344   

Total 489.119 350    

(Source: Primary Data collected for the Study) 

Table 5.28: 

Multiple Comparisons 

Consumers’  Overall  Impression  about  Company 

Tukey HSD 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed 

Advertisement 

Non-Celebrity Endorsed 

Advertisement 

.49171* .14939 .003 .1401 .8433 

Non-Endorsed 

Advertisment 

.54048* .15245 .001 .1816 .8993 

Non-Celebrity Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.49171* .14939 .003 -.8433 -.1401 

Non-Endorsed 

Advertisment 

.04877 .15336 .946 -.3122 .4098 
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Non-Endorsed 

Advertisment 

Celebrity Endorsed 

Advertisement 

-.54048* .15245 .001 -.8993 -.1816 

Non-Celebrity Endorsed 

Advertisement 

-.04877 .15336 .946 -.4098 .3122 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

Table 5.29: 

Consumers’  Overall  Impression  about  Company 

Tukey HSDa,,b 

Group N 

Subset for alpha = 0.05 

1 2 

Non-Endorsed Advertisment 110 2.8218  

Non-Celebrity Endorsed 

Advertisement 

119 2.8706 
 

Celebrity Endorsed 

Advertisement 

122 
 

3.3623 

Sig.  .945 1.000 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 116.772. 

b. The group sizes are unequal. The harmonic mean of the group 

sizes is used. Type I error levels are not guaranteed. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Company Impression Scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & Kurtosis valued for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of variance is assessed by using Levene’s test for equality of 

variance since the sig-value in the Table No. 5.26 was greater than 0.05 (p = 0.295) so the 

assumption was met. 

The significance value in Anova Table is p < 0.05 i.e. p =0.00 so null hypothesis is rejected 

and alternate hypothesis is accepted and thus consumers’ impression about company differ 

significantly between different type of advertisements. Now to find where the difference 

exists, post hoc analysis had done using Tukey-HSD test. The outcomes of Tukey HSD 

tests are shown in the above table no.5.28. Hence it can be concluded that 
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“A one way between the group analysis of variance revealed that there was statistically 

significant difference in consumers’ impression about company between different type of 

advertisements. F (2, 348) = 7.906, p < 0.05, The effect size,  = 0.0379. Post Hoc 

comparison using Tukey HSD test indicated that consumers have more favourable/positive 

impression about company when advertisements are endorsed by celebrity (3.36  1.16) 

as compared to Non-Celebrity Endorsed Advertisement (2.87  1.11, p=0.003) and Non-

Endorsed Advertisement (2.82  1.21, p=0.001). The Tukey HSD test also revealed that 

there is no significant difference in consumers’ impression about company between Non-

Celebrity Endorsed Advertisement (2.87  1.11, p=0.946) and Non-Endorsed 

Advertisement  (2.82    1.21,   p=0.946).       

5.2.2 Analysis for Print Media: 

The stimuli used for the Print Media were Celebrity Endorsed verses Non-Celebrity 

Endorsed verses Non-Endorsed Advertisements. The respondents were randomly assigned 

to one of the three conditions. i.e. They were shown either Celebrity Endorsed 

Advertisement or Non-Celebrity Endorsed Advertisement or Non-Endorsed Advertisement  

only one at a time. The pictures of the Stimuli used for Print Media to analyze the impact 

of Element1 are shown below in the Figure 5.11. 
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                                                                              Figure 5.11: 

Celebrity Endorsed vs. Non-Celebrity Endorsed vs. Non-Endorsed Advertisements 

 

In the beginning, the respondents were asked 1) Whether they have seen the advertisement 

or not, 2) If yes, then how long back they have shown the same advertisement, & 3) the 

number of times they have seen the same advertisement. 

 

 

The responses were noted down and the results revealed that in case of Television Media, 

94.02% of respondents have shown the advertisement, out of which 24.79% of respondents 

have shown the advertisement only one time, 22.51% of respondents have shown the 

advertisement two times, 16.24% of respondents have shown the advertisement three 

times, 14.81% of respondents have shown the advertisement four times, & 15.67% of 

respondents have shown the advertisement more than four times. Out of 94.02% of 

respondents, 25.36% of respondents have shown the advertisement less than one week ago, 

20.80% of respondents have shown the advertisement before two weeks, 15.67% of



Chapter – 5   Final Data Analysis & Interpretation 
 

104 
  

 respondents have shown the advertisement before three weeks, 16.24% of respondents 

have shown the advertisement before four weeks, & 15.96% of respondents have shown 

the advertisement more than four weeks ago.  

 

Out of 351 respondents, 122 respondents (out of 122 respondents, 117 respondents have 

shown the advertisement before) were randomly assigned to Celebrity Endorsed 

Advertisement, 119 respondents (out of 119 respondents, 112 respondents have shown the 

advertisement before)  were randomly assigned to Non-Celebrity Endorsed Advertisement 

& 110 respondents (out of 110 respondents, 101 respondents have shown the 

advertisement before)  were randomly assigned to Non-Endorsed Advertisement. 

 

Then the respondents were asked whether the celebrity endorsing the 

advertisement was their favourite celebrity or not. Out of 117 respondents, 65  

respondents  replied  that  the celebrity shown in the advertisement was their 

favourite celebrity and 52 respondents replied that the celebrity shown in the 

advertisement was not their favourite celebrity. 

 

The next thing that was determined was whether the consumers’ ability to recall the 

advertisement is independent of type of advertisement or not. The corresponding 

Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands for alternate 

Hypothesis. 

The data was analyzed using Chi –square test of Independence / association  so as to 

determine whether there is association between the two variables or not. The cross 

tabulation between Consumers’ ability to recall the advertisement & type of advertisement 

is shown below in the Table no.5.30. 

 

 

 

H0: Consumers’ ability to recall the advertisement is independent of the type of 

advertisement.   

Ha: Consumers’ ability to recall the advertisement is not independent of the type of 

advertisement.   
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Table 5.30:     

Type of Advertisements * Number of Times Consumers See the Advertisement Crosstabulation 

   Number of Times Consumers See the 

Advertisement 

Total 

   

1 time 2 times 3 times 4 times 

>4 

times 

Type of 

Advertisements 

Celebrity 

Endorsed 

Advertisement 

Count 10 17 20 30 40 117 

Expected Count 30.8 28.0 20.2 18.4 19.5 117.0 

% within Type of 

Advertisements 

8.5% 14.5% 17.1% 25.6% 34.2% 100.0% 

% within Number of 

Times Consumers 

See the 

Advertisement 

11.5% 21.5% 35.1% 57.7% 72.7% 35.5% 

% of Total 3.0% 5.2% 6.1% 9.1% 12.1% 35.5% 

Non-Celebrity 

Endorsed 

Advertisement 

Count 39 25 22 15 11 112 

Expected Count 29.5 26.8 19.3 17.6 18.7 112.0 

% within Type of 

Advertisements 

34.8% 22.3% 19.6% 13.4% 9.8% 100.0% 

% within Number of 

Times Consumers 

See the 

Advertisement 

44.8% 31.6% 38.6% 28.8% 20.0% 33.9% 

% of Total 11.8% 7.6% 6.7% 4.5% 3.3% 33.9% 

Non-Endorsed 

Advertisement 

Count 38 37 15 7 4 101 

Expected Count 26.6 24.2 17.4 15.9 16.8 101.0 

% within Type of 

Advertisements 

37.6% 36.6% 14.9% 6.9% 4.0% 100.0% 

% within Number of 

Times Consumers 

See the 

Advertisement 

43.7% 46.8% 26.3% 13.5% 7.3% 30.6% 

% of Total 11.5% 11.2% 4.5% 2.1% 1.2% 30.6% 

Total Count 87 79 57 52 55 330 

Expected Count 87.0 79.0 57.0 52.0 55.0 330.0 

% within Type of 

Advertisements 

26.4% 23.9% 17.3% 15.8% 16.7% 100.0% 
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% within Number of 

Times Consumers 

See the 

Advertisement 

100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 26.4% 23.9% 17.3% 15.8% 16.7% 100.0% 

(Source: Primary Data collected for the Study) 

The outcome of Chi- Square test is shown below in Table no. 5.31 and Systematic 

Measures are shown in Table no. 5.32. 

Table 5.31: 

Chi-Square Tests 

 

 

Monte Carlo Sig. (2-sided) Monte Carlo Sig. (1-sided) 

 

 

95% Confidence 

Interval  

95% Confidence 

Interval 

 

Value df 

Asymp. Sig. (2-

sided) Sig. 

Lower 

Bound 

Upper 

Bound Sig. 

Lower 

Bound 

Upper 

Bound 

Pearson Chi-Square 81.070a 8 .000 .000b .000 .000    

Likelihood Ratio 85.104 8 .000 .000b .000 .000    

Fisher's Exact Test 82.848   .000b .000 .000    

Linear-by-Linear 

Association 

69.152c 1 .000 .000b .000 .000 .000b .000 .000 

N of Valid Cases 330         

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 15.92. 

b. Based on 10000 sampled tables with starting seed 1502173562. 

c. The standardized statistic is -8.316. 

(Source: Primary Data collected for the Study)

 

Table 5.32: 

Symmetric Measures 

  

 

Monte Carlo Sig. 

   95% Confidence Interval 

  Value Approx. Sig. Sig. Lower Bound Upper Bound 

Nominal by Nominal Phi .496 .000 .000a .000 .000 

Cramer's V .350 .000 .000a .000 .000 

Contingency Coefficient .444 .000 .000a .000 .000 
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The results of the analysis revealed that significance value is less than 0.05 i.e. p < 0.05. So 

Alternate Hypothesis is accepted and there is an association between the two variables. 

Moreover the value of Cramer’s V is Cramer’s V= 0.350. This also indicates that there is 

significant amount of association between two variables. Hence one can conclude that:            

“ A Chi- Square test for Independence / association indicated that Consumers’ ability to 

recall the advertisement is not independent of type of advertisement  
2
  (8, n = 330) = 

81.07, p < 0.05, Cramer’s V = 0.350.”  The graph of cross tabulation for both the variables 

is also shown in Figure 5.12. 

 

The next thing that was determined was Purchase Intention for the advertised product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.33 to 5.37 shows the output of the ANOVA test.  

N of Valid Cases 330     

a. Based on 10000 sampled tables with starting seed 1502173562. 

H0: Consumers’ purchase intention do not differ significantly between different 

types of advertisements of Shampoo. 

Ha: Consumers’ purchase intention differ significantly between different types of 

advertisements of Shampoo. 
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Table 5.33: 

Descriptives 

Overall Purchase Intention 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed 

Advertisement 

122 3.6243 1.15123 .10423 3.4180 3.8307 1.00 5.00 

Non-Celebrity Endorsed 

Advertisement 

119 3.3277 1.13598 .10414 3.1215 3.5339 1.00 5.00 

Non-Endorsed 

Advertisement 

110 2.8197 .91011 .08678 2.6477 2.9917 1.00 5.00 

Total 351 3.2716 1.12242 .05991 3.1538 3.3894 1.00 5.00 

(Source: Primary Data collected for the Study) 

Table 5.34: 

Test of Homogeneity of Variances 

Overall Purchase Intention 

Levene Statistic df1 df2 Sig. 

5.143 2 348 .006 

(Source: Primary Data collected for the Study) 

Table 5.35: 

ANOVA 

Overall Purchase Intention 

 Sum of Squares Df Mean Square F Sig. 

Between Groups 38.017 2 19.008 16.417 .000 

Within Groups 402.924 348 1.158   

Total 440.940 350    

(Source: Primary Data collected for the Study) 

Table 5.36: 

Robust Tests of Equality of Means 

Overall Purchase Intention 

 Statistica df1 df2 Sig. 

Welch 18.589 2 231.423 .000 

a. Asymptotically F distributed. 
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(Source: Primary Data collected for the Study) 

Table 5.37: 

Multiple Comparisons 

Overall Purchase Intention 

Games-Howell 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed 

Advertisement 

Non-Celebrity Endorsed 

Advertisement 

.29659 .14733 .111 -.0509 .6441 

Non-Endorsed 

Advertisement 

.80462* .13562 .000 .4847 1.1246 

Non-Celebrity Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.29659 .14733 .111 -.6441 .0509 

Non-Endorsed 

Advertisement 

.50803* .13555 .001 .1882 .8279 

Non-Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.80462* .13562 .000 -1.1246 -.4847 

Non-Celebrity Endorsed 

Advertisement 

-.50803* .13555 .001 -.8279 -.1882 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Purchase Intention Scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & Kurtosis valued for each 

group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of variance is assessed by using Levene’s test for equality of variance 

since the sig-value in the Table No. 5.34 was less than 0.05 (p = 0.006) so the assumption 

do not met & thus Welch F-ratio is used and reported. 

 

The Table no.5.36 of the Robust Test of equality of means indicated that significance value 

is 0.000.i.e. p < 0.05. Thus it can be concluded that null hypothesis is rejected and alternate 

hypothesis is accepted and there exists difference in consumers’ purchase intention for the 

advertised product. 
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Now to find where the difference exists, post hoc analysis is done using Games-Howell 

test. The outcomes of Games – Howell test are shown in above Table no. 5.37. So it can be 

concluded that  

“ A one way between the group analysis of variance revealed that there is statistically 

significant difference in consumers’ purchase intention for the advertised product, F ( 2 , 

350 ) = 16.41 ; p < 0.05; The effect size ,  = 0.2843. Post Hoc Analysis using Games- 

Howell test indicated that consumers’ purchase intention for the advertised product was 

higher for Celebrity Endorsed Advertisement  (3.62    1.15) as compared to Non- 

Endorsed advertisement  (2.82  0.91, p = 0.000). Similarly test also revealed that 

consumers’ purchase intention for the advertised product (3.32  1.14) was significantly 

higher for Non-Celebrity Endorsed Advertisement as compared to Non-Endorsed 

advertisement (2.82  0.91, p = 0.001). Test also revealed that there is no significant 

difference in Consumers’ purchase intention for the advertised product between Celebrity 

Endorsed Advertisement (3.62    1.15)  and Non-Celebrity Endorsed Advertisement (3.32  

1.14,p=0.111).   .  

The next thing that was determined was Consumers’ attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.38 to 5.42 shows the output of the ANOVA test.  

Table 5.38: 

Descriptives 

Overall Attitude towards Advertisement 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

H0: Consumers’ attitude towards advertisement do not differ significantly between 

different types of advertisements of Shampoo. 

Ha: Consumers’ attitude towards advertisement differ significantly between different 

types of advertisements of Shampoo. 
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Celebrity Endorsed 

Advertisement 

122 3.3625 1.06476 .09640 3.1716 3.5533 1.00 5.00 

Non-Celebrity Endorsed 

Advertisement 

119 2.8936 1.15310 .10570 2.6842 3.1029 1.00 5.00 

Non-Endorsed 

Advertisement 

110 2.3788 .88279 .08417 2.2120 2.5456 1.00 5.00 

Total 351 2.8952 1.11483 .05951 2.7782 3.0123 1.00 5.00 

(Source: Primary Data collected for the Study) 

 

Table 5.39: 

Test of Homogeneity of Variances 

Overall Attitude towards Advertisement 

Levene Statistic df1 df2 Sig. 

5.210 2 348 .006 

(Source: Primary Data collected for the Study) 

Table 5.40: 

ANOVA 

Overall Attitude towards Advertisement 

 Sum of Squares df Mean Square F Sig. 

Between Groups 55.974 2 27.987 25.696 .000 

Within Groups 379.025 348 1.089   

Total 434.998 350    

(Source: Primary Data collected for the Study) 

 

Table 5.41: 

Robust Tests of Equality of Means 

Overall Attitude towards Advertisement 

 Statistica df1 df2 Sig. 

Welch 29.718 2 231.059 .000 

a. Asymptotically F distributed. 

(Source: Primary Data collected for the Study) 

Table 5.42: 

Multiple Comparisons 

Overall Attitude towards Advertisement 

Games-Howell 
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(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed 

Advertisement 

Non-Celebrity Endorsed 

Advertisement 

.46892* .14306 .003 .1315 .8063 

Non-Endorsed 

Advertisement 

.98369* .12797 .000 .6818 1.2856 

Non-Celebrity Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.46892* .14306 .003 -.8063 -.1315 

Non-Endorsed 

Advertisement 

.51477* .13512 .001 .1959 .8336 

Non-Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.98369* .12797 .000 -1.2856 -.6818 

Non-Celebrity Endorsed 

Advertisement 

-.51477* .13512 .001 -.8336 -.1959 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Advertisement Attitude Scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & Kurtosis valued for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of variance is assessed by using Levene’s test for equality of 

variance since the sig-value in the Table No. 5.39 was less than 0.05 (p = 0.006) so the 

assumption do not met & thus Welch F-ratio is used and reported. 

The Table no.5.41 of the Robust Test of equality of means indicated that significance value 

=0.000 .i.e. p < 0.05. Thus it can be concluded that null hypothesis is rejected and alternate 

hypothesis is accepted and there exists difference in consumers’ attitude towards 

advertisement for different type of advertisements. 

Now to find where the difference exists, post hoc analysis is done using Games-Howell 

test. The outcomes of Games – Howell test are shown in above Table no. 5.42. So it can be 

concluded that  

“ A one way between the group analysis of variance revealed that there is statistically 

significant difference in consumers’ attitude towards advertisement for different type of 

advertisements, F ( 2 , 350 ) = 25.695 ; p < 0.05; The effect size ,  = 0.3513. Post Hoc 



Analysis of the Impact of Celebrity Endorsed verses Non-Celebrity Endorsed verses Non-

Endorsed Advertisements 

 

113 
  

Analysis using Games- Howell test indicated that consumers’ attitude towards Celebrity 

Endorsed advertisement  (3.36    1.07) was more favourable as compared to Non-

Celebrity Endorsed advertisement  (2.89  1.15, p = 0.003) and Non-Endorsed 

Advertisement (2.38  0.882, p = 0.000). Similarly test also revealed that consumers’ 

attitude towards Non-Celebrity Endorsed advertisement (2.89  1.15) was more 

favourable  as compared to Non-Endorsed advertisement  (2.38  0.882, p = 0.001). 

The next thing that was determined was whether the consumers’ ad recall decay is 

independent of type of advertisement or not. The corresponding Hypothesis are as under. 

Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Chi –square test of Independence / association so as to 

determine whether there is association between the two variables or not. The cross 

tabulation between Consumers’ ad recall decay & type of advertisement is shown below in 

the Table no. 5.43. 

Table 5.43:     

Cross-Tabulation : Type Of Advertisements * Time Duration Before Which Advertisement Was Seen 

by Consumers  

   Time Duration Before Which 

Advertisement Was Seen by Consumers 

Total 

   <1 

Week 

2 

Weeks 

3 

Weeks 

4 

Weeks 

>4 

Weeks 

Type Of 

Advertisements 

Celebrity 

Endorsed 

Advertisement 

Count 14 16 19 29 39 117 

Expected Count 31.6 25.9 19.5 20.2 19.9 117.0 

% within Type Of 

Advertisements 

12.0% 13.7% 16.2% 24.8% 33.3% 100.0% 

% within Time 

Duration Before 

Which 

Advertisement Was 

Seen by Consumers 

15.7% 21.9% 34.5% 50.9% 69.6% 35.5% 

% of Total 4.2% 4.8% 5.8% 8.8% 11.8% 35.5% 

H0: Consumers’ ad recall decay is independent of the type of advertisement.   

Ha: Consumers’ ad recall decay is not independent of the type of advertisement.   
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Non-Celebrity 

Endorsed 

Advertisement 

Count 38 24 20 18 12 112 

Expected Count 30.2 24.8 18.7 19.3 19.0 112.0 

% within Type Of 

Advertisements 

33.9% 21.4% 17.9% 16.1% 10.7% 100.0% 

% within Time 

Duration Before 

Which 

Advertisement Was 

Seen by Consumers 

42.7% 32.9% 36.4% 31.6% 21.4% 33.9% 

% of Total 11.5% 7.3% 6.1% 5.5% 3.6% 33.9% 

Non-Endorsed 

Advertisement 

Count 37 33 16 10 5 101 

Expected Count 27.2 22.3 16.8 17.4 17.1 101.0 

% within Type Of 

Advertisements 

36.6% 32.7% 15.8% 9.9% 5.0% 100.0% 

% within Time 

Duration Before 

Which 

Advertisement Was 

Seen by Consumers 

41.6% 45.2% 29.1% 17.5% 8.9% 30.6% 

% of Total 11.2% 10.0% 4.8% 3.0% 1.5% 30.6% 

Total Count 89 73 55 57 56 330 

Expected Count 89.0 73.0 55.0 57.0 56.0 330.0 

% within Type Of 

Advertisements 

27.0% 22.1% 16.7% 17.3% 17.0% 100.0% 

% within Time 

Duration Before 

Which 

Advertisement Was 

Seen by Consumers 

100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 27.0% 22.1% 16.7% 17.3% 17.0% 100.0% 

(Source: Primary Data collected for the Study) 

 

The outcome of Chi- Square test is shown below in Table no. 5.44 and Systematic 

Measures are shown in Table no. 5.45. 
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Table 5.44: 

Chi-Square Tests 

 

 

Monte Carlo Sig. (2-sided) Monte Carlo Sig. (1-sided) 

 

 

95% Confidence 

Interval  

95% Confidence 

Interval 

 

Value df 

Asymp. Sig. (2-

sided) Sig. 

Lower 

Bound 

Upper 

Bound Sig. 

Lower 

Bound 

Upper 

Bound 

Pearson Chi-Square 61.042a 8 .000 .000b .000 .000    

Likelihood Ratio 62.852 8 .000 .000b .000 .000    

Fisher's Exact Test 61.297   .000b .000 .000    

Linear-by-Linear 

Association 

52.069c 1 .000 .000b .000 .000 .000b .000 .000 

N of Valid Cases 330         

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 16.83. 

b. Based on 10000 sampled tables with starting seed 1507486128. 

c. The standardized statistic is -7.216. 

(Source: Primary Data collected for the Study) 

Table 5.45: 

Symmetric Measures 

  

 

Monte Carlo Sig. 

   95% Confidence Interval 

  Value Approx. Sig. Sig. Lower Bound Upper Bound 

Nominal by Nominal Phi .430 .000 .000a .000 .000 

Cramer's V .304 .000 .000a .000 .000 

Contingency Coefficient .395 .000 .000a .000 .000 

N of Valid Cases 330     

a. Based on 10000 sampled tables with starting seed 1507486128. 

(Source: Primary Data collected for the Study) 

The results of the analysis revealed that significance value is less than 0.05 i.e. p < 0.05. So 

Alternate Hypothesis is accepted and there is an association between the two variables. 

Moreover the value of Cramer’s V is Cramer’s V= 0.304. This also indicates that there is a 

significant amount of association between two variables. Hence one can conclude that:            

“A Chi- Square test for Independence / association indicated that Consumers’ ad recall 

decay is not independent of type of advertisement 
2
 (8, n = 330) = 61.04, p < 0.05, 
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Cramer’s V = 0.304.”  The graph of cross tabulation for both the variables is also shown in 

Figure 5.13. 

 

The next thing that was determined was whether the consumers’ ad recall decay is 

independent of Celebrity Liking or not. The corresponding Hypothesis are as under. Here 

H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Chi –square test of Independence / association so as to 

determine whether there is association between the two variables or not. The cross 

tabulation between Consumers’ ad recall decay & Celebrity Liking is shown below in the 

Table no. 5.46. 

Table 5.46:     

Cross-Tabulation :Celebrity  Liking * Time  Duration  Before  Which  Advertisement  Was  Seen  by  

Consumers  

   Time  Duration  Before  Which  Advertisement  

Was  Seen  by  Consumers 

Total 

   <1 

Week 2 Weeks 3 Weeks 4 Weeks 

>4 

Weeks 

Celebrity  Celebrity  Count 8 9 11 14 23 65 

H0: Consumers’ ad recall decay is independent of Celebrity Liking.   

Ha: Consumers’ ad recall decay is not independent of Celebrity Liking.   
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Liking Liked Expected Count 12.2 11.7 12.2 12.2 16.7 65.0 

% within Celebrity  Liking 12.3% 13.8% 16.9% 21.5% 35.4% 100.0% 

% within Time  Duration  

Before  Which  

Advertisement  Was  Seen  

by  Consumers 

36.4% 42.9% 50.0% 63.6% 76.7% 55.6% 

% of Total 6.8% 7.7% 9.4% 12.0% 19.7% 55.6% 

Celebrity  

Not  Liked 

Count 14 12 11 8 7 52 

Expected Count 9.8 9.3 9.8 9.8 13.3 52.0 

% within Celebrity  Liking 26.9% 23.1% 21.2% 15.4% 13.5% 100.0% 

% within Time  Duration  

Before  Which  

Advertisement  Was  Seen  

by  Consumers 

63.6% 57.1% 50.0% 36.4% 23.3% 44.4% 

% of Total 12.0% 10.3% 9.4% 6.8% 6.0% 44.4% 

Total Count 22 21 22 22 30 117 

Expected Count 22.0 21.0 22.0 22.0 30.0 117.0 

% within Celebrity  Liking 18.8% 17.9% 18.8% 18.8% 25.6% 100.0% 

% within Time  Duration  

Before  Which  

Advertisement  Was  Seen  

by  Consumers 

100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 18.8% 17.9% 18.8% 18.8% 25.6% 100.0% 

(Source: Primary Data collected for the Study) 

The outcome of Chi- Square test is shown below in Table no. 5.47 and Systematic 

Measures are shown in Table no. 5.48.

 

Table 5.47: 

Chi-Square Tests 

 

 

Monte Carlo Sig. (2-sided) Monte Carlo Sig. (1-sided) 

 

 

95% Confidence 

Interval  

95% Confidence 

Interval 

 

Value df 

Asymp. Sig. (2-

sided) Sig. 

Lower 

Bound 

Upper 

Bound Sig. 

Lower 

Bound 

Upper 

Bound 
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Pearson Chi-Square 10.925a 4 .027 .029b .026 .032    

Likelihood Ratio 11.290 4 .023 .029b .026 .033    

Fisher's Exact Test 10.960   .029b .025 .032    

Linear-by-Linear 

Association 

10.552c 1 .001 .001b .000 .001 .000b .000 .001 

N of Valid Cases 117         

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 9.33. 

b. Based on 10000 sampled tables with starting seed 957002199. 

c. The standardized statistic is -3.248. 

(Source: Primary Data collected for the Study) 

Table 5.48: 

Symmetric Measures 

  

 

Monte Carlo Sig. 

   95% Confidence Interval 

  Value Approx. Sig. Sig. Lower Bound Upper Bound 

Nominal by Nominal Phi .306 .027 .029a .026 .032 

Cramer's V .306 .027 .029a .026 .032 

Contingency Coefficient .292 .027 .029a .026 .032 

N of Valid Cases 117     

a. Based on 10000 sampled tables with starting seed 957002199. 

(Source: Primary Data collected for the Study) 

The results of the analysis revealed that significance value is less than 0.029 i.e. p < 0.05. 

So Alternate Hypothesis is accepted and there is an association between the two variables. 

Moreover the value of Cramer’s V is Cramer’s V= 0.306. This also indicates that there is a 

significant amount of association between two variables. Hence one can conclude that:            

“A Chi- Square test for Independence / association indicated that Consumers’ ad recall 

decay is not independent of Celebrity Liking 
2
 (4, n = 117) = 10.925, p < 0.05, Cramer’s 

V = 0.306.”  The graph of cross tabulation for both the variables is also shown in Figure 

5.14.
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The next thing that was determined was Consumers’ Product Related Perception. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.49 to 5.53  shows the output of the ANOVA test.  

Table 5.49: 

Descriptives 

Consumers’  Product  Related  Perception 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

H0: Consumers’ Product Related Perception do not differ significantly between 

different types of advertisements of  Shampoo. 

Ha: Consumers’ Product Related Perception differ significantly between different 

types of advertisements of  Shampoo. 
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Celebrity Endorsed 

Advertisement 

122 3.4536 1.23840 .11212 3.2316 3.6755 1.00 5.00 

Non-Celebrity Endorsed 

Advertisement 

119 3.0588 1.23710 .11340 2.8343 3.2834 1.00 5.00 

Non-Endorsed 

Advertisement 

110 2.5758 1.34468 .12821 2.3216 2.8299 1.00 5.00 

Total 351 3.0446 1.31785 .07034 2.9063 3.1830 1.00 5.00 

(Source: Primary Data collected for the Study) 

Table 5.50: 

Test of Homogeneity of Variances 

Consumers’  Product  Related  Perception 

Levene Statistic df1 df2 Sig. 

2.379 2 348 .094 

(Source: Primary Data collected for the Study) 

Table 5.51: 

ANOVA 

Consumers’  Product  Related  Perception 

 Sum of Squares df Mean Square F Sig. 

Between Groups 44.607 2 22.304 13.780 .000 

Within Groups 563.249 348 1.619   

Total 607.856 350    

(Source: Primary Data collected for the Study) 

Table 5.52: 

Multiple Comparisons 

Consumers’  Product  Related  Perception 

Tukey HSD 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed 

Advertisement 

Non-Celebrity Endorsed 

Advertisement 

.39473* .16391 .044 .0089 .7805 

Non-Endorsed 

Advertisement 

.87779* .16727 .000 .4841 1.2715 

Non-Celebrity Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.39473* .16391 .044 -.7805 -.0089 
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Non-Endorsed 

Advertisement 

.48307* .16827 .012 .0870 .8791 

Non-Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.87779* .16727 .000 -1.2715 -.4841 

Non-Celebrity Endorsed 

Advertisement 

-.48307* .16827 .012 -.8791 -.0870 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

Table 5.53: 

Consumers’  Product  Related  Perception 

Tukey HSDa,,b 

Group N 

Subset for alpha = 0.05 

1 2 3 

Non-Endorsed 

Advertisement 

110 2.5758 
  

Non-Celebrity Endorsed 

Advertisement 

119 
 

3.0588 
 

Celebrity Endorsed 

Advertisement 

122 
  

3.4536 

Sig.  1.000 1.000 1.000 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 116.772. 

b. The group sizes are unequal. The harmonic mean of the group sizes is used. 

Type I error levels are not guaranteed. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Product Related Perception Scores of mean, median & mode 

for each group showed that data is normally distributed. The skewness & Kurtosis valued 

for each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of variance is assessed by using Levene’s test for equality of 

variance since the sig-value in the Table No. 5.50 was greater than 0.05 (p = 0.094) so the 

assumption was met. 

The significance value in Anova Table is p < 0.05 i.e. p =0.00 so null hypothesis is rejected 

and alternate hypothesis is accepted and thus consumers’ product related perception differ 

significantly between different type of advertisements. Now to find where the difference 
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exists, post hoc analysis had done using Tukey-HSD test. The outcomes of Tukey HSD 

tests are shown in the above table no.5.52. Hence it can be concluded that  

“A one way between the group analysis of variance revealed that there was statistically 

significant difference in consumers’ product related perception between different type of 

advertisements. F (2, 348) = 7.906, p < 0.05, The effect size,  = 0.2606. Post Hoc 

comparison using Tukey HSD test indicated that consumers have more positive product 

related perception when advertisements are endorsed by celebrity (3.45  1.24) as 

compared to Non-Celebrity Endorsed Advertisement (3.06  1.24, p=0.044) and Non-

Endorsed Advertisement (2.58  1.35, p=0.000). The Tukey HSD test also revealed that 

consumers have more positive product related perception when advertisements are 

endorsed by Non-celebrity (3.06  1.24) as compared to Non-Endorsed Advertisement 

(2.58  1.35, p=0.012). 

The next thing that was determined was Consumers’ Decision about using the Product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.54 to 5.58  shows the output of the ANOVA test. 

Table 5.54: 

H0: There is no significant difference between different types of advertisements in 

influencing the consumers’ decision for using the shampoo. 

Ha: There is a significant difference between different types of advertisements in 

influencing the consumers’ decision for using the shampoo. 

Descriptives 

Overall Product Usage 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed 

Advertisement 

122 3.3689 1.28122 .11600 3.1392 3.5985 1.00 5.00 

Non-Celebrity Endorsed 

Advertisement 

119 2.9944 1.19477 .10952 2.7775 3.2113 1.00 5.00 
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(Source: Primary Data collected for the Study) 

Table 5.55: 

Test of Homogeneity of Variances 

Overall Product Usage 

Levene Statistic df1 df2 Sig. 

2.091 2 348 .125 

(Source: Primary Data collected for the Study) 

Table 5.56: 

ANOVA 

Overall Product Usage 

 Sum of Squares df Mean Square F Sig. 

Between Groups 23.171 2 11.585 7.407 .001 

Within Groups 544.322 348 1.564   

Total 567.493 350    

(Source: Primary Data collected for the Study) 

Table 5.57: 

Non-Endorsed 

Advertisement 

110 2.7424 1.27523 .12159 2.5014 2.9834 1.00 5.00 

Total 351 3.0456 1.27335 .06797 2.9119 3.1793 1.00 5.00 

Multiple Comparisons 

Overall Product Usage 

Tukey HSD 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Celebrity Endorsed 

Advertisement 

Non-Celebrity Endorsed 

Advertisement 

.37445 .16114 .054 -.0048 .7537 

Non-Endorsed 

Advertisement 

.62643* .16444 .000 .2394 1.0135 

Non-Celebrity Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.37445 .16114 .054 -.7537 .0048 

Non-Endorsed 

Advertisement 

.25197 .16542 .281 -.1374 .6413 
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(Source: Primary Data collected for the Study) 

Table 5.58: 

Overall Product Usage 

Tukey HSDa,,b 

Group N 

Subset for alpha = 0.05 

1 2 

Non-Endorsed 

Advertisement 

110 2.7424 
 

Non-Celebrity Endorsed 

Advertisement 

119 2.9944 2.9944 

Celebrity Endorsed 

Advertisement 

122 
 

3.3689 

Sig.  .274 .059 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 116.772. 

b. The group sizes are unequal. The harmonic mean of the group 

sizes is used. Type I error levels are not guaranteed. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Product Usage Decision Scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & Kurtosis valued for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of variance is assessed by using Levene’s test for equality of 

variance since the sig-value in the Table No. 5.55 was greater than 0.05 (p = 0.125) so the 

assumption was met. 

The significance value in Anova Table is p < 0.05 i.e. p =0.001 so null hypothesis is 

rejected and alternate hypothesis is accepted and thus consumers’ product usage decision 

differ significantly between different type of advertisements. Now to find where the 

difference exists, post hoc analysis had done using Tukey-HSD test. The outcomes of 

Tukey HSD tests are shown in the above table no.5.57. Hence it can be concluded that  

Non-Endorsed 

Advertisement 

Celebrity Endorsed 

Advertisement 

-.62643* .16444 .000 -1.0135 -.2394 

Non-Celebrity Endorsed 

Advertisement 

-.25197 .16542 .281 -.6413 .1374 

*. The mean difference is significant at the 0.05 level. 
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“A one way between the group analysis of variance revealed that there was statistically 

significant difference in consumers’ product usage decision between different type of 

advertisements. F (2, 350) = 7.407, p < 0.05, The effect size,  = 0.1876. Post Hoc 

comparison using Tukey HSD test indicated that consumers’ desire to use the advertised 

product was higher when advertisements are endorsed by celebrity (3.37  1.28) as 

compared to Non-Endorsed Advertisement (2.74  1.28, p=0.000). The Tukey HSD test 

also revealed that there is no significant difference in consumers’ decision about using the 

advertised product between Non-celebrity Endorsed Advertisement (2.99  1.195) as 

compared to Non-Endorsed Advertisement (2.74  1.28, p=0.281). The Tukey HSD test 

also revealed that there is no significant difference in consumers’ decision about using the 

advertised product between Celebrity Endorsed Advertisement (3.37  1.28) as compared 

to Non-Celebrity Endorsed Advertisement (2.99  1.195, p=0.054). 

5.3 Analysis of the Impact of  Single  Celebrity  Endorsed  

Advertisement  and  Multiple  Celebrity  Endorsed  Advertisement 

( Element 2 ): 

The second element whose impact was analyzed was Single Celebrity Endorsed verses 

Multiple Celebrity Endorsed Advertisements. The analysis was done first for the 

Television Media and then for the Print Media. The analysis was done for each of the 

Medium separately. 

5.3.1 Analysis for Television Media: 

The stimuli used for the Television Media were Single Celebrity Endorsed verses two 

Celebrities Endorsed verses five Celebrities Endorsed Advertisements. The respondents 

were randomly assigned to one of the three conditions. i.e. They were shown either Single 

Celebrity Endorsed Advertisement or two Celebrities Endorsed Advertisement or five 

Celebrities Endorsed Advertisement only one at a time. The pictures of the Stimuli used 

for Television Media to analyze the impact of Element2 are shown below in the Figure 

5.15.
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Figure 5.15: 

Single Celebrity Endorsed vs. Two Celebrities Endorsed vs. Five Celebrities Endorsed Advertisements 

 

The first thing that was determined was whether the product was overshadowed by the 

Celebrity/Celebrities endorsing the advertised product in different types of advertisements. 

The corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha 

stands for alternate Hypothesis. 
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The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.59 to 5.63 shows the output of the ANOVA test. 

Table 5.59: 

Descriptives 

OvershadowoftheProductbyCelebrityEndorser 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

109 2.3670 1.24470 .11922 2.1307 2.6033 1.00 5.00 

Advertisement Endorsed by 

Two Celebrities 

124 2.4194 1.02089 .09168 2.2379 2.6008 1.00 5.00 

Advertisement Endorsed by 

Five Celebrities 

118 4.0508 .97707 .08995 3.8727 4.2290 1.00 5.00 

Total 351 2.9516 1.33328 .07117 2.8116 3.0915 1.00 5.00 

(Source: Primary Data collected for the Study) 

Table 5.60: 

Test of Homogeneity of Variances 

OvershadowoftheProductbyCelebrityEndorser 

Levene Statistic df1 df2 Sig. 

7.451 2 348 .001 

(Source: Primary Data collected for the Study) 

Table 5.61: 

 

ANOVA 

OvershadowoftheProductbyCelebrityEndorser 

 Sum of Squares Df Mean Square F Sig. 

Between Groups 214.967 2 107.484 91.855 .000 

H0: Overshadow of the product by celebrity endorser do not differ significantly 

between different types of advertisements of Soap. 

Ha: Overshadow of the product by celebrity endorser differ significantly between 

different types of advertisements of Soap. 
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Within Groups 407.210 348 1.170   

Total 622.177 350    

(Source: Primary Data collected for the Study) 

Table 5.62: 

Robust Tests of Equality of Means 

OvershadowoftheProductbyCelebrityEndorser 

 Statistica df1 df2 Sig. 

Welch 101.677 2 225.688 .000 

a. Asymptotically F distributed. 

(Source: Primary Data collected for the Study) 

Table 5.63: 

Multiple Comparisons 

OvershadowoftheProductbyCelebrityEndorser 

Games-Howell 

(I) Type of Advertisements (J) Type of Advertisements 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

Advertisement Endorsed by 

Two Celebrities 

-.05238 .15039 .935 -.4074 .3026 

Advertisement Endorsed by 

Five Celebrities 

-1.68387* .14934 .000 -2.0365 -1.3313 

Advertisement Endorsed by 

Two Celebrities 

Advertisement Endorsed by 

Single Celebrity 

.05238 .15039 .935 -.3026 .4074 

Advertisement Endorsed by 

Five Celebrities 

-1.63149* .12843 .000 -1.9344 -1.3286 

Advertisement Endorsed by 

Five Celebrities 

Advertisement Endorsed by 

Single Celebrity 

1.68387* .14934 .000 1.3313 2.0365 

Advertisement Endorsed by 

Two Celebrities 

1.63149* .12843 .000 1.3286 1.9344 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2)  Overshadow of the product by celebrity endorser scores of 

mean, median & mode for each group showed that data is normally distributed. The 

skewness & Kurtosis valued for each group were within acceptable values of  1 & 

indicated that data is normally distributed. (3) Homogeneity of variance is assessed by 
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using Levene’s test for equality of variance since the sig-value in the Table No. 5.60 was 

less than 0.05 (p = 0.001) so the assumption do not met & thus Welch F-ratio is used and 

reported. 

 

The Table no.5.62 of the Robust Test of equality of means indicated that significance value 

is 0.000. i.e. p < 0.05. Thus it can be concluded that null hypothesis is rejected and 

alternate hypothesis is accepted and there exists difference in overshadowing of the 

product by celebrity endorser between different types of advertisements. 

Now to find where the difference exists, post hoc analysis is done using Games-Howell 

test. The outcomes of Games – Howell test are shown in above Table no. 5.63. So it can be 

concluded that  

“ A one way between the group analysis of variance revealed that there is statistically 

significant difference in overshadowing of the product by celebrity endorser between 

different type of advertisements, F ( 2 , 351 ) = 91.855 ; p < 0.05; The effect size ,  = 

0.5840. Post Hoc Analysis using Games- Howell test indicated that consumers perceive the 

advertised product to be overshadowed more by celebrity endorser when the advertisement 

is endorsed by five celebrities  (4.05    0.98) as compared to advertisement endorsed by 

two Celebrities  (2.42  1.02, p = 0.000) and advertisement endorsed by Single Celebrity 

(2.37  1.24, p = 0.000). Similarly test also revealed that there is no significant difference 

in overshadowing of the product by celebrity endorser between two celebrities endorsed 

advertisement (2.42  1.02)  and  Single Celebrity endorsed advertisement (2.37  1.24, p 

=0.935).

The next thing that was determined was Purchase Intention for the advertised product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.64 to 5.68 shows the output of the ANOVA test. 

H0: Consumers’ purchase intention do not differ significantly between different 

types of advertisements of Soap. 

Ha: Consumers’ purchase intention differ significantly between different types of 

advertisements of Soap. 
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Table 5.64: 

Descriptives 

Overall Purchase Intention 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

109 2.5963 .78551 .07524 2.4472 2.7455 1.00 3.60 

Advertisement Endorsed by 

two Celebrities 

124 3.5484 1.17587 .10560 3.3394 3.7574 1.00 5.00 

Advertisement Endorsed by 

five Celebrities 

118 2.8898 1.00379 .09241 2.7068 3.0728 1.00 5.00 

Total 351 3.0313 1.08330 .05782 2.9176 3.1451 1.00 5.00 

(Source: Primary Data collected for the Study) 

Table 5.65: 

Test of Homogeneity of Variances 

Overall Purchase Intention 

Levene Statistic df1 df2 Sig. 

8.788 2 348 .000 

(Source: Primary Data collected for the Study) 

Table 5.66: 

ANOVA 

Overall Purchase Intention 

 Sum of Squares df Mean Square F Sig. 

Between Groups 56.139 2 28.070 27.547 .000 

Within Groups 354.596 348 1.019   

Total 410.735 350    

(Source: Primary Data collected for the Study) 

Table 5.67: 

 

 
 

 

 

(Source: Primary Data collected for the Study) 

Robust Tests of Equality of Means 

Overall Purchase Intention 

 Statistica df1 df2 Sig. 

Welch 26.910 2 230.117 .000 

a. Asymptotically F distributed. 
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Table 5.68: 

Multiple Comparisons 

Overall Purchase Intention 

Games-Howell 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

Advertisement Endorsed by 

two Celebrities 

-.95206* .12966 .000 -1.2580 -.6461 

Advertisement Endorsed by 

five Celebrities 

-.29350* .11916 .039 -.5747 -.0123 

Advertisement Endorsed by 

two Celebrities 

Advertisement Endorsed by 

Single Celebrity 

.95206* .12966 .000 .6461 1.2580 

Advertisement Endorsed by 

five Celebrities 

.65856* .14032 .000 .3276 .9895 

Advertisement Endorsed by 

five Celebrities 

Advertisement Endorsed by 

Single Celebrity 

.29350* .11916 .039 .0123 .5747 

Advertisement Endorsed by 

two Celebrities 

-.65856* .14032 .000 -.9895 -.3276 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Purchase Intention Scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & Kurtosis valued for each 

group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of variance is assessed by using Levene’s test for equality of variance 

since the sig-value in the Table No. 5.65 was less than 0.05 (p = 0.000) so the assumption 

do not met & thus Welch F-ratio is used and reported. 

 

The Table no.5.67 of the Robust Test of equality of means indicated that significance value 

is 0.000. i.e. p < 0.05. Thus it can be concluded that null hypothesis is rejected and 

alternate hypothesis is accepted and there exists difference in consumers’ purchase 

intention for the advertised product between different types of advertisements. 
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Now to find where the difference exists, post hoc analysis is done using Games-Howell 

test. The outcomes of Games – Howell test are shown in above Table no. 5.68. So it can be 

concluded that  

“ A one way between the group analysis of variance revealed that there is statistically 

significant difference in consumers’ purchase intention for the advertised product, F ( 2 , 

350 ) = 27.547 ; p < 0.05; The effect size ,  = 0.3625. Post Hoc Analysis using Games- 

Howell test indicated that consumers’ purchase intention for the advertised product was 

higher when the advertisement is endorsed by two celebrities  (3.55    1.18) as compared 

to advertisement endorsed by five Celebrities  (2.89  1.003, p = 0.000) and advertisement 

endorsed by Single Celebrity (2.596  0.79, p = 0.000). Similarly test also revealed that 

consumers’ purchase intention for the advertised product was significantly higher when 

advertisement is endorsed by five celebrities (2.89  1.003, p = 0.039)  as compared to 

advertisement endorsed by Single Celebrity (2.596  0.79, p = 0.000).  

The next thing that was determined was Consumers’ attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.69 to 5.73 shows the output of the ANOVA test.  

Table 5.69: 

Descriptives 

Overall Attitude towards Advertisement 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

109 1.9835 .52854 .05062 1.8831 2.0838 1.00 3.20 

H0: Consumers’ attitude towards advertisement do not differ significantly between 

different types of advertisements of Soap. 

Ha: Consumers’ attitude towards advertisement differ significantly between different 

types of advertisements of Soap. 
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Advertisement Endorsed by 

Two Celebrities 

124 3.3532 1.14852 .10314 3.1491 3.5574 1.00 5.00 

Advertisement Endorsed by 

five Celebrities 

118 3.9559 1.01884 .09379 3.7702 4.1417 1.00 5.00 

Total 351 3.1305 1.24651 .06653 2.9996 3.2613 1.00 5.00 

(Source: Primary Data collected for the Study)

Table 5.70: 

Test of Homogeneity of Variances 

Overall Attitude towards Advertisement 

Levene Statistic df1 df2 Sig. 

27.046 2 348 .000 

(Source: Primary Data collected for the Study) 

Table 5.71: 

ANOVA 

Overall Attitude towards Advertisement 

 Sum of Squares df Mean Square F Sig. 

Between Groups 229.954 2 114.977 127.480 .000 

Within Groups 313.870 348 .902   

Total 543.824 350    

(Source: Primary Data collected for the Study) 

Table 5.72: 

Robust Tests of Equality of Means 

Overall Attitude towards Advertisement 

 Statistica df1 df2 Sig. 

Welch 204.476 2 213.376 .000 

a. Asymptotically F distributed. 

(Source: Primary Data collected for the Study) 

Table 5.73: 

Multiple Comparisons 

Overall Attitude towards Advertisement 

Games-Howell 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 
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Advertisement Endorsed by 

Single Celebrity 

Advertisement Endorsed by 

Two Celebrities 

-1.36974* .11489 .000 -1.6413 -1.0982 

Advertisement Endorsed by 

five Celebrities 

-1.97245* .10658 .000 -2.2243 -1.7205 

Advertisement Endorsed by 

Two Celebrities 

Advertisement Endorsed by 

Single Celebrity 

1.36974* .11489 .000 1.0982 1.6413 

Advertisement Endorsed by 

five Celebrities 

-.60271* .13941 .000 -.9315 -.2739 

Advertisement Endorsed by 

five Celebrities 

Advertisement Endorsed by 

Single Celebrity 

1.97245* .10658 .000 1.7205 2.2243 

Advertisement Endorsed by 

Two Celebrities 

.60271* .13941 .000 .2739 .9315 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Advertisement Attitude Scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & Kurtosis valued for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of variance is assessed by using Levene’s test for equality of 

variance since the sig-value in the Table No. 5.70 was less than 0.05 (p = 0.000) so the 

assumption do not met & thus Welch F-ratio is used and reported. 

The Table no.5.72 of the Robust Test of equality of means indicated that significance value 

=0.000 .i.e. p < 0.05. Thus it can be concluded that null hypothesis is rejected and alternate 

hypothesis is accepted and thus there exists difference in consumers’ attitude towards 

advertisement for different types of advertisements. 

Now to find where the difference exists, post hoc analysis is done using Games-Howell 

test. The outcomes of Games – Howell test are shown in above Table no. 5.73. So it can be 

concluded that  

“ A one way between the group analysis of variance revealed that there is statistically 

significant difference in consumers’ attitude towards advertisement for different type of 

advertisements, F ( 2 , 350 ) = 127.48 ; p < 0.05; The effect size ,  = 0.4189. Post Hoc 

Analysis using Games- Howell test indicated that consumers’ attitude towards five 

Celebrities Endorsed advertisement  (3.96    1.02) was more favourable as compared to 

two Celebrities Endorsed advertisement  (3.35  1.15, p = 0.000) and Single celebrity 
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endorsed Advertisement (1.98  0.53, p = 0.000). Similarly test also revealed that 

consumers’ attitude towards two Celebrities Endorsed advertisement (3.35  1.15) was 

more favourable as compared to Single Celebrity Endorsed advertisement (1.98  0.53, p 

= 0.000). 

The next thing that was determined was Consumers’ Product Related Perception. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.74 to 5.78  shows the output of the ANOVA test.  

Table 5.74: 

Descriptives 

Overall Product Related Perception 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

109 2.8899 1.10000 .10536 2.6811 3.0988 1.00 5.00 

Advertisement Endorsed by 

two Celebrities 

124 3.3522 1.17970 .10594 3.1424 3.5619 1.00 5.00 

Advertisement Endorsed by 

five Celebrities 

118 3.6780 1.19427 .10994 3.4602 3.8957 1.00 5.00 

Total 351 3.3181 1.20017 .06406 3.1921 3.4441 1.00 5.00 

(Source: Primary Data collected for the Study)

Table 5.75: 

Test of Homogeneity of Variances 

Overall Product Related Perception 

Levene Statistic df1 df2 Sig. 

.642 2 348 .527 

(Source: Primary Data collected for the Study) 

H0: Consumers’ Product Related Perception do not differ significantly between 

different types of advertisements of  Soap. 

Ha: Consumers’ Product Related Perception differ significantly between different 

types of advertisements of  Soap. 
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Table 5.76: 

ANOVA 

Overall Product Related Perception 

 Sum of Squares Df Mean Square F Sig. 

Between Groups 35.410 2 17.705 13.145 .000 

Within Groups 468.731 348 1.347   

Total 504.141 350    

(Source: Primary Data collected for the Study) 

Table 5.77: 

Multiple Comparisons 

Overall Product Related Perception 

Tukey HSD 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

Advertisement Endorsed by 

two Celebrities 

-.46224* .15238 .007 -.8209 -.1036 

Advertisement Endorsed by 

five Celebrities 

-.78806* .15418 .000 -1.1510 -.4251 

Advertisement Endorsed by 

two Celebrities 

Advertisement Endorsed by 

Single Celebrity 

.46224* .15238 .007 .1036 .8209 

Advertisement Endorsed by 

five Celebrities 

-.32582 .14925 .076 -.6771 .0255 

Advertisement Endorsed by 

five Celebrities 

Advertisement Endorsed by 

Single Celebrity 

.78806* .15418 .000 .4251 1.1510 

Advertisement Endorsed by 

two Celebrities 

.32582 .14925 .076 -.0255 .6771 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

Table 5.78: 

Overall Product Related Perception 

Tukey HSDa,,b 

Group N 

Subset for alpha = 0.05 

1 2 

Advertisement Endorsed by 

Single Celebrity 

109 2.8899 
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Advertisement Endorsed by 

two Celebrities 

124 
 

3.3522 

Advertisement Endorsed by 

five Celebrities 

118 
 

3.6780 

Sig.  1.000 .083 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 116.671. 

b. The group sizes are unequal. The harmonic mean of the group 

sizes is used. Type I error levels are not guaranteed. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Product Related Perception Scores of mean, median & mode 

for each group showed that data is normally distributed. The skewness & Kurtosis valued 

for each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of variance is assessed by using Levene’s test for equality of 

variance since the sig-value in the Table No. 5.75 was greater than 0.05 (p = 0.527) so the 

assumption was met. 

The significance value in Anova Table is p < 0.05 i.e. p =0.00 so null hypothesis is rejected 

and alternate hypothesis is accepted and thus consumers’ product related perception differ 

significantly between different type of advertisements. Now to find where the difference 

exists, post hoc analysis had done using Tukey-HSD test. The outcomes of Tukey HSD 

tests are shown in the above table no.5.77. Hence it can be concluded that  

“A one way between the group analysis of variance revealed that there was statistically 

significant difference in consumers’ product related perception between different types of 

advertisements. F (2, 350) = 13.145, p < 0.05, The effect size,  = 0.0647. Post Hoc 

comparison using Tukey HSD test indicated that consumers have more positive product 

related perception when advertisement is endorsed by five celebrities (3.68  1.19) as 

compared to two celebrities endorsed advertisement (3.35  1.18, p=0.000) and Single 

celebrity endorsed advertisement (2.89  1.10, p=0.076). The Tukey HSD test also 

revealed that consumers have more positive product related perception when 

advertisements are endorsed by two celebrities (3.35  1.18) as compared to Single 

Celebrity Endorsed Advertisement (2.89  1.10, p=0.007).
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The next thing that was determined was Consumers’ Perception about Source 

attractiveness. The corresponding Hypothesis are as under. Here H0 stands for Null 

Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.79  to 5.83  shows the output of the ANOVA test.  

Table 5.79: 

Descriptives 

Overall Source Attractiveness 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

109 3.4817 1.19543 .11450 3.2547 3.7086 1.00 5.00 

Advertisement Endorsed by 

two Celebrities 

124 3.5746 1.17129 .10519 3.3664 3.7828 1.00 5.00 

Advertisement Endorsed by 

five Celebrities 

118 3.5106 1.17233 .10792 3.2969 3.7243 1.00 5.00 

Total 351 3.5242 1.17646 .06279 3.4007 3.6477 1.00 5.00 

(Source: Primary Data collected for the Study)

Table 5.80: 

Test of Homogeneity of Variances 

Overall Source Attractiveness 

Levene Statistic df1 df2 Sig. 

.055 2 348 .947 

(Source: Primary Data collected for the Study) 

Table 5.81: 

ANOVA 

Overall Source Attractiveness 

H0: Consumers’ rating for the source attractiveness do not differ significantly 

between different types of advertisements of  Soap. 

Ha: Consumers’ rating for the source attractiveness differ significantly between 

different types of advertisements of  Soap. 
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 Sum of Squares Df Mean Square F Sig. 

Between Groups .534 2 .267 .192 .825 

Within Groups 483.885 348 1.390   

Total 484.419 350    

(Source: Primary Data collected for the Study) 

Table 5.82: 

Multiple Comparisons 

Overall Source Attractiveness 

Tukey HSD 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

Advertisement Endorsed by 

two Celebrities 

-.09295 .15482 .820 -.4574 .2715 

Advertisement Endorsed by 

five Celebrities 

-.02894 .15665 .981 -.3977 .3398 

Advertisement Endorsed by 

two Celebrities 

Advertisement Endorsed by 

Single Celebrity 

.09295 .15482 .820 -.2715 .4574 

Advertisement Endorsed by 

five Celebrities 

.06400 .15165 .907 -.2929 .4210 

Advertisement Endorsed by 

five Celebrities 

Advertisement Endorsed by 

Single Celebrity 

.02894 .15665 .981 -.3398 .3977 

Advertisement Endorsed by 

two Celebrities 

-.06400 .15165 .907 -.4210 .2929 

(Source: Primary Data collected for the Study) 

 

Table 5.83: 

Overall Source Attractiveness 

Tukey HSDa,,b 

Group N 

Subset for alpha 

= 0.05 

1 

Advertisement Endorsed by 

Single Celebrity 

109 3.4817 

Advertisement Endorsed by 

five Celebrities 

118 3.5106 
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Advertisement Endorsed by 

two Celebrities 

124 3.5746 

Sig.  .819 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 116.671. 

b. The group sizes are unequal. The harmonic mean of the 

group sizes is used. Type I error levels are not guaranteed. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Source Attractiveness Perception Scores of mean, median & 

mode for each group showed that data is normally distributed. The skewness & Kurtosis 

valued for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of variance is assessed by using Levene’s test for 

equality of variance since the sig-value in the Table No. 5.80 was greater than 0.05 (p = 

0.947) so the assumption was met. 

The significance value in Anova Table is p > 0.05 i.e. p =0.825 so null hypothesis is 

accepted and alternate hypothesis is rejected and thus consumers’ rating for the Source 

attractiveness do not differ significantly between different types of advertisements. The 

outcomes of Tukey HSD tests are shown in the above table no.5.82. Hence it can be 

concluded that  

“A one way between the group analysis of variance revealed that there was statistically no 

significant difference in consumers’ perception about source attractiveness between 

different types of advertisements. F (2, 350) = 0.192, p > 0.05, The effect size,  = 1.0457. 

Post Hoc comparison using Tukey HSD test indicated that there is no significant difference 

in consumers’ rating for the source attractiveness between single celebrity endorsed 

advertisement (3.48  1.195), two celebrities endorsed advertisement (3.57  1.17, 

p=0.820) and five celebrities endorsed advertisement (3.51  1.17, p=0.981).  

The next thing that was determined was Consumers’ perception about source 

trustworthiness in different types of advertisements. The corresponding Hypothesis are as 

under. Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

H0: Consumers’ perception about source trustworthiness do not differ significantly 

between different types of advertisements of Soap. 
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The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.84 to 5.88 shows the output of the ANOVA test.  

Table 5.84: 

Descriptives 

Overall Perception about Source Trustworthiness 

 

N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

Advertisement endorsed by 

Single Celebrity 

109 2.9431 1.00410 .09618 2.7525 3.1338 1.00 5.00 

Advertisement Endorsed by 

two Celebrities 

124 3.2726 1.16823 .10491 3.0649 3.4802 1.00 5.00 

Advertisement endorsed by 

five Celebrities 

118 3.5051 1.16552 .10729 3.2926 3.7176 1.00 5.00 

Total 351 3.2484 1.13854 .06077 3.1289 3.3680 1.00 5.00 

(Source: Primary Data collected for the Study)

Table 5.85: 

Test of Homogeneity of Variances 

Overall Perception about Source Trustworthiness 

Levene Statistic df1 df2 Sig. 

3.593 2 348 .029 

(Source: Primary Data collected for the Study) 

Table 5.86: 

ANOVA 

Overall Perception about Source Trustworthiness 

 Sum of Squares Df Mean Square F Sig. 

Between Groups 18.006 2 9.003 7.191 .001 

Within Groups 435.691 348 1.252   

Total 453.697 350    

(Source: Primary Data collected for the Study) 

Table 5.87: 

Ha: Consumers’ perception about source trustworthiness differ significantly between 

different types of advertisements of Soap. 
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Robust Tests of Equality of Means 

Overall Perception about Source Trustworthiness 

 
Statistic

a
 df1 df2 Sig. 

Welch 7.777 2 231.803 .001 

a. Asymptotically F distributed. 

(Source: Primary Data collected for the Study) 

Table 5.88: 

Multiple Comparisons 

Overall Perception about Source Trustworthiness 

Games-Howell 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Advertisement endorsed by 

Single Celebrity 

Advertisement Endorsed by 

two Celebrities 

-.32946 .14232 .056 -.6652 .0063 

Advertisement endorsed by 

five Celebrities 

-.56197* .14409 .000 -.9019 -.2220 

Advertisement Endorsed by 

two Celebrities 

Advertisement endorsed by 

Single Celebrity 

.32946 .14232 .056 -.0063 .6652 

Advertisement endorsed by 

five Celebrities 

-.23250 .15006 .270 -.5864 .1214 

Advertisement endorsed by 

five Celebrities 

Advertisement endorsed by 

Single Celebrity 

.56197* .14409 .000 .2220 .9019 

Advertisement Endorsed by 

two Celebrities 

.23250 .15006 .270 -.1214 .5864 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Source trustworthiness Perception Scores of mean, median & 

mode for each group showed that data is normally distributed. The skewness & Kurtosis 

valued for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of variance is assessed by using Levene’s test for 

equality of variance since the sig-value in the Table No. 5.85 was less than 0.05 (p = 

0.029) so the assumption do not met & thus Welch F-ratio is used and reported. 
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The Table no.5.87 of the Robust Test of equality of means indicated that significance value 

=0.001 .i.e. p < 0.05. Thus it can be concluded that null hypothesis is rejected and alternate 

hypothesis is accepted and thus there exists difference in consumers’ perception about 

source trustworthiness between different types of advertisements. 

Now to find where the difference exists, post hoc analysis is done using Games-Howell 

test. The outcomes of Games – Howell test are shown in above Table no. 5.88. So it can be 

concluded that  

“ A one way between the group analysis of variance revealed that there is statistically 

significant difference in consumers’ perception about  source trustworthiness between 

different types of advertisements, F ( 2 , 351 ) = 7.191 ; p < 0.05; The effect size ,  = 

0.1847. Post Hoc Analysis using Games- Howell test indicated that consumers believe the 

source to be more trustworthy one when the advertisement is endorsed by five celebrities  

(3.51    1.17)  as compared to two celebrities endorsed advertisement  (3.27  1.17, p = 

0.270) and single celebrity endorsed advertisement (2.94  1.00, p = 0.000). Similarly test 

also revealed that consumers believe the source to be more trustworthy one when the  

advertisement is endorsed by two Celebrities (3.27  1.17) as compared to Single 

Celebrity Endorsed advertisement  (2.94  1.00, p = 0.056). 

The next thing that was determined was Consumers’ Decision about using the Product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

The data was analyzed using one-way ANOVA (between the group) test.  

The following tables from Table No. 5.89 to 5.93  shows the output of the ANOVA test.  

Table 5.89: 

                                                                           Descriptives 

Overall Consumers'  Decision about using the Product 

H0: There is no significant difference between different types of advertisements in 

influencing the consumers’ decision for using the soap. 

Ha: There is a significant difference between different types of advertisements in 

influencing the consumers’ decision for using the soap. 
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N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

 Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

109 2.6331 1.18889 .11388 2.4073 2.8588 1.00 5.00 

Advertisement Endorsed by 

two Celebrities 

124 3.3522 1.18352 .10628 3.1418 3.5625 1.00 5.00 

Advertisement Endorsed by 

five Celebrities 

118 2.9181 1.09383 .10070 2.7187 3.1175 1.00 5.00 

Total 351 2.9829 1.19005 .06352 2.8580 3.1078 1.00 5.00 

(Source: Primary Data collected for the Study) 

Table 5.90: 

Test of Homogeneity of Variances 

Overall Consumers'  Decision about using the Product 

Levene Statistic df1 df2 Sig. 

1.000 2 348 .369 

(Source: Primary Data collected for the Study) 

Table 5.91: 

ANOVA 

Overall Consumers'  Decision about using the Product 

 Sum of Squares Df Mean Square F Sig. 

Between Groups 30.743 2 15.372 11.506 .000 

Within Groups 464.930 348 1.336   

Total 495.673 350    

(Source: Primary Data collected for the Study) 

 

Table 5.92: 

Multiple Comparisons 

Overall Consumers'  Decision about using the Product 

Tukey HSD 

(I) Group (J) Group 

Mean 

Difference (I-J) 

Std. 

Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Advertisement Endorsed by 

Single Celebrity 

Advertisement Endorsed by 

two Celebrities 

-.71909* .15176 .000 -1.0763 -.3619 
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Advertisement Endorsed by 

five Celebrities 

-.28502 .15355 .153 -.6465 .0764 

Advertisement Endorsed by 

two Celebrities 

Advertisement Endorsed by 

Single Celebrity 

.71909* .15176 .000 .3619 1.0763 

Advertisement Endorsed by 

five Celebrities 

.43407* .14865 .010 .0842 .7840 

Advertisement Endorsed by 

five Celebrities 

Advertisement Endorsed by 

Single Celebrity 

.28502 .15355 .153 -.0764 .6465 

Advertisement Endorsed by 

two Celebrities 

-.43407* .14865 .010 -.7840 -.0842 

*. The mean difference is significant at the 0.05 level. 

(Source: Primary Data collected for the Study) 

Table 5.93: 

Overall Consumers'  Decision about using the Product 

Tukey HSDa,,b 

Group N 

Subset for alpha = 0.05 

1 2 

Advertisement Endorsed by 

Single Celebrity 

109 2.6331 
 

Advertisement Endorsed by 

five Celebrities 

118 2.9181 
 

Advertisement Endorsed by 

two Celebrities 

124 
 

3.3522 

Sig.  .145 1.000 

Means for groups in homogeneous subsets are displayed. 

a. Uses Harmonic Mean Sample Size = 116.671. 

b. The group sizes are unequal. The harmonic mean of the group 

sizes is used. Type I error levels are not guaranteed. 

(Source: Primary Data collected for the Study) 

For analysis, first the assumption of 1-way Anova were checked (1) The three groups were 

completely independent (2) Product Usage Decision Scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & Kurtosis valued for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of variance is assessed by using Levene’s test for equality of 

variance since the sig-value in the Table No. 5.90 was greater than 0.05 (p = 0.369) so the 

assumption was met. 
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The significance value in Anova Table is p < 0.05 i.e. p =0.000 so null hypothesis is 

rejected and alternate hypothesis is accepted and thus consumers’ product usage decision 

differ significantly between different type of advertisements. Now to find where the 

difference exists, post hoc analysis had done using Tukey-HSD test. The outcomes of 

Tukey HSD tests are shown in the above table no.5.92. Hence it can be concluded that  

“A one way between the group analysis of variance revealed that there was statistically 

significant difference in consumers’ product usage decision between different types of 

advertisements. F (2, 351) = 11.506, p < 0.05, The effect size,  = 0.2377. Post Hoc 

comparison using Tukey HSD test indicated that consumers’ desire to use the advertised 

product was higher when advertisement is endorsed by two celebrities (3.35  1.18) as 

compared to five celebrities endorsed advertisement (2.92  1.09, p=0.000) and single 

celebrity endorsed advertisement (2.63  1.19, p=0.010). The Tukey HSD test also 

revealed that consumers’ desire to use the advertised product was higher when 

advertisement is endorsed by five celebrities (2.92  1.09) as compared to Single  celebrity 

endorsed advertisement (2.63  1.19, p=0.153). 

5.3.3 Analysis for Print Media: 

The stimuli used for the Television Media were Single Celebrity Endorsed Advertisement 

verses multiple Celebrity Endorsed Advertisement. The respondents were randomly 

assigned to one of the two conditions. i.e. They were shown either Single Celebrity 

Endorsed Advertisement or multiple Celebrity Endorsed Advertisement only one at a time. 

The pictures of the Stimuli used for Print Media to analyze the impact of Element2 are 

shown below in the Figure 5.16. 
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Figure 5.16: 

Single Celebrity Endorsed Advertisement vs. Multiple Celebrity Endorsed  Advertisement 

 

 

The first thing that was determined was whether the product was overshadowed by the 

Celebrity/Celebrities endorsing the advertised product in different types of advertisements. 

The corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha 

stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether the 

overshadow of the product by celebrity endorser differs or not irrespective of the number 

of celebrity endorsers in the advertisement.  

The following Table no. 5.94 shows the details related to Group statistics and Table no. 

5.95 shows the results of the independent sample T –test.  

Table 5.94: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Consumers' Perception about 

Overshadow of the Product 

by Celebrity Endorser 

Advertisement Endorsed by 

Single Celebrity 

171 2.5497 1.36409 .10431 

Advertisement Endorsed by 

Two Celebrities 

180 2.5944 1.34413 .10019 

H0: Overshadow of the product by celebrity endorser would be same irrespective of 

the number of celebrity endorsers in the advertisement of soft-drink.  

Ha: Overshadow of the product by celebrity endorser would be higher irrespective of 

the number of celebrity endorsers in the advertisement of soft-drink. 
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(Source: Primary Data collected for the Study)

Table 5.95: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. T Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Consumers' 

Perception about 

Overshadow of the 

Product by 

Celebrity Endorser 

Equal 

variances 

assumed 

.064 .800 -

.309 

349 .757 -.04474 .14458 -.32909 .23962 

Equal 

variances 

not 

assumed 

  

-

.309 

347.478 .757 -.04474 .14463 -.32920 .23973 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Overshadow of the product by celebrity endorser scores of 

mean, median & mode for each group showed that data is normally distributed. The 

skewness & kurtosis scores for each group were within acceptable values of  1 & 

indicated that data is normally distributed. (3) Homogeneity of Variance is assessed by 

using Levene’s Test for equality of Variances. Since the sig value of Levene’s test was > 

0.05 (p = 0.800) so the assumptions are met. 

The significance value (1-tailed) for the t-test was greater than 0.05  i.e.  p = 0.3785. Hence 

the null hypothesis is accepted and alternate hypothesis is rejected. Hence it can be 

concluded from the above analysis that  

 “Overshadow of the product by the celebrity endorser was same between Single Celebrity 

Endorsed Advertisement (M = 2.55, SD=1.36) and Multiple Celebrity Endorsed 

Advertisement (M =2.59, SD =1.34), t (351) = 0.309, p > 0.05. The effect size, r = 

0.01654.” 
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The next thing that was determined was Purchase Intention for the advertised product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

 

The data was analyzed using Independent sample T-test so as to determine whether 

consumers’ purchase intention to buy the soft-drink differ significantly between Multiple 

celebrity endorsed advertisement and Single celebrity endorsed advertisement or not.  

The following Table no. 5.96 shows the details related to Group statistics and Table no. 

5.97 shows the results of the independent sample T –test.  

Table 5.96: 

Group Statistics 

 GROUP N Mean Std. Deviation Std. Error Mean 

OVERALL PURCHASE 

INTENTION 

Single Celebrity Endorsed 

Advertisement 

171 2.3649 .79568 .06085 

Multiple Celebrity Endorsed 

Advertisement 

180 3.2989 .80265 .05983 

(Source: Primary Data collected for the Study)

 

Table 5.97: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

H0: Consumers would have same purchase intention to buy the soft-drink for Single 

celebrity endorsed advertisement and multiple celebrity endorsed advertisement. 

Ha: Consumers would have higher purchase intention to buy the soft-drink for 

Multiple celebrity endorsed advertisement as compared to Single celebrity 

endorsed advertisement. 



Chapter – 5   Final Data Analysis & Interpretation 
 

150 
  

  

F Sig. T Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

OVERALL 

PURCHASE 

INTENTION 

Equal 

variances 

assumed 

.050 .823 -

10.943 

349 .000 -.93398 .08535 -1.10184 -.76611 

Equal 

variances 

not 

assumed 

  

-

10.945 

348.364 .000 -.93398 .08533 -1.10181 -.76615 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Purchase Intention scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & kurtosis scores for each 

group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of Variance is assessed by using Levene’s Test for equality of Variances. 

Since the sig value of Levene’s test was > 0.05 (p = 0.823) so the assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers would have higher purchase intention to buy the soft-drink for Multiple 

celebrity endorsed advertisement (M = 3.29, SD=0.802) as compared to Single celebrity 

endorsed advertisement (M = 2.37, SD=0.795). t (351) = 10.943, p < 0.05. The effect size 

r = 0.0233” 

The next thing that was determined was Consumers’ attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

H0: Consumers’ would have same attitude towards single celebrity endorsed 

advertisement and multiple celebrity endorsed advertisement of soft-drink. 

Ha: Consumers’ would have favourable attitude towards multiple celebrity endorsed 

advertisement as compared to single celebrity endorsed advertisement of soft-

drink. 
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The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ would have same attitude towards single celebrity endorsed advertisement and 

multiple celebrity endorsed advertisement of soft-drink or not. 

The following Table no. 5.98 shows the details related to Group statistics and Table no. 

5.99 shows the results of the independent sample T –test.  

Table 5.98: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Attitude towards 

Advertisement 

Single Celebrity Endorsed 

Advertisement 

171 2.5380 .81523 .06234 

Multiple Celebrity Endorsed 

Advertisement 

180 3.5022 .80653 .06012 

(Source: Primary Data collected for the Study)

 

Table 5.99: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. T df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Attitude 

towards 

Advertisement 

Equal 

variances 

assumed 

.001 .977 -

11.136 

349 .000 -.96421 .08658 -1.13450 -.79392 

Equal 

variances 

not 

assumed 

  

-

11.133 

347.656 .000 -.96421 .08661 -1.13455 -.79387 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Advertisement attitude scores of mean, median & mode for 
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each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.977) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers’ would have favourable attitude towards multiple celebrity endorsed 

advertisement (M =3.5, SD =0.807) as compared to single celebrity endorsed 

advertisement (M =2.54, SD =0.815) of soft-drink, t (351) = 11.136, p < 0.05. The effect 

size r = 0.0235.” 

The next thing that was determined was Consumers’ Product Attitude. The corresponding 

Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands for alternate 

Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ would have same Product attitude towards single celebrity endorsed 

advertisement and multiple celebrity endorsed advertisement of soft-drink or not. 

The following Table no. 5.100 shows the details related to Group statistics and Table no. 

5.101 shows the results of the independent sample T –test.  

Table 5.100: 

Group Statistics 

 

GROUP N Mean 

Std. 

Deviation 

Std. Error 

Mean 

H0: Single celebrity endorsed advertisement is as equally effective as multiple 

celebrity endorsed advertisement in influencing the consumers’ attitude towards 

the soft-drink. 

Ha: Multiple celebrity endorsed advertisement is more effective as compared to 

Single celebrity endorsed advertisement in influencing the consumers’ attitude 

towards the soft-drink. 
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OVERALL PRODUCT 

ATTITUDE 

Single Celebrity Endorsed 

Advertisement 

171 2.7407 1.15004 .08795 

Multiple Celebrity Endorsed 

Advertisement 

180 3.4704 1.19786 .08928 

(Source: Primary Data collected for the Study)

 

Table 5.101: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. T df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

OVERALL 

PRODUCT 

ATTITUDE 

Equal 

variances 

assumed 

.496 .482 -

5.816 

349 .000 -.72963 .12545 -.97637 -.48289 

Equal 

variances 

not 

assumed 

  

-

5.822 

348.960 .000 -.72963 .12532 -.97611 -.48315 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Product attitude scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & kurtosis scores for each 

group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of Variance is assessed by using Levene’s Test for equality of Variances. 

Since the sig value of Levene’s test was > 0.05 (p = 0.482) so the assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  
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“Multiple celebrity endorsed advertisement (M= 3.47, SD=1.197) is more effective as 

compared to Single celebrity endorsed advertisement (M= 2.74, SD=1.15) in influencing 

the consumers’ attitude towards the soft-drink, t(351)= 5.816. The effect size r = 0.297.” 

The next thing that was determined was Consumers’ Perception about Source 

attractiveness. The corresponding Hypothesis are as under. Here H0 stands for Null 

Hypothesis & Ha stands for alternate Hypothesis. 

 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ perception about celebrity attractiveness differ significantly between single 

celebrity endorsed advertisement and multiple celebrity endorsed advertisement of soft-

drink or not. 

The following Table no. 5.102 shows the details related to Group statistics and Table no. 

5.103 shows the results of the independent sample T –test.  

Table 5.102: 

(Source: Primary Data collected for the Study)

 

Table 5.103: 

Independent Samples Test 

H0: Consumers’ rating for celebrity’s attractiveness would be equal for single 

celebrity endorsed advertisement and multiple celebrity endorsed advertisement 

of soft-drink. 

Ha: Consumers’ rating for celebrity’s attractiveness would be higher for multiple 

celebrity endorsed advertisement as compared to single celebrity endorsed 

advertisement of soft-drink. 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

OVERALL CONSUMERS' 

PERCEPTION TOWARDS 

CELEBRITY 

ATTRACTIVENESS 

Single Celebrity Endorsed 

Advertisement 

171 2.6491 1.17090 .08954 

Multiple Celebrity Endorsed 

Advertisement 

180 3.4236 1.16576 .08689 
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  Levene's 

Test for 

Equality 

of 

Variances t-test for Equality of Means 

  

  

95% 

Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

OVERALL 

CONSUMERS' 

PERCEPTION 

TOWARDS 

CELEBRITY 

ATTRACTIVENESS 

Equal 

variances 

assumed 

.016 .900 -

6.208 

349 .000 -.77449 .12476 -

1.01986 

-

.52912 

Equal 

variances 

not 

assumed 

  

-

6.207 

347.915 .000 -.77449 .12477 -

1.01989 

-

.52909 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Perception about Celebrity attractiveness scores of mean, 

median & mode for each group showed that data is normally distributed. The skewness & 

kurtosis scores for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for 

equality of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.900) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

“Consumers’ rating for celebrity’s attractiveness was higher for multiple celebrity 

endorsed advertisement (M= 3.42, SD=1.17) as compared to single celebrity endorsed 

advertisement (M= 2.65, SD=1.17, t(351)= 6.208. The effect size r = 0.3153.” 
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The next thing that was determined was Consumers’ perception about source 

trustworthiness in different types of advertisements. The corresponding Hypothesis are as 

under. Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ perception about celebrity trustworthiness differ significantly between single 

celebrity endorsed advertisement and multiple celebrity endorsed advertisement of soft-

drink or not. 

The following Table no. 5.104 shows the details related to Group statistics and Table no. 

5.105 shows the results of the independent sample T –test.  

Table 5.104: 

Group Statistics 

 GROUP N Mean Std. Deviation Std. Error Mean 

OVERALL CONSUMERS' 

PERCEPTION TOWARDS 

CELEBRITY 

TRUSTWORTHINESS 

Single Celebrity Endorsed 

Advertisement 

171 2.7895 1.18545 .09065 

MultiplenCelebrity Endorsed 

Advertisement 

180 3.2511 1.13730 .08477 

(Source: Primary Data collected for the Study)

 

 

 

Table 5.105: 

Independent Samples Test 

  Levene's 

Test for 

Equality 

of 

Variances t-test for Equality of Means 

H0: Consumers’ rating for celebrity’s trustworthiness would be equal for single 

celebrity endorsed advertisement and multiple celebrity endorsed advertisement 

of soft-drink. 

Ha: Consumers’ rating for celebrity’s trustworthiness would be equal for single 

celebrity endorsed advertisement and multiple celebrity endorsed advertisement 

of soft-drink. 
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95% 

Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

OVERALL 

CONSUMERS' 

PERCEPTION 

TOWARDS 

CELEBRITY 

TRUSTWORTHINESS 

Equal 

variances 

assumed 

.769 .381 -

3.723 

349 .000 -.46164 .12398 -

.70548 

-

.21779 

Equal 

variances 

not 

assumed 

  

-

3.719 

346.018 .000 -.46164 .12411 -

.70575 

-

.21753 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Perception about Celebrity trustworthiness scores of mean, 

median & mode for each group showed that data is normally distributed. The skewness & 

kurtosis scores for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for 

equality of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.381) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

“Consumers’ rating for celebrity’s trustworthiness was higher for multiple celebrity 

endorsed advertisement (M= 3.25, SD=1.14) as compared to single celebrity endorsed 

advertisement (M= 2.79, SD=1.19, t(351)= 3.723. The effect size r = 0.1954.” 

5.4 Analysis of the Impact of Celebrity-Product Relevance 

Advertisements ( Element 3 ): 

The third element whose impact was analyzed was Celebrity-Product Relevance 

Advertisements. The analysis was done first for the Television Media and then for the Print 

Media. The analysis was done for each of the Medium separately. 
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5.4.2 Analysis  for  Television Media: 

The stimuli used for the Television Media were Master Chef Endorsed verses Celebrity 

Endorsed Advertisements. The respondents were randomly assigned to one of the two 

conditions. i.e. They were shown either Master Chef Endorsed Advertisement or  Celebrity 

Endorsed Advertisement only one at a time. The pictures of the Stimuli used for Television 

Media to analyze the impact of Element3 are shown below in the Figure 5.17. 

 

 
 

Figure 5.17: 

Master Chef Endorsed vs. Celebrity Endorsed Advertisements 

 

 

 
 

The first thing that was determined was Purchase Intention for the advertised product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

H0: Consumers’ purchase intention do not differ significantly between different 

types of advertisements of noodles. 
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The data was analyzed using Independent sample T-test so as to determine whether 

consumers’ purchase intention to buy the noodles differ significantly between different 

types of advertisements or not.  

The following Table no. 5.106 shows the details related to Group statistics and Table no. 

5.107 shows the results of the independent sample T –test.  

Table 5.106: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Mean Advertisement Endorsed by 

Master Chef Pankaja 

182 3.6243 .80881 .05995 

Advertisement Endorsed by 

film Actress Kajol 

169 3.1941 .79475 .06113 

(Source: Primary Data collected for the Study)

 

Table 5.107: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Mean Equal 

variances 

assumed 

.264 .608 5.021 349 .000 .43018 .08568 .26167 .59870 

Equal 

variances not 

assumed 

  

5.024 347.877 .000 .43018 .08563 .26178 .59859 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Purchase Intention scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & kurtosis scores for each 

Ha: Consumers’ purchase intention differ significantly between different types of 

advertisements of noodles. 
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group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of Variance is assessed by using Levene’s Test for equality of Variances. 

Since the sig value of Levene’s test was > 0.05 (p = 0.608) so the assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers’ would have higher purchase intention to buy the noodles when the 

advertisement was endorsed by Master Chef (M = 3.62, SD=0.808) as compared to 

celebrity endorsed advertisement (M = 3.19, SD=0.795). t (351) = 5.021, p < 0.05. The 

effect size r = 0.259.” 

The next thing that was determined was Consumers’ attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ attitude towards advertisement differ significantly between different types of 

advertisements or not. 

The following Table no. 5.108 shows the details related to Group statistics and Table no. 

5.109 shows the results of the independent sample T –test.  

Table 5.108: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Attitude towards 

Advertisement 

Advertisement Endorsed by 

Master Chef Pankaja 

182 3.3060 1.13721 .08430 

Advertisement Endorsed by 

film actress Kajol 

169 2.4816 .99925 .07687 

(Source: Primary Data collected for the Study)

H0: Consumers’ attitude towards advertisement do not differ significantly between 

different types of advertisements of noodles.  

Ha: Consumers’ attitude towards advertisement differ significantly between different 

types of advertisements of noodles. 
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Table 5.109: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Attitude 

towards 

Advertisement 

Equal 

variances 

assumed 

3.684 .056 7.192 349 .000 .82443 .11463 .59899 1.04988 

Equal 

variances 

not 

assumed 

  

7.227 347.955 .000 .82443 .11408 .60006 1.04880 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Advertisement attitude scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.056) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers’ would have favourable attitude towards master chef endorsed advertisement 

(M =3.31, SD =1.14) as compared to celebrity endorsed advertisement (M =2.48, SD 

=0.999) of noodles, t (351) = 7.192, p < 0.05. The effect size r = 0.359.” 
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The next thing that was determined was Consumers’ perception about source 

trustworthiness in different types of advertisements. The corresponding Hypothesis are as 

under. Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ perception about source trustworthiness differ significantly between different 

types of advertisements or not. 

The following Table no. 5.110 shows the details related to Group statistics and Table no. 

5.111 shows the results of the independent sample T –test.  

Table 5.110: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Mean Advertisement Endorsed by 

Master Chef Pankaja 

182 3.4571 .85050 .06304 

Advertisement Endorsed by 

film Actress Kajol 

169 2.7479 .81131 .06241 

(Source: Primary Data collected for the Study)

 

 

Table 5.111: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. T df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

H0: Consumers’ perception about source trustworthiness do not differ significantly 

between different types of advertisements of noodles. 

Ha: Consumers’ perception about source trustworthiness differ significantly between 

different types of advertisements of noodles. 
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Mean Equal 

variances 

assumed 

.339 .561 7.981 349 .000 .70921 .08886 .53444 .88399 

Equal 

variances not 

assumed 

  

7.995 348.743 .000 .70921 .08871 .53474 .88369 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Perception about Celebrity trustworthiness scores of mean, 

median & mode for each group showed that data is normally distributed. The skewness & 

kurtosis scores for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for 

equality of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.561) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

“Consumers’ perceive the source to be more trustworthy when the advertisement is 

endorsed by master chef  i.e. celebrity whose personality is relevant to the endorsed 

product (M= 3.46, SD=0.850) as compared to celebrity endorsed advertisement (M= 2.75, 

SD=0.811) , t(351)= 7.981. The effect size r = 0.3928.” 

The next thing that was determined was Consumers’ rating about source expertise in 

different types of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

H0: Consumers’ rating about source expertise do not differ significantly between 

different types of advertisements of noodles. 

Ha: Consumers’ rating about source expertise differ significantly between different 

types of advertisements of noodles. 



Chapter – 5   Final Data Analysis & Interpretation 
 

164 
  

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ perception about source trustworthiness differ significantly between different 

types of advertisements or not. 

The following Table no. 5.112 shows the details related to Group statistics and Table no. 

5.113 shows the results of the independent sample T –test.  

Table 5.112: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Mean Advertisement Endorsed by 

Master Chef Pankaja 

182 3.4540 .84682 .06277 

Advertisement Endorsed by 

film Actress Kajol 

169 2.7458 .80661 .06205 

(Source: Primary Data collected for the Study)

Table 5.113: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. T df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Mean Equal 

variances 

assumed 

.358 .550 8.009 349 .000 .70813 .08842 .53423 .88204 

Equal 

variances not 

assumed 

  

8.023 348.770 .000 .70813 .08826 .53454 .88172 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Perception about Source expertise scores of mean, median & 

mode for each group showed that data is normally distributed. The skewness & kurtosis 

scores for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for 
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equality of Variances. Since the sig. value of Levene’s test was > 0.05 (p = 0.550) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

“Consumers’ perceive the source to be more expert when the advertisement is endorsed by 

master chef  i.e. celebrity whose personality is relevant to the endorsed product (M= 3.45, 

SD=0.846) as compared to celebrity endorsed advertisement (M= 2.75, SD=0.807) , 

t(351)= 8.009. The effect size r = 0.394.” 

The next thing that was determined was Consumers’ decision about using the advertised 

product in different types of advertisements. The corresponding Hypothesis are as under. 

Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ decision about using the advertised product differ significantly between 

different types of advertisements or not. 

The following Table no. 5.114 shows the details related to Group statistics and Table no. 

5.115 shows the results of the independent sample T –test.  

Table 5.114: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Mean Advertisement Endorsed by 

Master Chef Pankaja 

182 3.5222 1.13167 .08388 

Advertisement Endorsed by 

film actress Kajol 

169 2.4814 1.15454 .08881 

(Source: Primary Data collected for the Study)

 

 

H0: There is no significant difference between different types of advertisements in 

influencing the consumers’ decision for using the noodles. 

Ha: There is a significant difference between different types of advertisements in 

influencing the consumers’ decision for using the noodles. 
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Table 5.115: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Mean Equal 

variances 

assumed 

.011 .915 8.526 349 .000 1.04082 .12207 .80073 1.28091 

Equal 

variances not 

assumed 

  

8.520 345.923 .000 1.04082 .12216 .80054 1.28110 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Product Usage Decision scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig. value of Levene’s test was > 0.05 (p = 0.915) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

“Consumers’ have higher desire/intention to use the advertised product when the 

advertisement is endorsed by master chef  i.e. celebrity whose personality is relevant to the 

endorsed product (M= 3.52, SD=1.13) as compared to celebrity endorsed advertisement 

(M= 2.48, SD=1.15) , t(351)= 8.526. The effect size r = 0.4152.” 
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5.4.3 Analysis  for  Print Media: 

The stimuli used for the Print Media were Sports Celebrity Endorsed verses Bollywood 

Celebrity Endorsed Advertisements. The respondents were randomly assigned to one of the 

two conditions. i.e. They were shown either Sports Celebrity Endorsed Advertisement or  

Bollywood Celebrity Endorsed Advertisement only one at a time. The pictures of the 

Stimuli used for Print Media to analyze the impact of Element3 are shown below in the 

Figure 5.18. 

 

 
 

Figure 5.18: 

Sports Celebrity Endorsed vs. Bollywood Celebrity Endorsed Advertisements 

 

 

 

 

The first thing that was determined was Purchase Intention for the advertised product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis.
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The data was analyzed using Independent sample T-test so as to determine whether 

consumers’ purchase intention to buy the chywanprash differ significantly between 

different types of advertisements or not.  

The following Table no. 5.116 shows the details related to Group statistics and Table no. 

5.117 shows the results of the independent sample T –test.  

Table 5.116: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Mean Advertisement Endorsed by 

M.S.Dhoni 

182 3.6220 .82285 .06099 

Advertisement Endorsed by 

film Actress JuhiChawla 

169 3.1941 .79475 .06113 

(Source: Primary Data collected for the Study)

 

 

Table 5.117: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. T Df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Mean Equal 

variances 

assumed 

.636 .426 4.949 349 .000 .42790 .08647 .25783 .59796 

Equal 

variances not 

assumed 

  

4.955 348.454 .000 .42790 .08636 .25805 .59774 

H0: Consumers’ purchase intention do not differ significantly between different 

types of advertisements of chywanprash. 

Ha: Consumers’ purchase intention differ significantly between different types of 

advertisements of chywanprash. 
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(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Purchase Intention scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & kurtosis scores for each 

group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of Variance is assessed by using Levene’s Test for equality of Variances. 

Since the sig value of Levene’s test was > 0.05 (p = 0.426) so the assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers would have higher purchase intention to buy the chywanprash when the 

advertisement is endorsed by sports celebrity (M = 3.62, SD=0.822) as compared to 

bollywood celebrity endorsed advertisement (M = 3.19, SD=0.795). t (351) = 4.949, p < 

0.05. The effect size r =0.2560.” 

The next thing that was determined was Consumers’ attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ attitude towards advertisement differ significantly between different types of 

advertisements or not. 

The following Table no. 5.118 shows the details related to Group statistics and Table no. 

5.119 shows the results of the independent sample T –test.  

Table 5.118: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

H0: Consumers’ attitude towards advertisement do not differ significantly between 

different types of advertisements of chywanprash.  

Ha: Consumers’ attitude towards advertisement differ significantly between different 

types of advertisements of chywanprash. 
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Overall Attitude towards 

Advertisement 

Advertisement Endorsed by 

Cricketer M.S.Dhoni 

182 3.3077 1.13866 .08440 

Advertisement Endorsed by 

film actress Juhichawla 

169 2.4778 1.00337 .07718 

(Source: Primary Data collected for the Study)

 

Table 5.119: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. T df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Attitude 

towards 

Advertisement 

Equal 

variances 

assumed 

3.516 .062 7.222 349 .000 .82988 .11491 .60388 1.05588 

Equal 

variances 

not 

assumed 

  

7.256 348.060 .000 .82988 .11437 .60493 1.05483 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Advertisement attitude scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.062) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  
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 “Consumers’ would have favourable attitude towards sports celebrity endorsed 

advertisement (M =3.31, SD =1.14) as compared to bollywood celebrity endorsed 

advertisement (M =2.48, SD =1.003) of chywanprash, t (351) = 7.222, p < 0.05. The effect 

size r = 0.3606.” 

The next thing that was determined was Consumers’ perception about source 

trustworthiness in different types of advertisements. The corresponding Hypothesis are as 

under. Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ perception about source trustworthiness differ significantly between different 

types of advertisements or not. 

The following Table no. 5.120 shows the details related to Group statistics and Table no. 

5.121 shows the results of the independent sample T –test.  

Table 5.120: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Mean Advertisement Endorsed by 

M.S.Dhoni 

182 3.6220 .82285 .06099 

Advertisement Endorsed by 

film Actress JuhiChawla 

169 3.7195 .75634 .05818 

(Source: Primary Data collected for the Study)

 

 

Table 5.121: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

H0: Consumers’ perception about source trustworthiness do not differ significantly 

between different types of advertisements of chywanprash. 

Ha: Consumers’ perception about source trustworthiness differ significantly between 

different types of advertisements of chywanprash. 
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95% Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Mean Equal 

variances 

assumed 

1.739 .188 -

1.154 

349 .249 -.09755 .08456 -.26385 .06875 

Equal 

variances not 

assumed 

  

-

1.157 

348.965 .248 -.09755 .08429 -.26333 .06824 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Perception about Celebrity trustworthiness scores of mean, 

median & mode for each group showed that data is normally distributed. The skewness & 

kurtosis scores for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for 

equality of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.188) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was greater than 0.05  i.e.  p = 0.1245. Hence 

the null hypothesis is accepted and alternate hypothesis is rejected. Hence it can be 

concluded from the above analysis that  

“Consumers’ perception about source trustworthiness do not differ significantly between 

sports celebrity endorsed advertisement (M= 3.62, SD=0.822) as compared to celebrity 

endorsed advertisement (M= 3.72, SD=0.756),  t(351)= 1.154. The effect size r = 0.0616.” 

The next thing that was determined was Consumers’ decision about using the advertised 

product in different types of advertisements. The corresponding Hypothesis are as under. 

Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

H0: There is no significant difference between different types of advertisements in 

influencing the consumers’ decision for using the chywanprash. 

Ha: There is a significant difference between different types of advertisements in 

influencing the consumers’ decision for using the chywanprash. 
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The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ decision about using the advertised product differ significantly between 

different types of advertisements or not. 

The following Table no. 5.122 shows the details related to Group statistics and Table no. 

5.123 shows the results of the independent sample T –test.  

Table 5.122: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Mean Advertisement Endorsed by 

Cricketer M.S.Dhoni 

182 3.5238 1.14364 .08477 

Advertisement Endorsed by 

film actress Juhichawla 

169 2.4734 1.16018 .08924 

(Source: Primary Data collected for the Study)

Table 5.123: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Mean Equal 

variances 

assumed 

.005 .945 8.539 349 .000 1.05044 .12302 .80848 1.29240 

Equal 

variances not 

assumed 

  

8.534 346.277 .000 1.05044 .12309 .80834 1.29253 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Product Usage Decision scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 
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of Variances. Since the sig. value of Levene’s test was > 0.05 (p = 0.945) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

“Consumers’ have higher desire/intention to use the advertised product when the 

advertisement is endorsed by M.S.Dhoni i.e. sports celebrity  whose personality is relevant 

to the endorsed product (M= 3.52, SD=1.14) as compared to bollywood celebrity endorsed 

advertisement (M= 2.47, SD=1.16) , t(351)= 8.539. The effect size r = 0.4157.” 

5.5 Analysis of the Impact of  advertisement endorsed by celebrity 

endorsing one product  verses  advertisement endorsed by celebrity 

endorsing more than product ( Element 4): 

The fourth element whose impact was analyzed was advertisement endorsed by celebrity 

endorsing one product verses advertisement endorsed by celebrity endorsing more than one 

product. The analysis was done first for the Television Media and then for the Print Media. 

The analysis was done for each of the Medium separately. 

5.5.1 Analysis  for  Television Media: 

The stimuli used for the Television Media was Advertisement Endorsed by celebrity 

endorsing one product verses Advertisement endorsed by celebrity endorsing more than 

one product. The respondents were randomly assigned to one of the two conditions. i.e. 

They were shown either advertisement endorsed by celebrity endorsing one product or  

advertisement endorsed by celebrity endorsing more than one product only one at a time. 

The pictures of the Stimuli used for Television Media to analyze the impact of Element4 

are shown below in the Figure 5.19. 
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 Figure 5.19: 

Advertisement endorsed by celebrity endorsing one product vs. advertisement endorsed by celebrity 

endorsing more than one product  

   (Source: Developed by the Researcher for the study)

 

 

 

The first thing that was determined was Purchase Intention for the advertised product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

H0: Advertisement endorsed by celebrity endorsing single product is equally effective 

in creating the desired impact on the purchase intentions of consumers as 

compared to the advertisement endorsed by celebrity endorsing more than one 

product. 

Ha: Advertisement endorsed by celebrity endorsing single product is more effective in 

creating the desired impact on the purchase intentions of consumers as 

compared to the advertisement endorsed by celebrity endorsing more than one 

product. 
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The data was analyzed using Independent sample T-test so as to determine whether 

consumers’ purchase intention to buy the chywanprash differ significantly between 

different types of advertisements or not.  

The following Table no. 5.124 shows the details related to Group statistics and Table no. 

5.125  shows the results of the independent sample T –test.  

Table 5.124: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Purchase Intention Advertisement Endorsed by 

Celebrity who is endorsing 

Single Product 

176 3.5051 .82155 .06193 

Advertisement Endorsed by 

Celebrity who is endorsing 

more than one Product 

175 2.8161 .82487 .06235 

(Source: Primary Data collected for the Study)

 

Table 5.125: 

Independent Samples Test 

  Levene's Test 

for Equality 

of Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall 

Purchase 

Intention 

Equal 

variances 

assumed 

.039 .843 7.841 349 .000 .68908 .08788 .51624 .86192 

Equal 

variances 

not assumed 

  

7.841 348.967 .000 .68908 .08788 .51624 .86193 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Purchase Intention scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & kurtosis scores for each 
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group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of Variance is assessed by using Levene’s Test for equality of Variances. 

Since the sig value of Levene’s test was > 0.05 (p = 0.843) so the assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers would have higher purchase intention to buy the advertised product i.e. 

colgate when the advertisement is endorsed by celebrity endorsing single product (M = 

3.51, SD=0.821) as compared to advertisement endorsed by celebrity endorsing more than 

one product (M = 2.82, SD=0.825). t (351) =7.841 , p < 0.05. The effect size r = 0.3870.” 

The next thing that was determined was Consumers’ attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ attitude towards advertisement differ significantly between different types of 

advertisements or not. 

The following Table no. 5.126 shows the details related to Group statistics and Table no. 

5.127 shows the results of the independent sample T –test.  

Table 5.126: 

 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

H0: Consumers’ attitude towards advertisement would be same for advertisement 

endorsed by celebrity endorsing single product as compared to the advertisement 

endorsed by celebrity endorsing more than one product. 

Ha: Consumers’ attitude towards advertisement would be more favourable for 

advertisement endorsed by celebrity endorsing single product as compared to the 

advertisement endorsed by celebrity endorsing more than one product. 
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Overall Attitude towards 

Advertisement 

Advertisement Endorsed by 

Celebrity who is endorsing 

one product 

176 3.6955 .76702 .05782 

Advertisement Endorsed by 

Celebrity who is endorsing 

motre than one product 

175 3.1623 .80982 .06122 

(Source: Primary Data collected for the Study)

 

Table 5.127: 

 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Attitude 

towards 

Advertisement 

Equal 

variances 

assumed 

.470 .494 6.333 349 .000 .53317 .08419 .36758 .69875 

Equal 

variances 

not 

assumed 

  

6.332 347.750 .000 .53317 .08420 .36756 .69878 

(Source: Primary Data collected for the Study) 

 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Advertisement attitude scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.494) so the 

assumptions are met. 
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The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers’ attitude towards advertisement would be more favourable for advertisement 

endorsed by celebrity endorsing single product(M =3.69, SD =0.767)  as compared to the 

advertisement endorsed by celebrity endorsing more than one product (M =3.16, SD 

=0.809)  , t (351) = 6.333, p < 0.05. The effect size r =0.3211.” 

The next thing that was determined was Consumers’ perception about source 

trustworthiness in different types of advertisements. The corresponding Hypothesis are as 

under. Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ perception about source trustworthiness differ significantly between different 

types of advertisements or not. 

The following Table no. 5.128 shows the details related to Group statistics and Table no. 

5.129 shows the results of the independent sample T –test.  

Table 5.128: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Perception about 

Source Trustworthiness 

Advertisement Endorsed by 

Celebrity who is endorsing 

One Product 

176 3.3972 .93653 .07059 

Advertisement Endorsed by 

Celebrity who is endorsing 

more than One Product 

175 2.6634 1.03349 .07812 

(Source: Primary Data collected for the Study)

 

 

Table 5.129: 

H0: Consumers’ perception about source trustworthiness do not differ significantly 

between  advertisements of toothpaste endorsed by different type of celebrities. 

Ha: Consumers’ perception about source trustworthiness differ significantly between 

advertisements of  toothpaste endorsed by different type of celebrities. 
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Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Perception 

about Source 

Trustworthiness 

Equal 

variances 

assumed 

1.042 .308 6.970 349 .000 .73373 .10526 .52670 .94076 

Equal 

variances 

not 

assumed 

  

6.968 345.274 .000 .73373 .10529 .52663 .94083 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Perception about Celebrity trustworthiness scores of mean, 

median & mode for each group showed that data is normally distributed. The skewness & 

kurtosis scores for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for 

equality of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.308) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

“Consumers’ perceive the source to be more trustworthy when the advertisement is 

endorsed by celebrity endorsing one product (M= 3.397, SD=0.937) as compared to 

advertisement endorsed by celebrity endorsing more than one product (M= 2.66, 

SD=1.0335) , t(351)= 6.970. The effect size r = 0.3496.” 



Analysis of the Impact of  advertisement endorsed by celebrity endorsing one product  

verses  advertisement endorsed by celebrity endorsing more than product 
 

181 
  

The next thing that was determined was Consumers’ decision about using the advertised 

product in different types of advertisements. The corresponding Hypothesis are as under. 

Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ decision about using the advertised product differ significantly between 

different types of advertisements or not. 

The following Table no. 5.130 shows the details related to Group statistics and Table no. 

5.131 shows the results of the independent sample T –test.  

Table 5.130: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Product Usage Advertisement Endorsed by 

Celebrity who is endorsing 

One Product 

176 3.4289 1.18882 .08961 

Advertisement Endorsed by 

Celebrity who is endorsing 

more than One Product 

175 2.7304 1.15046 .08697 

(Source: Primary Data collected for the Study)

 

Table 5.131: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

H0: There is no significant difference between advertisements of toothpaste endorsed 

by different types of celebrities in influencing the consumers’ decision for using 

the toothpaste. 

Ha: There is a significant difference between advertisements of toothpaste endorsed 

by different types of celebrities in influencing the consumers’ decision for using 

the toothpaste. 
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Overall 

Product 

Usage 

Equal 

variances 

assumed 

.299 .585 5.593 349 .000 .69850 .12488 .45288 .94412 

Equal 

variances 

not assumed 

  

5.594 348.744 .000 .69850 .12487 .45290 .94410 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Product Usage Decision scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig. value of Levene’s test was > 0.05 (p = 0.585) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

“Consumers’ have higher desire/intention to use the advertised product when the 

advertisement is endorsed by celebrity endorsing single product(M= 3.43, SD=1.19) as 

compared to advertisement endorsed by celebrity endorsing more than one product (M= 

2.73, SD=1.15) , t(351)= 5.593. The effect size r = 0.2869.” 

 

The next thing that was determined was Consumers’ perception about source expertise in 

different types of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

H0: Consumers’ rating about source expertise do not differ significantly between  

advertisements of toothpaste endorsed by different type of celebrities. 

Ha: Consumers’ rating about source expertise differ significantly between 

advertisements of  toothpaste endorsed by different type of celebrities. 
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The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ perception about source expertise differ significantly between different types 

of advertisements or not. 

The following Table no. 5.132 shows the details related to Group statistics and Table no. 

5.133 shows the results of the independent sample T –test.  

Table 5.132: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall  Perception  about  

Source  Expertise 

Advertisement Endorsed by 

Celebrity who is endorsing 

One Product 

176 3.6655 .77063 .05809 

Advertisement Endorsed by 

Celebrity who is endorsing 

more than One Product 

175 3.5847 .71514 .05406 

(Source: Primary Data collected for the Study)

 

Table 5.133: 

Independent Samples Test 

  Levene's Test 

for Equality 

of Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. T df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall  

Perception  

about  Source  

Expertise 

Equal 

variances 

assumed 

2.970 .086 1.018 349 .310 .08077 .07937 -.07533 .23687 

Equal 

variances 

not 

assumed 

  

1.018 347.352 .309 .08077 .07935 -.07530 .23684 

(Source: Primary Data collected for the Study) 



Chapter – 5   Final Data Analysis & Interpretation 
 

184 
  

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Perception about Celebrity expertise scores of mean, median 

& mode for each group showed that data is normally distributed. The skewness & kurtosis 

scores for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for 

equality of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.086) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was greater than 0.05  i.e.  p = 0.155. Hence 

the null hypothesis is accepted and alternate hypothesis is rejected. Hence it can be 

concluded from the above analysis that  

“Consumers’ perception about source expertise do not differ significantly between the 

advertisement endorsed by celebrity endorsing one product (M= 3.67, SD=0.771) as 

compared to the advertisement endorsed by celebrity endorsing more than one product 

(M= 3.59,  SD=0.715) , t(351)= 1.018. The effect size r = 0.0544.” 

5.5.2 Analysis  for  Print Media: 

The stimuli used for the Print Media was Advertisement Endorsed by celebrity endorsing 

one product verses Advertisement endorsed by celebrity endorsing more than one product. 

The respondents were randomly assigned to one of the two conditions. i.e. They were 

shown either advertisement endorsed by celebrity endorsing one product or  advertisement 

endorsed by celebrity endorsing more than one product only one at a time. The pictures of 

the Stimuli used for Print Media to analyze the impact of Element4 are shown below in the 

Figure 5.20. 
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Figure 5.20: 

Advertisement endorsed by celebrity endorsing one product vs. advertisement endorsed by celebrity 

endorsing more than one product  

   (Source: Developed by the Researcher for the study) 

 
 

The first thing that was determined was Purchase Intention for the advertised product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

consumers’ purchase intention to buy the kurkure differ significantly between different 

types of advertisements or not.  

The following Table no. 5.134 shows the details related to Group statistics and Table no. 

5.135 shows the results of the independent sample T –test.  

Table 5.134:

 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

H0: Advertisement endorsed by celebrity endorsing single product is equally effective 

in creating the desired impact on the purchase intentions of consumers as 

compared to the advertisement endorsed by celebrity endorsing more than one 

product. 

Ha: Advertisement endorsed by celebrity endorsing single product is more effective in 

creating the desired impact on the purchase intentions of consumers as 

compared to the advertisement endorsed by celebrity endorsing more than one 

product. 
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Overall Purchase Intention Advertisement Endorsed by 

Celebrity who is endorsing 

Single Product 

176 3.5068 .82196 .06196 

Advertisement Endorsed by 

Celebrity who is endorsing 

more than one Product 

175 2.8103 .83081 .06280 

(Source: Primary Data collected for the Study)

 

Table 5.135: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall 

Purchase 

Intention 

Equal 

variances 

assumed 

.060 .807 7.896 349 .000 .69653 .08822 .52303 .87004 

Equal 

variances 

not assumed 

  

7.895 348.906 .000 .69653 .08822 .52302 .87004 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Purchase Intention scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & kurtosis scores for each 

group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of Variance is assessed by using Levene’s Test for equality of Variances. 

Since the sig value of Levene’s test was > 0.05 (p = 0.807) so the assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers would have higher purchase intention to buy the advertised product i.e. 

snacks when the advertisement is endorsed by celebrity endorsing single product (M =3.51 
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, SD=0.822) as compared to advertisement endorsed by celebrity endorsing more than one 

product (M = 2.81, SD=0.831). t (351) =7.896 , p < 0.05. The effect size r = 0.3894.” 

The next thing that was determined was Consumers’ attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ attitude towards advertisement differ significantly between different types of 

advertisements or not. 

The following Table no. 5.136 shows the details related to Group statistics and Table no. 

5.137 shows the results of the independent sample T –test.  

Table 5.136: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Attitude towards 

Advertisement 

Advertisement Endorsed by 

Celebrity who is endorsing 

one product 

176 3.6585 .78175 .05893 

Advertisement Endorsed by 

Celebrity who is endorsing 

motre than one product 

175 3.1660 .80847 .06111 

(Source: Primary Data collected for the Study)

 

Table 5.137: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

H0: Consumers’ attitude towards advertisement would be same for advertisement 

endorsed by celebrity endorsing single product as compared to the advertisement 

endorsed by celebrity endorsing more than one product. 

Ha: Consumers’ attitude towards advertisement would be more favourable for 

advertisement endorsed by celebrity endorsing single product as compared to the 

advertisement endorsed by celebrity endorsing more than one product. 
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95% Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Attitude 

towards 

Advertisement 

Equal 

variances 

assumed 

.002 .969 5.802 349 .000 .49252 .08489 .32557 .65948 

Equal 

variances 

not 

assumed 

  

5.801 348.461 .000 .49252 .08490 .32555 .65950 

(Source: Primary Data collected for the Study) 

 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Advertisement attitude scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.969) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers’ attitude towards advertisement would be more favourable for advertisement 

endorsed by celebrity endorsing single product(M =3.66, SD =0.782)  as compared to the 

advertisement endorsed by celebrity endorsing more than one product (M =3.17, SD 

=0.809)  , t (351) = 5.802, p < 0.05. The effect size r = 0.2966.” 

The next thing that was determined was Consumers’ perception about source 

trustworthiness in different types of advertisements. The corresponding Hypothesis are as 

under. Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

H0: Consumers’ perception about source trustworthiness do not differ significantly 

between  advertisements of snacks endorsed by different type of celebrities. 
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The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ perception about source trustworthiness differ significantly between different 

types of advertisements or not. 

The following Table no. 5.138 shows the details related to Group statistics and Table no. 

5.139 shows the results of the independent sample T –test.  

Table 5.138: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Perception about 

Source Trustworthiness 

1.00 176 3.3966 .94330 .07110 

2.00 175 2.6686 1.04886 .07929 

(Source: Primary Data collected for the Study)

 

Table 5.139: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. T Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Perception 

about Source 

Trustworthiness 

Equal 

variances 

assumed 

1.219 .270 6.838 349 .000 .72802 .10647 .51862 .93742 

Equal 

variances 

not 

assumed 

  

6.836 344.725 .000 .72802 .10650 .51855 .93749 

(Source: Primary Data collected for the Study) 

Ha: Consumers’ perception about source trustworthiness differ significantly between 

advertisements of  snacks endorsed by different type of celebrities. 
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For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Perception about Celebrity trustworthiness scores of mean, 

median & mode for each group showed that data is normally distributed. The skewness & 

kurtosis scores for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for 

equality of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.270) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

“Consumers’ perceive the source to be more trustworthy when the advertisement is 

endorsed by celebrity endorsing one product (M= 3.397, SD=0.943) as compared to 

advertisement endorsed by celebrity endorsing more than one product (M= 2.67, SD=1.05) 

, t(351)= 6.838. The effect size r = 0.3438.” 

The next thing that was determined was Consumers’ decision about using the advertised 

product in different types of advertisements. The corresponding Hypothesis are as under. 

Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ decision about using the advertised product differ significantly between 

different types of advertisements or not. 

The following Table no. 5.140 shows the details related to Group statistics and Table no. 

5.141 shows the results of the independent sample T –test.  

Table 5.140: 

Group Statistics 

H0: There is no significant difference between advertisements of snacks endorsed by 

different types of celebrities in influencing the consumers’ decision for using the 

snacks. 

Ha: There is a significant difference between advertisements of snacks endorsed by 

different types of celebrities in influencing the consumers’ decision for using the 

snacks. 
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 Group N Mean Std. Deviation Std. Error Mean 

Overall Product Usage Advertisement Endorsed by 

Celebrity who is endorsing 

One Product 

176 3.4356 1.19879 .09036 

Advertisement Endorsed by 

Celebrity who is endorsing 

more than One Product 

175 2.7181 1.15714 .08747 

(Source: Primary Data collected for the Study)

 

Table 5.141: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall 

Product 

Usage 

Equal 

variances 

assumed 

.354 .552 5.705 349 .000 .71751 .12578 .47013 .96489 

Equal 

variances 

not assumed 

  

5.705 348.694 .000 .71751 .12576 .47016 .96486 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Product Usage Decision scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig. value of Levene’s test was > 0.05 (p = 0.552) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  
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“Consumers’ have higher desire/intention to use the advertised product when the 

advertisement is endorsed by celebrity endorsing single product (M= 3.44, SD=1.198) as 

compared to advertisement endorsed by celebrity endorsing more than one product (M= 

2.72, SD=1.16) , t(351)= 5.705. The effect size r = 0.292.” 

 

The next thing that was determined was Consumers’ perception about source expertise in 

different types of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ perception about source expertise differ significantly between different types 

of advertisements or not. 

The following Table no. 5.142 shows the details related to Group statistics and Table no. 

5.143 shows the results of the independent sample T –test.  

Table 5.142: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Source 

Trustworthiness 

Advertisement Endorsed by 

Celebrity who is endorsing 

One Product 

176 3.6693 .77796 .05864 

Advertisement Endorsed by 

Celebrity who is endorsing 

more than One Product 

175 3.5714 .72642 .05491 

(Source: Primary Data collected for the Study)

 

 

 

 

 

 

H0: Consumers’ rating about source expertise do not differ significantly between  

advertisements of snacks endorsed by different type of celebrities. 

Ha: Consumers’ rating about source expertise differ significantly between 

advertisements of  snacks endorsed by different type of celebrities. 
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Table 5.143: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Source 

Trustworthiness 

Equal 

variances 

assumed 

2.149 .144 1.218 349 .224 .09789 .08035 -.06015 .25593 

Equal 

variances 

not 

assumed 

  

1.218 347.632 .224 .09789 .08034 -.06012 .25590 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Perception about Celebrity expertise scores of mean, median 

& mode for each group showed that data is normally distributed. The skewness & kurtosis 

scores for each group were within acceptable values of  1 & indicated that data is 

normally distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for 

equality of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.144) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was greater than 0.05  i.e.  p = 0.224. Hence 

the null hypothesis is accepted and alternate hypothesis is rejected. Hence it can be 

concluded from the above analysis that  

“Consumers’ perception about source expertise do not differ significantly between the 

advertisement endorsed by celebrity endorsing one product (M= 3.67, SD=0.778) as 

compared to the advertisement endorsed by celebrity endorsing more than one product 

(M= 3.57,  SD=0.726) , t(351)= 1.218. The effect size r = 0.0651.” 
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5.6 Analysis of the Impact of Cause Endorsed advertisement verses  

Celebrity Endorsed advertisement ( Element 5): 

The next element whose impact was analyzed was Cause Endorsed advertisement verses 

Celebrity Endorsed advertisement. The analysis was done for the Television Media & print 

media. The cause whose impact was analyzed was, Swachh Bharat Mission Cause, the 

most important present National cause of India. The government authenticated Logo with 

slogan and release for the Swacch Bharat Mission Cause is shown below in Figure 5.21 

and 5.22 

                                           
Figure 5.21: 

                                             Logo of  Swachh Mission Cause    (Source: http://mygov.in/ ) 

               

        Figure 5.22: 

          Release of  Swachh Mission Cause by Honorable Prime Minister 

            (Source: http://mygov.in/winner_contest_swachh_bharat_abhiyan.html) 

The reason for selecting the Swachh Bharat Mission Cause for the present study was that 

the Author  of the thesis  has been personally associated with this national cause of India. 

The Author , Ms. Bhagyashree Sheth, was awarded by Honorable & Respectable Prime 
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Minister of India Shri Narendra Modi Sir for giving the remarkable slogan “

 ” for Swachh Bharat Mission. Thus it is one of the most important national 

cause of India whose impact has been analyzed. It is for the first time that anyone  in the 

country has analyzed the impact of this cause. The analysis was done first for the 

Television media  and then for the  print media The analysis was done for each of the 

media separately. 

5.6.1 Analysis  for  Television Media: 

The stimuli used for the Television Media was Cause endorsed advertisement verses 

Celebrity endorsed advertisement. The respondents were randomly assigned to one of the 

two conditions. i.e. They were shown either Cause endorsed advertisement or  Celebrity 

endorsed advertisement only one at a time. The pictures of the Stimuli used for Television 

Media to analyze the impact of Element5 are shown below in the Figure 5.21. 

 

 
 

 Figure 5.23: 

Cause Endorsed advertisement verses Celebrity Endorsed Advertisement 

   (Source: Developed by the Researcher for the study) 
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The first thing that was determined was Purchase Intention for the advertised product. The 

corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha stands 

for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

consumers’ purchase intention to buy the detergent differ significantly between different 

types of advertisements or not.  

The following Table no. 5.144 shows the details related to Group statistics and Table no. 

5.145  shows the results of the independent sample T –test.  

Table 5.144: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Purchase Intention Swachh Bharat Cause 

Endorsed Advertisement 

177 3.5119 1.13574 .08537 

Celebrity Endorsed 

Advertisement 

174 2.1920 1.04872 .07950 

(Source: Primary Data collected for the Study)

 

Table 5.145: 

Independent Samples Test 

  Levene's Test 

for Equality 

of Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

H0: Swachh Bharat Cause Endorsed advertisement is equally effective as compared 

to celebrity endorsed advertisement in influencing the consumers’ purchase 

intention to buy the detergent. 

 

Ha: Swachh Bharat Cause Endorsed advertisement is more effective as compared to 

celebrity endorsed advertisement in influencing the consumers’ purchase 

intention to buy the detergent. 
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F Sig. T df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall 

Purchase 

Intention 

Equal 

variances 

assumed 

1.430 .233 11.307 349 .000 1.31991 .11673 1.09032 1.54950 

Equal 

variances 

not 

assumed 

  

11.315 347.644 .000 1.31991 .11666 1.09047 1.54935 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Purchase Intention scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & kurtosis scores for each 

group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of Variance is assessed by using Levene’s Test for equality of Variances. 

Since the sig value of Levene’s test was > 0.05 (p = 0.233) so the assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers would have higher purchase intention to buy the advertised product i.e. 

detergent when there is Cause endorsed advertisement (M = 3.51, SD=1.14) as compared 

to Celebrity endorsed advertisement (M = 2.19, SD=1.049). t (351) =11.307 , p < 0.05. 

The effect size r = 0.5178.” 

The next thing that was determined was Consumers’ attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

H0: Swachh Bharat Cause Endorsed advertisement is equally effective as compared 

to celebrity endorsed advertisement in influencing the consumers’ attitude 

towards advertisement. 

 

Ha: Swachh Bharat Cause Endorsed advertisement is more effective as compared to 

celebrity endorsed advertisement in influencing the consumers’ attitude towards 
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The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ attitude towards advertisement differ significantly between different types of 

advertisements or not. 

The following Table no. 5.146 shows the details related to Group statistics and Table no. 

5.147 shows the results of the independent sample T –test.  

Table 5.146: 

Group Statistics 

 
Group N Mean Std. Deviation Std. Error Mean 

Overall Attitude towards 

Advertisement 

Swachh Bharat Cause 

Endorsed Advertisement 

177 3.5017 1.12777 .08477 

Celebrity Endorsed 

Advertisement 

174 2.3161 1.04670 .07935 

(Source: Primary Data collected for the Study)

 

Table 5.147: 

 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Attitude 

towards 

Advertisement 

Equal 

variances 

assumed 

1.624 .203 10.204 349 .000 1.18560 .11619 .95709 1.41412 

Equal 

variances 

not 

assumed 

  

10.211 347.855 .000 1.18560 .11611 .95723 1.41397 

(Source: Primary Data collected for the Study) 

advertisement. 
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For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Advertisement attitude scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.203) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Consumers’ attitude towards advertisement would be more favourable for Swachh Bharat 

cause endorsed advertisement (M =3.50, SD =1.13)  as compared to Celebrity endorsed 

advertisement (M =3.32, SD =1.05)  , t (351) = 10.204, p < 0.05. The effect size r = 

0.4794.” 

The next thing that was determined was Consumers’ decision about using the advertised 

product in different types of advertisements. The corresponding Hypothesis are as under. 

Here H0 stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ decision about using the advertised product differ significantly between 

different types of advertisements or not. 

The following Table no. 5.148 shows the details related to Group statistics and Table no. 

5.149 shows the results of the independent sample T –test.  

Table 5.148: 

Group Statistics 

H0: There is no significant difference between different types of advertisements in 

influencing the consumers’ decision for using the detergent. 

Ha: There is a significant difference between different types of advertisements in 

influencing the consumers’ decision for using the detergent. 
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 Group N Mean Std. Deviation Std. Error Mean 

Mean Swachh Bharat Cause 

Endorsed Advertisement 

177 3.4896 1.14153 .08580 

Celebrity Endorsed 

Advertisement 

174 2.2739 1.04598 .07930 

(Source: Primary Data collected for the Study)

 

Table 5.149: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. T Df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Mean Equal 

variances 

assumed 

1.500 .222 10.398 349 .000 1.21570 .11692 .98574 1.44565 

Equal 

variances 

not assumed 

  

10.405 347.293 .000 1.21570 .11683 .98591 1.44548 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Product Usage Decision scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig. value of Levene’s test was > 0.05 (p = 0.222) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  
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“Consumers’ have higher desire/intention to use the advertised product when the 

advertisement is Cause endorsed advertisement (M= 3.49, SD=1.14) as compared to 

Celebrity endorsed advertisement (M= 2.27, SD=1.05), t(351)= 10.398. The effect size r = 

0.4863.” 

The next thing that was determined was Consumers’ overall impression about company. 

The corresponding Hypothesis are as under. Here H0 stands for Null Hypothesis & Ha 

stands for alternate Hypothesis. 

The data was analyzed using Independent sample T-test so as to determine whether 

Consumers’ impression about company differ significantly between different types of 

advertisements or not. 

The following Table no. 5.150 shows the details related to Group statistics and Table no. 

5.151 shows the results of the independent sample T –test.  

Table 5.150: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall  Company  

Impression 

Swachh Bharat Cause 

Endorsed Advertisement 

177 3.4701 1.11766 .08401 

Celebrity Endorsed 

Advertisement 

174 2.1793 1.05262 .07980 

(Source: Primary Data collected for the Study)

 

Table 5.151: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

H0: Consumers’ overall impression about company would be same for Swachh 

bharat cause endorsed advertisement and celebrity endorsed advertisement.  

Ha: Consumers’ overall impression about company would be more positive for 

Swachh bharat cause endorsed advertisement as compared to celebrity endorsed 

advertisement. 
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95% Confidence 

Interval of the 

Difference 

  

F Sig. T df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall  

Company  

Impression 

Equal 

variances 

assumed 

.874 .350 11.134 349 .000 1.29075 .11593 1.06274 1.51875 

Equal 

variances 

not 

assumed 

  

11.140 348.363 .000 1.29075 .11587 1.06286 1.51863 

(Source: Primary Data collected for the Study) 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Company Impression scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig. value of Levene’s test was > 0.05 (p = 0.350) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

“Consumers’ impression about the company would be more positive for Swachh bharat 

Cause endorsed advertisement (M= 3.47, SD=1.12) as compared to Celebrity endorsed 

advertisement (M= 2.18, SD=1.05),  t(351)= 11.134. The effect size r = 0.5119.” 

 

5.7 Data Analysis of the study 2: 

The study 2 was undertaken mainly for children. The study was done in four major cities 

of Gujarat namely Ahmedabad, Baroda, Surat & Rajkot respectively. Complete and 

Correct responses were obtained from 324 children. So the sample size considered for 

analysis in the study 2 was 324. In study 2 the impact of spokes / animated characters 

endorsed advertisement has been analyzed. The media included in the study were mainly 
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Television Media & Print Media. The profile of the respondents of the study 2 is discussed 

as under. 

5.7.1 Region wise Distribution of Children of Study 2: 

The following Table 5.152 & Figure 5.22 shows the city wise distribution of the Children 

Table 5.152: 

City wise Frequency Distribution of Children 

Item Description Frequency ( No .of 

Children) 

Percentage ( % ) 

City Ahmedabad 137 42.3 

Surat 119 36.7 

Baroda 35 10.8 

Rajkot 33 10.2 

Total 324 100 

 

(Source: Primary Data collected for the Study) 

 

 

Figure 5.24: 

City wise Frequency Distribution of Children 

 (Source:  Primary Data collected for the Study) 

The sample used for the study comprised of 42.2 %  children from Ahmedabad, 36.6 % 

children from Surat, 10.8 % children from Baroda & 10.4 % children from Rajkot. 
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5.7.2 Gender wise distribution of  children: 

The Table no.5.153 represents the gender wise distribution of the same can be found from 

the Figure 5.23 below it. 

Table 5.153: 

Gender wise  Frequency Distribution of Children 

Item Description Frequency ( No .of 

children) 

Percentage ( % ) 

Gender Male 174 53.7 

Female 150 46.3 

Total 324 100 

 

                                                    (Source: Primary Data collected for the Study)

 

Figure 5.25: 
Gender wise Distribution of Children 

  (Source:  Primary Data collected for the Study) 

The data analysis for the element, the stimuli used for each of the medium, the 

corresponding Hypothesis and their outcomes are discussed as under: 
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5.8 Analysis of the Impact of Animated Character endorsed 

advertisement verses Celebrity Endorsed Advertisement : 

The last element whose impact was analyzed was Animated Character Endorsed 

advertisement verses Celebrity Endorsed advertisement. The analysis was done first for the 

Television Media and then for the Print Media respectively. The analysis was done for 

each of the Medium separately. 

5.8.1 Analysis  for  Television Media: 

The stimuli used for the Television Media was Animated Character endorsed 

advertisement verses Celebrity endorsed advertisement. The respondents were randomly 

assigned to one of the two conditions. i.e. They were shown either animated character 

endorsed advertisement or Celebrity endorsed advertisement only one at a time. The 

pictures of the Stimuli used for Television Media to analyze the impact of Element are 

shown below in the Figure 5.24. 
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Figure 5.26: 

Animated Character Endorsed advertisement verses Celebrity Endorsed Advertisement 
   (Source: Developed by the Researcher for the study) 

 

The first thing that was determined was young children attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

 

The data was analyzed using Independent sample T-test so as to determine whether young 

children attitude towards advertisement differ significantly between different types of 

advertisements or not. 

The following Table no. 5.154 shows the details related to Group statistics and Table no. 

5.155 shows the results of the independent sample T –test.  

Table 5.154: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Attitude towards 

Advertisement 

Advertisement Endorsed by 

Cartoon Characters 

164 3.3951 1.16744 .09116 

Advertisement Endorsed by 

Celebrity 

160 2.9462 1.10635 .08746 

 

(Source: Primary Data collected for the Study)

 

 

 

Table 5.155: 

Independent Samples Test 

H0: Young  Children  would  have  same  attitude  towards  animated  character  

endorsed  advertisement  and  celebrity  endorsed  advertisement.  

Ha: Young  Children  would  have  more  favourable  attitude  towards  animated  

character  endorsed  advertisement  as compared to celebrity  endorsed  

advertisement. 
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  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Attitude 

towards 

Advertisement 

Equal 

variances 

assumed 

.956 .329 3.551 322 .000 .44887 .12642 .20016 .69758 

Equal 

variances 

not 

assumed 

  

3.553 321.730 .000 .44887 .12634 .20032 .69742 

 

(Source: Primary Data collected for the Study) 

 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Advertisement attitude scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 

distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.329) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Young Children attitude towards advertisement would be more favourable for animated 

character endorsed advertisement (M =3.39, SD =1.17)  as compared to celebrity endorsed 

advertisement (M =2.95, SD =1.15)  , t (351) = 3.551, p < 0.05. The effect size r = 

0.1942.” 
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The next thing that was determined was young children product liking between different 

types of advertisements. The corresponding Hypothesis are as under. Here H0 stands for 

Null Hypothesis & Ha stands for alternate Hypothesis. 

 

The data was analyzed using Independent sample T-test so as to determine whether young 

children product liking differs significantly between different types of advertisements or 

not. 

The following Table no. 5.156 shows the details related to Group statistics and Table no. 

5.157 shows the results of the independent sample T –test.  

Table 5.156: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Product Liking Advertisement Endorsed by 

Cartoon Characters 

164 3.5579 1.21708 .09504 

Advertisement Endorsed by 

Celebrity 

160 2.4641 1.11974 .08852 

(Source: Primary Data collected for the Study)

 

Table 5.157: 

 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

H0: Young  Children  would  have  same  product liking  for  animated  character  

endorsed  advertisement  and  celebrity  endorsed  advertisement.  

Ha: Young  Children  would  have  more  product liking  for  animated  character  

endorsed  advertisement  as compared to celebrity  endorsed  advertisement. 
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Overall 

Product 

Liking 

Equal 

variances 

assumed 

1.069 .302 8.414 322 .000 1.09386 .13001 .83808 1.34965 

Equal 

variances 

not assumed 

  

8.422 320.903 .000 1.09386 .12988 .83834 1.34939 

 

(Source: Primary Data collected for the Study) 

 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Product liking scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & kurtosis scores for each 

group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of Variance is assessed by using Levene’s Test for equality of Variances. 

Since the sig value of Levene’s test was > 0.05 (p = 0.302) so the assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Young Children product liking would be more favourable for animated character 

endorsed advertisement (M =3.56, SD =1.22)  as compared to celebrity endorsed 

advertisement (M =2.46, SD =1.12)  , t (351) = 8.414, p < 0.05. The effect size r = 

0.4245.” 

5.8.2 Analysis  for  Print Media: 

The stimuli used for the Print Media was Animated Character endorsed advertisement 

verses Celebrity endorsed advertisement. The respondents were randomly assigned to one 

of the two conditions. i.e. They were shown either animated character endorsed 

advertisement or Celebrity endorsed advertisement only one at a time. The pictures of the 

Stimuli used for Print Media to analyze the impact of Element are shown below in the 

Figure 5.25. 
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Figure 5.27: 

Animated Character Endorsed advertisement verses Celebrity Endorsed Advertisement 

   (Source: Developed by the Researcher for the study) 

 

The first thing that was determined was young children attitude towards advertisement for 

different type of advertisements. The corresponding Hypothesis are as under. Here H0 

stands for Null Hypothesis & Ha stands for alternate Hypothesis. 

 

The data was analyzed using Independent sample T-test so as to determine whether young 

children attitude towards advertisement differ significantly between different types of 

advertisements or not.

H0: Young  Children  would  have  same  attitude  towards  animated  character  

endorsed  advertisement  and  celebrity  endorsed  advertisement.  

Ha: Young  Children  would  have  more  favourable  attitude  towards  animated  

character  endorsed  advertisement  as compared to celebrity  endorsed  

advertisement. 



Analysis of the Impact of Animated Character endorsed advertisement verses Celebrity 

Endorsed Advertisement 

  

211 
  

 

The following Table no. 5.158 shows the details related to Group statistics and Table no. 

5.159 shows the results of the independent sample T –test.  

Table 5.158: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Attitude towards 

Advertisement 

Advertisement Endorsed by 

Cartoon Characters 

164 3.3037 .78310 .06115 

Advertisement Endorsed by 

Celebrity 

160 2.4725 .95601 .07558 

(Source: Primary Data collected for the Study)

 

Table 5.159: 

Independent Samples Test 

  Levene's 

Test for 

Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall Attitude 

towards 

Advertisement 

Equal 

variances 

assumed 

3.023 .083 8.570 322 .000 .83116 .09698 .64036 1.02196 

Equal 

variances 

not 

assumed 

  

8.549 306.981 .000 .83116 .09722 .63986 1.02246 

(Source: Primary Data collected for the Study) 

 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Advertisement attitude scores of mean, median & mode for 

each group showed that data is normally distributed. The skewness & kurtosis scores for 

each group were within acceptable values of  1 & indicated that data is normally 
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distributed. (3) Homogeneity of Variance is assessed by using Levene’s Test for equality 

of Variances. Since the sig value of Levene’s test was > 0.05 (p = 0.083) so the 

assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Young Children attitude towards advertisement would be more favourable for animated 

character endorsed advertisement (M =3.30, SD =0.7831)  as compared to celebrity 

endorsed advertisement (M =2.47, SD =0.9560)  , t (351) = 8.570, p < 0.05. The effect size 

r = 0.4309.” 

The next thing that was determined was young children product liking between different 

types of advertisements. The corresponding Hypothesis are as under. Here H0 stands for 

Null Hypothesis & Ha stands for alternate Hypothesis. 

 

The data was analyzed using Independent sample T-test so as to determine whether young 

children product liking differs significantly between different types of advertisements or 

not. 

The following Table no. 5.160 shows the details related to Group statistics and Table no. 

5.161 shows the results of the independent sample T –test.  

Table 5.160: 

Group Statistics 

 Group N Mean Std. Deviation Std. Error Mean 

Overall Product Liking Advertisement Endorsed by 

Cartoon Characters 

164 3.5488 1.13061 .08829 

Advertisement Endorsed by 

Celebrity 

160 2.4422 1.00127 .07916 

(Source: Primary Data collected for the Study)

H0: Young  Children  would  have  same  product liking  for  animated  character  

endorsed  advertisement  and  celebrity  endorsed  advertisement.  

Ha: Young  Children  would  have  more  product liking  for  animated  character  

endorsed  advertisement  as compared to celebrity  endorsed  advertisement. 
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Table 5.161: 

Independent Samples Test 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

  

95% Confidence 

Interval of the 

Difference 

  

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Overall 

Product 

Liking 

Equal 

variances 

assumed 

2.434 .120 9.318 322 .000 1.10659 .11875 .87296 1.34022 

Equal 

variances 

not assumed 

  

9.332 319.041 .000 1.10659 .11858 .87330 1.33988 

(Source: Primary Data collected for the Study) 

 

For analysis, first the assumptions of independent sample T test were checked. (1) The two 

groups were independent (2) Product liking scores of mean, median & mode for each 

group showed that data is normally distributed. The skewness & kurtosis scores for each 

group were within acceptable values of  1 & indicated that data is normally distributed. 

(3) Homogeneity of Variance is assessed by using Levene’s Test for equality of Variances. 

Since the sig value of Levene’s test was > 0.05 (p = 0.120) so the assumptions are met. 

The significance value (1-tailed) for the t-test was less than 0.05  i.e.  p = 0.000. Hence the 

null hypothesis is rejected and alternate hypothesis is accepted. Hence it can be concluded 

from the above analysis that  

 “Young Children product liking would be more favourable for animated character 

endorsed advertisement (M =3.55, SD =1.13) as compared to celebrity endorsed 

advertisement (M =2.44, SD =1.00)  , t (351) = 9.318, p < 0.05. The effect size r = 

0.4609.” 
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CHAPTER – 6 

Discussion of the Results  

Results  are the heart of the research. The study has no meaning without results. Results 

provides answers of the many unanswered research questions ,throw light on the problem 

considered for the study and fill the research gaps of the relevant area. Results are the crux 

of the Research. This chapter discusses the results of each of the elements. The results / 

findings with reference to each objective are discussed below. First objective is provided 

and then corresponding results are provided. 

6.1 Results of the Objective 1: 

Objective 1:  

To examine the influence of celebrity endorsed, non-celebrity endorsed and non- endorsed 

advertisements on consumers’ preferences, perception and buying behaviour for both high 

involvement as well as low involvement products 

Findings of the Objective 1:  

 The findings of the study revealed that in case of both television & print media the 

consumers’ ability to recall the advertisement is dependent on the type of the 

advertisement. Consumers tend to have higher recall for those advertisements which 

are endorsed by celebrity as compared to the advertisements with no endorsements 

or non-celebrity endorsed advertisements. The findings of the study are consistent 

with that of previous study of Baker & Churchill (1977). The researchers found that 

recall was much higher for celebrity endorsed advertisements. 
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 The findings of the study indicated that in case of both Television as well as print 

advertisements, the consumers purchase intentions tend to be significantly higher for 

the products when the advertisements of those products were endorsed by celebrity 

as compared to no celebrity  or non-celebrity endorsement. The findings are 

consistent with the results of the previous study of Caballero & Pride (1984) 

revealing that  purchase intentions tend to be much higher when the advertisements 

has celebrity endorsement. 

 The findings of the study revealed that the consumers tend to have more favorable 

attitude towards the celebrity endorsed advertisements as compared non-celebrity 

endorsed advertisements & non-endorsed advertisements. The findings were 

relevant for both television as well as print media. These findings of the study 

matches the results of the Zafer (1999). Zafer found that celebrity endorsers are 

more influential & effective than non-celebrity endorsers in influencing the attitude 

towards the advertisement as well as the attitude towards the endorsed brand. 

 The findings of the study indicated that consumers ad recall decay is associated with 

the type of the advertisement. Consumers tend to have highest recall for those 

advertisements  which were endorsed by celebrity even though they have seen those 

celebrity endorsed advertisements long back about a month ago or more time. On 

the other hand the consumers were not been able to recall much of the content  of 

advertisements when the advertisements were having no endorsements at all and 

even though they have seen those advertisements just one week before.  The 

findings of the study are unique to the present study and cannot be compared with 

that of previous studies. 

 The findings of the study indicated that the consumers tend to have more favorable 

attitude towards the product when advertisements of such products were endorsed 

by celebrity as compared to Non-celebrity endorsement or no endorsement at all in 

the advertisement. These findings of the study are parallel with results of study done 

by Atkins & Block (1989). The researchers conducted study for print ads and found 

that audience evaluated the product more favorably when such products were 

endorsed by celebrities.  

 The findings of the study indicated that besides have more favorable attitude 

towards the product endorsed by celebrities, consumers desire to use the product 

was also significantly higher when the advertisements of those products were 

endorsed by celebrity as compared to no endorsement or non-celebrity endorsement 
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at all. The findings of the study are unique to the present study and cannot be 

compared directly with that of previous studies. 

6.2 Results of the Objective 2: 

Objective 2:  

To determine whether single celebrity endorsed advertisement is more effective as 

compared to multiple celebrity endorsed advertisement in influencing the consumers’ 

preferences, perception and buying behaviour particularly for low involvement products. 

Findings of the Objective 2:  

 The results of the study indicated that  in case of both television & print media the 

over shawdoing of the product tend to be significantly higher when the 

advertisements for such products were endorsed by multiple especially five 

celebrities as compared to the two celebrities endorsed or single celebrity endorsed 

advertisements. The findings of the study are unique to the present & not 

comparable directly with previous studies.  

 The findings of the study indicated that in case of both television & print media  the 

consumers intentions to purchase the products endorsed  by the celebrities tend to 

higher when advertisements of those products were having two celebrities for 

product endorsement as compared to five or single celebrity for endorsing the 

product in the advertisement. The findings of the study contrast with the findings of 

Saleem (2007). The researcher found that attitude toward ad is more positive for 

multiple celebrities ads compare to single celebrity ads. 

 The  findings of the study indicated that in case of both television & print media the 

consumers tend to have more favorable attitude towards the advertisements 

endorsed by Five celebrities / multiple celebrities  as compared to single celebrity 

endorsed or two celebrities endorsed advertisements. The findings of the study are 

consistent with findings of the study of Elif & Handan (2008). The results revealed 

that consumers prefer ads where there are multiple celebrities endorsing a product.  

 The  findings of the study indicated that in case of both television & print media the 

consumers tend to have more positive product related perception when the 

advertisement is endorsed by Five celebrities as compared to two celebrities 

endorsed advertisements or single celebrity endorsed advertisements. The findings 
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 of the study are consistent with findings of the study of Elif & Handan (2008). The 

results revealed that consumers tend to have more favorable attitude and positive 

perception about the product where there are multiple celebrities endorsing a 

product in the  particular advertisement. 

 The findings of the study revealed that in case of both television & print media the 

consumers rating for celebrity’s attractiveness was higher for multiple celebrity 

endorsed advertisements as compared to single celebrity endorsed advertisements. 

The findings of the study are unique to the present & not comparable directly with 

previous studies.  

 The findings of the study indicated that in case of both television & print media 

consumers believe the source to be more trustworthy when the advertisement is 

endorsed by five celebrities as compared to two celebrities endorsed advertisements 

and single celebrity endorsed advertisement. The findings of the study are in line 

with the findings of the study of Mowen & Brown (1981). The researchers found 

that when product is endorsed by multiple celebrities as compared to single 

celebrities then the believability about the advertisement and the endorsed product 

would be significantly high. 

 The findings of the study indicated that in case of both television & print media the 

consumers desire to use the advertised product was higher when the advertisement 

is endorsed by two celebrities as compared to five celebrities endorsed 

advertisements and single celebrity endorsed advertisements. The findings of the 

study are unique to the present & not comparable directly with previous studies.  

6.3 Results of the Objective 3: 

Objective 3:  

To examine the influence of celebrity-product relevance on consumers’ preferences, 

perception and buying behaviour particularly for low involvement products. 

Findings of the Objective 3:  

 The results of the study indicated that in case of both television & print media 

consumers would have higher intention to purchase the product when the 

advertisement for such product possess an endorsement by celebrity  ( like master 

Chef, sports celebrity) who is expert in that relevant field as compared to an 
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advertisement with endorsement done by some known celebrity ( like bollywood 

actor) but not an expert in that relevant field. These findings of the study are parallel 

to the findings of the study done by Chung, Derdenger & Srinivasan (2012). The 

researchers found the consumers tend to have much higher intention to purchase the 

golf balls when the advertisement of those balls used Tiger Woods as celebrity 

endorser. 

 The results of the study indicated that in case of both television & print media 

consumers would have more favorable attitude towards expert ( like master Chef, 

sports celebrity) celebrity endorsed advertisement as compared to non-expert 

celebrity ( like bollywood actor) endorsed advertisement. The findings of the study 

are unique to the present study and not comparable directly with previous studies. 

 The results of the study indicated that in case of both television & print media 

Consumers’ perceive the source to be more trustworthy when the advertisement is 

endorsed by  expert celebrity ( like master Chef, sports celebrity) i.e. celebrity 

whose personality is relevant to the endorsed product as compared to advertisement 

endorsed by known but non-expert ( like bollywood actor) celebrity. The findings of 

the study are unique to the present study and not comparable directly with previous 

studies. 

 The results of the study indicated that in case of both television & print media 

Consumers’ have higher desire/intention to use the advertised product when the 

advertisement is endorsed by expert ( like master Chef, sports celebrity) i.e. 

celebrity whose personality is relevant to the endorsed product  as compared to 

known but non-expert celebrity ( like bollywood actor) endorsed advertisement. 

These findings are consistent with the findings of Mishra & Beauty (1999). The 

researchers found that consumers like the product more when it was endorsed by the 

celebrity ( like athlete ) who is expert in the relevant field as compared to the known 

but non-expert celebrity. 
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6.4 Results of the Objective 4: 

Objective 4:  

To  determine whether celebrity endorsing single product is more effective in creating 

desired impact on consumers’ perception, preferences and buying behaviour than the 

celebrity endorsing more than one product 

Findings of the Objective 4:  

 The results of the study indicated that in print media as well as in television media 

Consumers would have higher intention to purchase the advertised product when the 

advertisement is endorsed by celebrity endorsing single product as compared to 

advertisement endorsed by celebrity endorsing more than one product. These 

findings are unique to the previous studies and cannot be compared with previous 

studies. 

 The results of the study indicated that in print media as well as in television media 

Consumers attitude towards advertisement would be more favorable for 

advertisement endorsed by celebrity endorsing single product as compared to the 

advertisement endorsed by celebrity endorsing more than one product . . These 

findings are unique to the previous studies and cannot be compared with previous 

studies. 

 The results of the study revealed that in print media as well as in television media 

Consumers perceive the source to be more trustworthy when the advertisement is 

endorsed by celebrity endorsing one product as compared to advertisement endorsed 

by celebrity endorsing more than one product. These findings are comparable to the 

findings of the study done by Tripp et .al (1994). The research revealed that 

endorsement of as many as four products negatively influences the celebrity 

spokesperson’s credibility and likeability. They further add, that these effects are 

independent of the celebrity 

 The results of the study revealed that in print media as well as in television media 

Consumers’ would  have higher desire/intention to use the advertised product when 

the advertisement is endorsed by celebrity endorsing single product  as compared to 

advertisement endorsed by celebrity endorsing more than one product . These 
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findings are unique to the previous studies and cannot be compared with previous 

studies. 

 The findings of the study revealed that in case of both television & print media 

Consumers’ perception about source expertise do not differ significantly between 

the advertisement endorsed by celebrity endorsing one product as compared to the 

advertisement endorsed by celebrity endorsing more than one product. These 

findings are unique to the previous studies and cannot be compared with previous 

studies.  

6.5 Results of the Objective 5: 

Objective 5:  

To examine the influence of cause endorsed advertisement on consumers’ perception about  

the company and overall purchase attitude for the product. 

Findings of the Objective 5:  

 The results of the study indicated that the in case of television as well as print media 

Consumers would have higher purchase intention to buy the advertised product 

when there is Cause endorsed advertisement as compared to Celebrity endorsed 

advertisement. These results are consistent with results of the Ida, Peggy & Robert 

(1999). The researchers found that when company supported the cause like student 

scholarship then due to that consumers tend to have higher intentions to purchase 

the product . 

 The results of the study indicated that the in case of television as well as print media 

Consumers attitude towards advertisement would be more favorable for cause 

endorsed advertisement as compared to the advertisement endorsed by celebrity. 

These results are consistent with results of the Ida, Peggy & Robert (1999). The 

researchers found that when company supported the cause like student scholarship 

then due to that consumers tend to have more favorable & positive attitude towards 

the ad with such cause endorsement. 

 The results of the study indicated that the in case of television as well as print media 

Consumers would have higher desire/intention to use the advertised product when 

the advertisement is Cause endorsed advertisement as compared to Celebrity 

endorsed advertisement. These findings are in line with the findings of the study of
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  Ida, Peggy & Robert (1999). The results revealed that consumers tend to have 

higher usage intentions for the product when the advertisement of those products 

were cause endorsed advertisements. 

 The findings of the study that the in case of television as well as print media 

Consumers impression about the company would be more positive for Swachh 

bharat Cause endorsed advertisement  as compared to Celebrity endorsed 

advertisement. These findings are unique to the present study and not comparable 

directly with previous studies in the field . 

6.6 Results of the Objective 6: 

Objective 6:  

To examine the influence of animated character endorsed advertisements on the product  

liking and perception of children particularly for low involvement products.  

Findings of the Objective 6:  

 The findings of the study indicated that in case of television as well as print 

advertisements the attitude of Young Children towards advertisement would be 

more favorable for animated character endorsed advertisement as compared to 

celebrity endorsed advertisement. The results are consistent with the findings of 

Huang, Hsieh & Chen (2011). The researchers found that advertisements endorsed 

by animated spokes-characters enhance brand impression and also improves the 

advertisement communication effects 

 The findings of the study indicated that in case of television as well as print 

advertisements Young Children product liking would be more favorable for 

animated character endorsed advertisement as compared to celebrity endorsed 

advertisement. These results are unique to the present study and cannot be compared 

directly with previous studies. 
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CHAPTER – 7 

Conclusion, Implications & Future Research 

In this chapter the various conclusions are made on the basis of the previous phase of data 

analysis. The chapter also discusses the major managerial implications drawn from various 

results & conclusion. The chapter concludes with limitations & directions for future 

research in the similar or related areas. 

7.1 Conclusion : 

The current research study indicated that each element of the advertising plays an 

important role in differentiating the brand from its competitors & in establishing the unique 

position of the brand in the market place & in the minds of the consumers. The companies 

developing and using Print and Television advertisements for selling their products,  if 

takes the above recommendations & findings of the study into consideration & if 

implements them for their existing and upcoming advertisements for selling their products 

then it  1) will be able to grab consumers’ attention in brink of eye, 2) will definitely 

stimulate the consumers to try or purchase that product, 3) will be able to increase its 

overall Market Share and 4) will produce a long lasting image of the product in the 

consumers’ memory which would encourage them for repeat purchases & thereby keep 

them loyal to the brand for long period of time. 

 

7.2 Implications : 

The major implications of the study are discussed as under. The implications are given 

separately for each of the element as under.  
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A. Element 1 (Celebrity Endorsed verses Non-Celebrity Endorsed verses Non-

Endorsed Advertisements) 

 Products that are endorsed by Celebrity are perceived to be as more Genuine 

Product by the Consumers as compared to Products endorsed by Non-Celebrity and 

Products with no endorsement at all for both high-involvement products like 

Laptop as well as for low-involvement products like Shampoo. Thus, if companies 

make use of Celebrity Endorsed Advertisements for marketing & selling their 

products then it will have a profound influence on consumers’ perception, 

preferences as well as on overall buying behaviour. The Findings are relevant for 

both Print Media as well as Television Media. Besides this, ability to recall the 

advertisement is higher for Celebrity Endorsed Advertisement as compared to Non-

Celebrity Endorsed and Non-Endorsed Advertisements.  

 

B. Element 2 ( Single Celebrity Endorsed verses Multiple Celebrity Endorsed 

Advertisements) 

 For both Television & Print Advertisements, Multiple Celebrity Endorsed 

Advertisements significantly influence Consumers’ Perception, Product liking as 

well as Purchase Intention as compared to Single Celebrity Endorsed 

Advertisements. Moreover, Multiple Celebrity Endorsed Advertisements lead to 

higher Product Usage. However, in case of TV ads  the impact of  Multiple 

Celebrity Endorsement is limited to number of Celebrities endorsing the 

Advertisement. If  the advertisement is endorsed by only two Celebrities, the 

overall impact would be higher. But if the advertisement is endorsed by more than 

two celebrities then the impact reverses due to the overshadowing of the Product. 

Thus, for enhancing their product sales, companies can make use of multiple 

celebrities for endorsing their products depending upon the type of media. 

C. Element 3 ( Celebrity-Product Relevance Advertisements) 

 In case of Print Advertisements as well as Television Advertisements, the 

Congruence between the Celebrity endorsing the product and the endorsed Product 

leads to higher Consumers’ Preferences and Purchase Intention. Moreover, 

Consumers’ tend to have a more favourable attitude towards advertisement if there 
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exists congruence between the Celebrity endorsing the product and the endorsed 

Product. The impact is relevant for a low-involvement Product like Chywanprash 

and Noodles. This implies that if companies want to get the desired impact of

            Celebrity endorsement then they should select those celebrities whose personality      

            matches with the  products sold.  

 

D. Element 4 (Advertisements Endorsed by celebrity endorsing one product 

verses advertisements endorsed by celebrity endorsing more than one 

product) 

 The findings of the study revealed that Celebrity Endorsing Single Product is more 

effective in creating desired impact on consumers’ preferences and buying 

behaviour than the Celebrity Endorsing more than one Product. Moreover 

Consumers tend to consider Celebrity endorsing Single Product to be more 

trustworthy than the Celebrity endorsing more than one Product. The Findings are 

relevant for both Print as well as Television advertisements and especially for low-

involvement Products. This implies that if companies make use of those celebrities 

who endorse single product then the chances of endorsed products to be sold would 

be high. 

E. Element 5  (Cause Endorsed Advertisements verses Celebrity Endorsed 

Advertisements) 

 The findings of the study revealed that When cause like Swachh Bharat Mission is 

used in the advertisement then consumers perceive that cause endorsing company 

as a socially responsible one & contributing for the welfare of the society and 

therefore would be ready to purchase the products with such cause endorsement. 

This implies that companies should become socially responsible  & should 

contribute to society in the form of Cause endorsement this is because such steps of 

the companies not only improves the consumers’ impression about the company but 

it also motivates them to purchase those company’s  Products & remain loyal to 

them. 
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F. Element 6 (Animated Character Endorsed verses Celebrity Endorsed 

Advertisements) 

 The study revealed that almost all the children watch cartoons on the television as 

well as their related movies. This suggests that children would be familiar with 

those characters and hence there are huge chances that they are likely to get 

affected with those characters recommendations, behavior and requests. This in 

turn serves as a hidden opportunity for marketers. They could make use of pictures 

of popular spokes characters for selling their products or alternatively could make 

use of these characters on the TV for recommending their products.  

 The study revealed that most popular cartoon channels among children were 

Cartoon Network, Pogo, Hungama and Nick. This information suggests that if 

advertisers of products targeted to children make use of these channels for 

advertising their products then they are likely to get their desired impact and 

appropriate reach for the money spent.  

 The study suggests that most popular cartoons among the children were Tom & 

Jerry, Doaremon, Chhota Bheem, Ninja Hatori, Mighty Raju and Micky Mouse. 

This information could work as a gem for marketers of various products. The 

marketers could make use of these characters for selling their products. Marketers 

could advertise their products during these popular cartoon shows timings. Thus 

this information would provide double benefits to the marketers. Another 

advantage of this information is that they could use pictures of these familiar 

characters on the packages of their products, could provide free toys of these 

popular characters with their products or could launch contests and games using 

these familiar cartoon characters. 

 The outcome of the study revealed that the Animated Character Endorsed 

Advertisements have profound influence on the overall product liking of the 

children. This implies that if companies want to boost the sales for products 

targeted to children then they should make use of such spokes characters in the 

advertisements for endorsing their products. 

 The analysis of study reveals that majority of children play games on mobile. 

Hence companies can make use of characters of those mobile games which are 

popular among the children for selling their products. The most classic example of

            such type of character is that of angry birds. The children are so much influenced      



Chapter – 7   Conclusion, Implications & Future Research 
 

228 
 

            by  these angry birds characters that they even evaluated the entire product as best  

            one  just on seeing the angry birds in the advertisement of the product. 

   

7.3 Limitations of the study & opportunities of future research : 

The present study throws light on many untouched & unexplained dimensions of 

advertising especially in Indian context. Even though sincere and sustained efforts have 

been made to do comprehensive and in depth study in the area of advertising but due to 

certain limitations while conducting the study there is scope of doing more research in 

advertising & its related areas. So some recommendations are given for doing future. The 

study evaluated the impact of only two types of labels or claims. The same study could be 

extended further for other types of labels or claims. 

 The selected group of products and number of consumers sampled limit the degree 

to which these findings can be generalized. 

 The study evaluated the impact of different types of advertisements only for two 

media namely Television Media and Print Media. However, the same impact could 

also be evaluated for other medias like Bill-boards, Hoardings, online ads, etc. 

 The product-celebrity combination used in the advertisements were already 

available in the market; hence, any advertisement association bias might have 

influenced the results of the study.  

 

 The celebrities considered in the study especially for real television advertisements 

& for created print advertisements were popular celebrities but it may happen that 

they may not be the favourite celebrities of consumer and hence this inconsistency 

may have affected the responses for products taste assessment and product liking. 

. 

 The study evaluated the impact of cause of Swachh Bharat Mission .The similar 

study could be undertaken for other important causes like Beeti Bachao, Beti 

Padhao, Poverty etc. 

 The study evaluated the impact of cartoon characters namely Chotta bheem. The 

similar study could also be undertaken for other cartoon characters such as 

Doaremon, Tom & Jerry and game characters like angry birds, etc.  
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 The study evaluated the impact of licensed spokes characters for one product only 

namely Kelloggs chocos. But the same impact could also be evaluated for other 

products like corn flakes, biscuits, wafers etc whose advertisements also 

incorporate other spokes characters.  

 The selected group of products, spokes characters, celebrities and ages sampled 

limit the degree to which these findings can be generalized. 

 The product-characters combinations considered in the study were readily available 

in the market hence any previous food or character association bias might have 

influenced the results obtained. 

 The characters considered in the study were popular characters but it may happen 

that they may not be the favourite characters of children and hence this 

inconsistency may have affected the responses for products taste assessment and 

product liking. 

 The study evaluated the impact of advertisements only with use of spokes 

characters and celebrities but however the impact of other type of advertisement as 

well as the impact of  other factors such as nature of product, packaging of product, 

and in-store extrinsic cues etc often used for selling products targeted to children 

could also be evaluated and assessed. 

 The study was undertaken mainly for some selected products but same could also 

be undertaken for other products like ready to cook products like instant mixes (e.g. 

Gulab Jammun mix, Cake mix etc) and other products like Atta, edible oil etc of the 

food processing sector. 

 The study was undertaken mainly for selected cities of Gujarat but the same study 

could be undertaken for rural areas of Gujarat. 

 The study similar to the present study could also be undertaken in different states of 

India so as to get national view on impact of advertising on consumer buying 

behaviour. 

 The study evaluated the impact of different dimensions of advertising but the other 

extrinsic cues like brand name, company name, packaging could also have
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  influence on the consumer purchase decisions and hence their impact on buying 

behavior could also be analyzed. 

Regardless of the limitations of the study, the present study is likely to be first one which 

evaluated the impact of various different elements of advertising separately in such a 

comprehensive and in depth manner in Indian & especially in the context of the state of 

Gujarat. 
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 Questionnaire for Study 1 ( Under Taken for Adult Consumers) 

 

 Questionnaire for Study 2 ( Under Taken for  Children) 
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Questionnaire for Study 1  

(Under Taken for Adult Consumers) 
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Questionnaire for analyzing the Impact of different type of 

advertisements 

 
Dear Respondent, 

I request you to fill up the attached questionnaire, which is a part of my PhD Dissertation. 

The information required is purely for the research purpose and your individual responses 

will be kept completely confidential.  

This questionnaire is designed to facilitate a study on Impact of Celebrity Endorsed verses 

Non-Celebrity Endorsed verses Non-Endorsed Advertisements. You have been identified 

as one of the resourceful person and as such you are kindly requested to spare some of 

your valuable time. Your Co-operation will be greatly appreciated. 

SSeeccttiioonn  AA::  DDeemmooggrraapphhiicc  cchhaarraacctteerriissttiiccss    

  

Name :- ______________ (optional)  City:-          ________________ 

 

1. Gender of Consumer :            Male                           Female. 

2. Age  of  Consumer     :           18-40 years                41 – 62 years             above 62 years 

3. Education level           :             10
th
 Grade                 12

th
 Grade                 Graduate       

     of  Consumer                     Post Graduate                 Ph.D                   others (______)    
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SSeeccttiioonn  BB::  IImmppaacctt  ooff  CCeelleebbrriittyy  EEnnddoorrsseedd  vveerrsseess  NNoonn--CCeelleebbrriittyy  EEnnddoorrsseedd  

vveerrsseess  NNoonn--EEnnddoorrsseedd  aaddvveerrttiisseemmeennttss  

 

Print Advertisement (Shampoo) 

 

After looking at the advertisement of selected product, please answer some questions 

related to the advertisement. 

1) Have you seen the same advertisement before? 

           Yes                  No 

If above answer is Yes, then give answers of questions 2), 3) & 4), otherwise proceed 

directly after Q-4. 

2) How many times you see the same advertisement before? 

            1 time               2 times             3 times             4 times             more than 4 times 

3) How long back have you seen this advertisement before? 

            1 week             2 weeks            3 weeks            4 weeks           more than 4 weeks 

4) Is the Celebrity shown in the advertisement your favourite Celebrity? 

                           Yes                   No 

Following list contain several statements related to the advertisements of selected Product. By 

looking at the advertisement of the product please indicate to what extent you agree or 

disagree with these statements.  Please tick mark the appropriate option. 

Here 1 = “Strongly disagree = SD”        2 = “Disagree = D”                      3 = “Neutral = N”  

        4 = “Agree = A”                            5 = “Strongly agree = SA”. 

 

 SD D N A SA 

1.  The Likelihood of purchasing the shampoo shown in the   

     advertisement would be high. 

1 2 3 4 5 

2.  If I want to buy the shampoo, then the probability of buying  

     the shampoo shown in the advertisement would be high. 

1 2 3 4 5 

3.  My willingness to buy the shampoo shown in the   

     advertisement would be  high. 

1 2 3 4 5 

4.  If I happen to see the shampoo shown in the advertisement, in   

     the store, then I would buy it. 

1 2 3 4 5 
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5.  It is highly certain that I will buy the shampoo shown in the   

     advertisement. 

1 2 3 4 5 

6.  If I have a need of shampoo, then there are high chances that 

     I would buy the shampoo shown in the advertisement. 

1 2 3 4 5 

7.  The advertisement shown is attractive. 1 2 3 4 5 

8.   The advertisement shown is appealing to me. 1 2 3 4 5 

9.   The advertisement represents the true picture of the product   

      being advertised. 

1 2 3 4 5 

10. The advertisement shown is highly convincing. 1 2 3 4 5 

11. The advertisement shown seems authentic. 1 2 3 4 5 

12. The advertisement shown is eye-catching. 1 2 3 4 5 

13. The advertisement shown is wonderful. 1 2 3 4 5 

14. The advertisement shown is fascinating. 1 2 3 4 5 

15. The advertisement makes me easy to remember the product   

      shown in the advertisement. 

1 2 3 4 5 

16. I think the shampoo shown in the advertisement is suitable  

     for my hair. 

1 2 3 4 5 

17. I think the shampoo shown in the advertisement makes hair   

     smooth and silky. 

1 2 3 4 5 

18. I think the shampoo shown in the advertisement makes hair  

     shinier. 

1 2 3 4 5 

 

After viewing the advertisement, please rate your opinion about using the product 

shown in the advertisement. 

 

  NNoott  aatt  

aallll  

      VVeerryy  

mmuucchh  

  

11..  Do you think about using the product on a 

regular basis? 

1 2 3 4 5 

22..  How much do you think about switching from 

the current brand/product to the brand/product 

shown in the advertisement? 

1 2 3 4 5 

33..  How much do you think about incorporating the 

product shown in the advertisement into your 

daily routine? 

1 2 3 4 5 
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Television Advertisement (Laptop) 

 

After looking at the advertisement of selected product, please answer some questions 

related to the advertisement. 

1) Have you seen the same advertisement before? 

           Yes                  No 

2) How many times you see the same advertisement before? 

            1 time               2 times             3 times             4 times             more than 4 times 

3) How long back have you seen this advertisement before? 

            1 week             2 weeks            3 weeks            4 weeks           more than 4 weeks 

 

Following list contain several statements related to the advertisements of selected Product. By 

looking at the advertisement of the product please indicate to what extent you agree or 

disagree with these statements.  Please tick mark the appropriate option. 

Here 1 = “Strongly disagree = SD”        2 = “Disagree = D”                      3 = “Neutral = N”  

        4 = “Agree = A”                            5 = “Strongly agree = SA”. 

 

 SD D N A SA 

1.  The Likelihood of purchasing the laptop shown in the   

     advertisement would be high. 

1 2 3 4 5 

2.  If I want to buy the laptop, then the probability of buying  

     the laptop shown in the advertisement would be high. 

1 2 3 4 5 

3.  My willingness to buy the laptop shown in the   

     advertisement would be  high. 

1 2 3 4 5 

4.  If I have a need of laptop, then there are high chances that 

     I would buy the laptop shown in the advertisement. 

1 2 3 4 5 

5.  The advertisement shown is attractive. 1 2 3 4 5 

8.  The advertisement shown is appealing to me. 1 2 3 4 5 

9.  The advertisement represents the true picture of the product   

     being advertised. 

1 2 3 4 5 

10.The advertisement shown is highly convincing. 1 2 3 4 5 

11. The advertisement shown seems authentic. 1 2 3 4 5 

12. The advertisement shown is eye-catching. 1 2 3 4 5 

13. The advertisement shown is wonderful. 1 2 3 4 5 
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14. The advertisement shown is fascinating. 1 2 3 4 5 

15. The advertisement makes me easy to remember the product   

      shown in the advertisement. 

1 2 3 4 5 

 

From the advertisement shown for the product, my overall impression of the 

company is  

 

 

  SSDD  DD  NN  AA  SSAA  

  

11..  Good 1 2 3 4 5 

22..  Favorable 1 2 3 4 5 

33..  Satisfactory 1 2 3 4 5 

44..  Positive 1 2 3 4 5 

      55..  Likeable 1 2 3 4 5 
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SSeeccttiioonn  CC::  IImmppaacctt  ooff  SSiinnggllee  CCeelleebbrriittyy  vveerrsseess  MMuullttiippllee  CCeelleebbrriittyy  EEnnddoorrsseedd  aaddvveerrttiisseemmeennttss  

 

After viewing the advertisement, please answer some questions related to celebrity 

endorsing the advertisement and the advertised product. 

 

Following list contain several statements related to the advertisements of selected Product. By 

looking at the advertisement of the product please indicate to what extent you agree or 

disagree with these statements.  Please tick mark the appropriate option. 

 

Here 1 = “Strongly disagree = SD”        2 = “Disagree = D”                      3 = “Neutral = N”  

        4 = “Agree = A”                            5 = “Strongly agree = SA”. 

 

 PPrriinntt  AAddvveerrttiisseemmeenntt  

((SSoofftt--DDrriinnkk))  

 TTeelleevviissiioonn  

AAddvveerrttiisseemmeenntt  

((SSooaapp)) 
 SSDD  DD  NN  AA  SSAA  SSDD  DD  NN  AA  SSAA  

    

11..  The Likelihood of purchasing the 

product shown in the 

advertisement would be high. 

1 2 3 4 5 1 2 3 4 5 

22..  If I want to buy the product, then 

the probability of buying the soft-

drink shown in the advertisement 

1 2 3 4 5 1 2 3 4 5 

  Print 

Advertisement 

(Soft-drink) 

 Television 

Advertisement 

(Soap) 

   Yes No     Yes      No 

1. Do you think the first look at the 

advertisement gives more impression 

of celebrity than the advertised 

product? 

 

     

2. In the given advertisement, is celebrity 

more noticeable than the product? 
     

3. Do you think product gets sidelined 

before celebrity? 

     

4. Do you think celebrity in the 

advertisement overpowers the 

advertised product? 

     

5. Do you think celebrity decreases the 

eye-catching effect of the advertised 

product? 
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would be high. 

33..  My willingness to buy the product 

shown in the advertisement would 

be high. 

1 2 3 4 5 1 2 3 4 5 

44..  It is highly certain that I will buy 

the product shown in the 

advertisement. 

1 2 3 4 5 1 2 3 4 5 

  

55..  

If I have a need of type of product 

shown in the advertisement, then 

there are high chances that I 

would buy the product shown in 

the advertisement. 

1 2 3 4 5 1 2 3 4 5 

 

By looking at the advertisement, give your opinion by tick marking at appropriate 

place on 5-point scale. 

 

I think the advertisement is 

 

Print Advertisement 

(Soft-drink) 

Television Advertisement  

(Soap) 

 1 2 3 4 5   1 2 3 4 5  

Unattractive O O O O O Attractive Unattractive O O O O O Attractive 

Unappealing O O O O O Appealing Unappealing O O O O O Appealing 

Non-

Convincing 

O O O O O Convincing         Non-    

   convincing 

O O O O O Convincing 

Uncredible O O O O O Credible   Uncredible O O O O O Credible 

Unimpressive O O O O O Impressive Unimpressive O O O O O Impressive 

 

Please give your opinion about celebrity endorser on the following dimensions. 

Print Advertisement 

(Soft-drink) 

 Television Advertisement  

(Soap) 

 

                                             Celebrity’s/Celebrities  Attractiveness 

 1 2 3 4 5    1 2 3 4 5  

Unattractive O O O O O Attractive  Unattractive O O O O O Attractive 

Ugly O O O O O Beautiful  Ugly O O O O O Beautiful 

Not Classy O O O O O Classy  Not Classy O O O O O Classy 

Plain O O O O O Elegant  Plain O O O O O Elegant 
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Print Advertisement (Soft-drink) 

After viewing the advertisement, please give your opinion about the product shown in 

the advertisement. 

  SD D N A SA 

1. I think the soft-drink shown in the advertisement would serve as 

a refreshment. 

1 2 3 4 5 

2. I think the soft-drink shown in the advertisement would be a 

good source of energy. 

1 2 3 4 5 

3. I think the soft-drink shown in the advertisement would serve as 

a good soft-drink. 

1 2 3 4 5 

 

Television Advertisement (Soap) 

After viewing the advertisement, please give your opinion about the product shown in 

the advertisement. 

  SD D N A SA 

1. I think the soap shown in the advertisement would be good for 

my skin. 

1 2 3 4 5 

2. I think the soap shown in the advertisement would bring instant 

glow on my face. 

1 2 3 4 5 

3. I think the soap shown in the advertisement would refresh my 

body. 

1 2 3 4 5 

 

 

 

                                            Celebrity’s/Celebrities Trustworthiness 

 

 1 2 3 4 5   1 2 3 4 5  

Dishonest O O O O O Honest    Dishonest O O O O O Honest 

Insincere O O O O O Sincere    Insincere O O O O O Sincere 

Untrustworthy O O O O O Trustworthy Untrustwort

hy 

O O O O O Trustworthy 

Uncredible O O O O O Credible    Uncredible O O O O O Credible 

Unreliable O O O O O Reliable   Unreliable O O O O O Reliable 
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After viewing the advertisement, please give your opinion about using the product 

shown in the advertisement. 

  NNoott  

aatt  aallll  

      VVeerryy  

mmuucchh  

  

11..  Do you think about using the product on a regular basis? 1 2 3 4 5 

22..  How much do you think about switching from the current 

brand/product to the brand/product shown in the 

advertisement? 

1 2 3 4 5 

33..  How much do you think about incorporating the product 

shown in the advertisement into your daily routine? 

1 2 3 4 5 
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SSeeccttiioonn  DD::  IImmppaacctt  ooff  CCeelleebbrriittyy--PPrroodduucctt  RReelleevvaannccee  

By looking at the Television advertisement for noodles, please give your opinion 

about the celebrity endorser on the following dimension. 

 

Following list contain several statements related to the advertisements of selected Product. By 

looking at the advertisement of the product please indicate to what extent you agree or 

disagree with these statements.  Please tick mark the appropriate option. 

Here 1 = “Strongly disagree = SD”        2 = “Disagree = D”                      3 = “Neutral = N”  

        4 = “Agree = A”                            5 = “Strongly agree = SA”. 

 

 

 PPrriinntt  AAddvveerrttiisseemmeenntt  

((CChhyywwaannpprraasshh))  

 TTeelleevviissiioonn  

AAddvveerrttiisseemmeenntt  

((NNooooddlleess)) 

 SSDD  DD  NN  AA  SSAA  SSDD  DD  NN  AA  SSAA  

    

11..  The Likelihood of purchasing the 

product shown in the 

advertisement would be high. 

1 2 3 4 5 1 2 3 4 5 

22..  If I want to buy the product, then 

the probability of buying the soft-

drink shown in the advertisement 

would be high. 

1 2 3 4 5 1 2 3 4 5 

33..  My willingness to buy the 

product shown in the 

advertisement would be high. 

 

1 2 3 4 5 1 2 3 4 5 

44..  It is highly certain that I will buy 

the product shown in the 

1 2 3 4 5 1 2 3 4 5 

 

Celebrity’s  Expertise 

 1 2 3 4 5  

Not an Expert O O O O O Expert 

Unknowledgeable O O O O O Knowledgeable 

Inexperienced O O O O O Inexperienced 

Unqualified O O O O O Unqualified 

Unskilled O O O O O Unskilled 
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advertisement. 

55..  If I have a need of type of 

product shown in the 

advertisement, then there are 

high chances that I would buy the 

product shown in the 

advertisement. 

1 2 3 4 5 1 2 3 4 5 

 

By looking at the advertisement, give your opinion about the advertisement by tick 

marking at appropriate place on 5-point scale. 

 

I think the advertisement is 

 

  

        Print Advertisement 

       (Chywanprash) 

Television Advertisement  

(Noodles) 

 1 2 3 4 5   1 2 3 4 5  

Unbelievable O O O O O Believable Unbelievable O O O O O Believable 

Untrustworthy O O O O O Trustworthy Untrustworthy O O O O O Trustworthy 

Non-

convincing 

O O O O O Convincing Non-convincing O O O O O Convincing 

Uncredible O O O O O Credible Uncredible O O O O O Credible 

Untruthful O O O O O Truthful Untruthful O O O O O Truthful 

Non-authentic O O O O O Authentic Non-authentic O O O O O Authentic 

Inconclusive O O O O O Conclusive Inconclusive O O O O O Conclusive 

Dishonest O O O O O Honest Dishonest O O O O O Honest 

 

After viewing the advertisement, please give your opinion about using the product 

shown in the advertisement. 

 

  PPrriinntt  AAddvveerrttiisseemmeenntt  

((CChhyywwaannpprraasshh))  

  TTeelleevviissiioonn  

AAddvveerrttiisseemmeenntt    

((NNooooddlleess))  

  NNoott  

aatt  

aallll  

      VVeerryy  

mmuucchh  

  NNoott  

aatt  

aallll  

      VVeerryy  

mmuucchh  

              

11..  Do you think about using the 

product on a regular basis? 

1 2 3 4 5  1 2 3 4 5 

22..  How much do you think about 1 2 3 4 5  1 2 3 4 5 
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switching from the current 

brand/product to the 

brand/product shown in the 

advertisement? 

33..  How much do you think about 

incorporating the product 

shown in the advertisement 

into your daily routine? 

1 2 3 4 5  1 2 3 4 5 

  

PPlleeaassee  ggiivvee  yyoouurr  ooppiinniioonn  aabboouutt  tthhee  cceelleebbrriittyy  eennddoorrsseerr  oonn  tthhee  ffoolllloowwiinngg  ddiimmeennssiioonn..  

  

  

  

  

  

  

  

  

  

  

  

Print Advertisement 

(Chywanprash) 

 Television Advertisement  

(Noodles) 

 

Celebrity’s Trustworthiness 

 

 1 2 3 4 5   1 2 3 4 5  

Dishonest O O O O O Honest    Dishonest O O O O O Honest 

Insincere O O O O O Sincere    Insincere O O O O O Sincere 

Untrustwor

thy 

O O O O O Trustwort

hy 

Untrustwor

thy 

O O O O O Trustwor

thy 

Uncredible O O O O O Credible   Uncredible O O O O O Credible 

Unreliable O O O O O Reliable   Unreliable O O O O O Reliable 
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SSeeccttiioonn  EE::  IImmppaacctt  ooff  cceelleebbrriittyy  eennddoorrssiinngg  oonnee  pprroodduucctt  aanndd  cceelleebbrriittyy  eennddoorrssiinngg  mmoorree  tthhaann  

oonnee  pprroodduucctt  

AAfftteerr  vviieewwiinngg  tthhee  aaddvveerrttiisseemmeenntt,,  pplleeaassee  ggiivvee  yyoouurr  ooppiinniioonn  aabboouutt  cceelleebbrriittyy  eennddoorrsseerr  oonn  

tthhee  ffoolllloowwiinngg  ddiimmeennssiioonnss..  

 

Following list contain several statements related to the advertisements of selected Product. By 

looking at the advertisement of the product please indicate to what extent you agree or 

disagree with these statements.  Please tick mark the appropriate option. 

Here 1 = “Strongly disagree = SD”        2 = “Disagree = D”                      3 = “Neutral = N”  

        4 = “Agree = A”                            5 = “Strongly agree = SA”. 

 

 

 

 

Print Advertisement 

(Snacks) 

 Television Advertisement  

(Toothpaste) 

 

Celebrity’s  Expertise 

 1 2 3 4 5   1 2 3 4 5  

Not an expert O O O O O Expert Not an expert O O O O O Expert 

Unskilled O O O O O Skilled Unskilled O O O O O Skilled 

Inexperienced O O O O O Experienced Inexperienced O O O O O Experienced 

Unqualified O O O O O Qualified Unqualified O O O O O Qualified 

Unknowledgeab

le 

O O O O O Knowledgea

ble 

Unknowledgea

ble 

O O O O O Knowledgea

ble 

 

Celebrity’s Trustworthiness 

 

 1 2 3 4 5   1 2 3 4 5  

Dishonest O O O O O Honest    Dishonest O O O O O Honest 

Insincere O O O O O Sincere    Insincere O O O O O Sincere 

Untrustworthy O O O O O Trustwort

hy 

Untrustworth

y 

O O O O O Trustworthy 

Uncredible O O O O O Credible    Uncredible O O O O O Credible 

Unreliable O O O O O Reliable   Unreliable O O O O O Reliable 



Appendices: Questionnaires for Study 1 and Study2 

246 
 

 PPrriinntt  AAddvveerrttiisseemmeenntt  

((SSnnaacckkss))  

 TTeelleevviissiioonn  

AAddvveerrttiisseemmeenntt  

((TTooootthhppaassttee)) 

 SSDD  DD  NN  AA  SSAA  SSDD  DD  NN  AA  SSAA  

    

11..  The Likelihood of purchasing the 

product shown in the advertisement 

would be high. 

1 2 3 4 5 1 2 3 4 5 

22..  If I want to buy the product, then 

the probability of buying the soft-

drink shown in the advertisement 

would be high. 

1 2 3 4 5 1 2 3 4 5 

33..  My willingness to buy the product 

shown in the advertisement would 

be high. 

1 2 3 4 5 1 2 3 4 5 

44..  It is highly certain that I will buy 

the product shown in the 

advertisement. 

1 2 3 4 5 1 2 3 4 5 

55..  If I have a need of type of product 

shown in the advertisement, then 

there are high chances that I would 

buy the product shown in the 

advertisement. 

1 2 3 4 5 1 2 3 4 5 

 

By looking at the advertisement, give your opinion about the advertisement by tick 

marking at appropriate place on 5-point scale. 

 

I think the advertisement is 

 

 

        Print Advertisement 

       (Snacks) 

Television Advertisement  

(Toothpaste) 

 1 2 3 4 5   1 2 3 4 5  

Unbelievable O O O O O Believable Unbelievable O O O O O Believable 

Untrustwort

hy 

O O O O O Trustwort

hy 

Untrustwort

hy 

O O O O O Trustwort

hy 

Non-

convincing 

O O O O O Convincin

g 

Non-

convincing 

O O O O O Convincin

g 

Uncredible O O O O O Credible Uncredible O O O O O Credible 

Non-

authentic 

O O O O O Authentic Non-

authentic 

O O O O O Authentic 

 

After viewing the advertisement, please give your opinion about using the product 

shown in the advertisement. 
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  PPrriinntt  AAddvveerrttiisseemmeenntt  

((SSnnaacckkss))  
  TTeelleevviissiioonn  

AAddvveerrttiisseemmeenntt    

((TTooootthhppaassttee))  

  NNoott  

aatt  

aallll  

      VVeerryy  

mmuucchh  

  NNoott  

aatt  

aallll  

      VVeerryy  

mmuucchh  

              

11..  Do you think about using the 

product on a regular basis? 

1 2 3 4 5  1 2 3 4 5 

22..  How much do you think about 

switching from the current 

brand/product to the 

brand/product shown in the 

advertisement? 

1 2 3 4 5  1 2 3 4 5 

33..  How much do you think about 

incorporating the product 

shown in the advertisement 

into your daily routine? 

1 2 3 4 5  1 2 3 4 5 
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SSeeccttiioonn  FF::  IImmppaacctt  ooff  CCaauussee  EEnnddoorrsseedd  vveerrsseess  CCeelleebbrriittyy  EEnnddoorrsseedd  

AAddvveerrttiisseemmeennttss  

Following list contain several statements related to the television advertisements of 

detergent. By looking at the advertisement of the product please indicate to what 

extent you agree or disagree with these statements.  Please tick mark the appropriate 

option. 

Here 1 = “Strongly disagree = SD”        2 = “Disagree = D”                      3 = “Neutral = N”  

        4 = “Agree = A”                            5 = “Strongly agree = SA”. 

 TTeelleevviissiioonn  

AAddvveerrttiisseemmeenntt  

((DDeetteerrggeenntt))  

 SSDD  DD  NN  AA  SSAA  

  

11..  The Likelihood of purchasing the product shown in the 

advertisement would be high. 

1 2 3 4 5 

22..  If I want to buy the product, then the probability of 

buying the soft-drink shown in the advertisement would 

be high. 

1 2 3 4 5 

33..  My willingness to buy the product shown in the 

advertisement would be high. 

1 2 3 4 5 

44..  It is highly certain that I will buy the product shown in 

the advertisement. 

1 2 3 4 5 

55..  If I have a need of type of product shown in the 

advertisement, then there are high chances that I would 

buy the product shown in the advertisement. 

1 2 3 4 5 

 

By looking at the advertisement, give your opinion by tick marking at appropriate 

place on 5-point scale. 

 

I think the advertisement is 

 

 

  Television Advertisement 

(Detergent) 

 1 2 3 4 5  

Unattractive O O O O O Attractive 

Unappealing O O O O O Appealing 

Non-convincing O O O O O Convincing 

Inconclusive O O O O O Conclusive 

Unimpressive O O O O O Impressive 
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After viewing the advertisement, please rate your opinion about using the product 

shown in the advertisement. 

 

  NNoott  aatt  

aallll  

      VVeerryy  

mmuucchh  

  

11..  Do you think about using the product on a 

regular basis? 

1 2 3 4 5 

22..  How much do you think about switching from 

the current brand/product to the brand/product 

shown in the advertisement? 

1 2 3 4 5 

33..  How much do you think about incorporating the 

product shown in the advertisement into your 

daily routine? 

1 2 3 4 5 

 

From the advertisement shown for the product, my overall impression of the 

company is  

 

 

  SSDD  DD  NN  AA  SSAA  

  

11..  Good 1 2 3 4 5 

22..  Favorable 1 2 3 4 5 

33..  Satisfactory 1 2 3 4 5 

44..  Positive 1 2 3 4 5 

      55..  Likeable 1 2 3 4 5 

 

 

 

 

 

 
 

 

************END************* 

  

Thank you for your valuable participation 
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Questionnaire for Study 2  

(Under Taken for Children) 
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Questionnaire for analyzing Cartoon characters impact 

Name :- ______________ (optional)   City         :-       _________ 

Gender :- O Male  OFemale.                                

          

1. Do you watch TV and Movies ? 

     O Yes  O No. 

2. Do you watch cartoons on TV and animated characters / cartoons based movies? 

     O Yes  O No. 

3. Which of the following cartoon channels you usually watch? 

        O Pogo                    O Hungam           O Disney                  O Cartoon Network                    

  O Nick                   O Nickelodeon     O Discovery kids      O All. 

4. Which cartoons you usually watch ? 

________________________        _____________________( Write names of cartoons) 

5. Do you know time and channel on which your favorite cartoons are broadcasted? 

__________________________________________________( Write time and channel ) 

6.  Please look at the Print advertisement of the chocos and give answer to the    

     following statements? 

 Hate it 

 

Don’t like it 

 

Neutral 

 

Like it 

 

Love it 

 

I like the 

advertisement. 

O O O O O 

The 

advertisement 

looks  

attractive 

O O O O O 
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7. Will you buy the chocos shown in the Print advertisement when you go to the   

    market? 

     O Yes  O No. 

 
 

 

 

 

 

The 

advertisement 

is  good. 

O O O O O 

The 

advertisement 

is enjoyable. 

O O O O O 

The 

advertisement 

is entertaining. 

O O O O O 

I like the 

chocos shown 

in the 

advertisement. 

O O O O O 

The chocos 

shown in the 

advertisement 

looks 

attractive. 

O O O O O 

The chocos 

shown in the 

advertisement 

is good. 

O O O O O 

I think the 

chocos shown 

in the 

advertisement 

is tasty. 

O O O O O 
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8.  Please look at the Television advertisement of the chocos and give answer to the    

     following statements?

 

 Hate it 

 

Don’t like it 

 

Neutral 

 

Like it 

 

Love it 

 

I like the 

advertisement. 

O O O O O 

The 

advertisement 

looks  

attractive 

O O O O O 

The 

advertisement 

is  good. 

O O O O O 

The 

advertisement 

is enjoyable. 

O O O O O 

The 

advertisement 

is entertaining. 

O O O O O 

I like the 

chocos shown 

in the 

advertisement. 

O O O O O 

The chocos 

shown in the 

advertisement 

looks 

attractive. 

O O O O O 

The chocos 

shown in the 

O O O O O 
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9. Will you buy the chocos shown in the Television advertisement when you go to the   

    market? 

     O Yes  O No. 

 

 

************************ 

 

 

 

advertisement 

is good. 

I think the 

chocos shown 

in the 

advertisement 

is tasty. 

O O O O O 
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