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Abstract. The instrument of celebrity endorsement has nowadays become a pervasive
element in advertising and communication management. It is unanimously accepted that celebrity
endorsement can grant extraordinary characteristics to a product or service that may have lacked
otherwise. The great number of celebrities endorsing brands has been increasing over the past
decades. The purpose of this study is to examine perceptions of the student population in Bosnia
and Herzegovina (hereafter named BiH) about the celebrity endorsement. Questionnaire is
designed and used to survey a randomly selected sample of university students and 125 usable
responses were obtained. During the research, five hypotheses have been tested. Data were
analyzed by performing descriptive statistics and Chi-Square test. Chi-Square test was used to
analyze relationship between nationality of respondents and factors that influence decision of
choosing celebrity endorser by firm. Findings show that students perceive celebrities as a very
important factor in advertisements.
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Introduction.

The emergence of the concept called celebrity endorsement has created the need to
understand how and why this concept is used as a tool of promotion. Despite the cost and the risks
involved with this technique of advertising, it has been used quite extensively in the present era. All
over the world, celebrities have been used for different types of brands. Everyone is exposed to
advertisements, especially young population. The marketing landscape has become more
differentiated by advertisements, and it is very easy to get noticed. Indeed, even though celebrity
endorsement represents some risks, it is a largely used method to reach competitive advantage by
companies.

Today, companies spend millions each year for the endorsement of their products/services by
celebrities. It is always a great challenge for marketers to determine the meaning consumers
associate with the brand in order to select the right celebrity and to build the right celebrity
endorsement concept. In fact, there are many factors influencing the effectiveness of a celebrity
endorsement strategy which are not taken into consideration well enough.

Although the trend in celebrity advertising is gaining momentum in BiH, there is limited
information on how Bosnian consumers perceive the advertising of branded products by
celebrities, especially student population. Are there differences in their perceptions towards
product endorsement by celebrities? Is the celebrity key motivation factor when they are buying a
product? These questions are particularly important as there were no prior studies or information
related to these issues.

With growing competitiveness in today’s industry and similarity of products and services
offered by different companies, it has become increasingly important that companies identify the
best way of advertising their market offerings. Exploring such information will help companies to
identify the appropriate marketing strategies needed to attract new customers and retain existing
ones. One promising segment which arguably, has not been given enough attention is the younger
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age group. Companies which are planning to cultivate this vibrant market segment must
understand how individuals belonging to such segments perceive celebrity endorsement that
companies are using in their advertising. Furthermore, students constitute significant population
of consumers and it seems very important to find out their opinion about this process.

By investigating students’ perceptions about celebrity endorsements this study will help
marketers to see if celebrity advertisements are more effective than non-celebrity advertisements
as well as if celebrity can have the power to change students’ perceptions about the product.

This study analyzes celebrity endorsement through existing literature and brings attitudes of
student population in BiH about this matter. In following sections basic definitions of celebrity and
endorsement, historical background of this marketing strategy, the reasons why celebrities are
used in advertisements, as well as research objectives and hypothesis will be presented. How data
were collected for this study will be presented in methodology section. Following methodology
section, five hypotheses will be tested. Data will be analyzed by performing descriptive statistics
and Chi-Square test. Chi-Square test will be used to analyze relationship between nationality of
respondents and factors that influence decision of choosing celebrity endorser by firm. As last part
of this study, results from descriptive analyzes and Chi-Square test will be presented together with
the conclusion section were different suggestions for marketers and other company representatives
will be provided, in order to improve quality of the service as well as design of new advertising
offers.

Literature review.

A definition of celebrity and endorsement

In the literature, there are quite many definitions of celebrities, stated from different
perspectives, but in this research, we bring two definitions from widely known experts in this
matter.

Friedman & Friedman (1979) explain that “a celebrity is a person such as an actor,
sportsman, entertainer, etc, who is different from the general public and is recognized by them,
because of his or her achievements.”

“Celebrities are people who enjoy public recognition by a large share of a certain group of
people whereas attributes like attractiveness, extraordinary lifestyle are just examples, and
specific common characteristics cannot be observed, though it can be said that within a
corresponding social group celebrities generally differ from the social nhorm and enjoy a high
degree of public awareness” (Schlecht, 2003).

On the other hand Roll (2006) provided a definition of endorsement by stating that:
“Endorsement is a channel of brand communication in which a celebrity acts as the brand’s
spokesperson and certifies the brand's claim and position by extending his/her personality,
popularity, stature in the society or expertise in the field to the brand.

Customer perceptions about celebrity endorsement

Customer perceptions about celebrity endorsement have been of big interest by researchers
in past several years. The results of previous studies showed that the highest benefit of involving
celebrities in advertising is to create exposure and attention from consumers. Particular differences
and similarities are present in the impact of celebrity endorsements and how consumers perceive
them. While there is a positive impact of celebrity endorsements on attention and exposure of
consumers, its connection to positive attitudes towards brands and purchase decision is less
understandable (Biswas, Hussain, & O’'Donnell, 2009).

According to Erdogan et al.,, 2001 consumers perceive that information coming from
celebrity, especially famous spokesperson has more similarities with their lifestyle and interest in
comparison to the unknown persons.

Both, theory and practice have proven that the use of celebrities in advertising is a good way
for attracting attention of a public (Ohanian, 1991).

Celebrities are very popular among the public and they enjoy in being seen by vast majority of
people. Good looks, interesting lifestyles and different backgrounds are just some of celebrities’
special characteristics that are differentiating them from ordinary people, which guarantee them a
great amount of the public’s attention.
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Celebrity endorsers are used by the companies because they are considered to have
something that is called “stopping power”, i.e., a celebrity can be a useful tool to draw attention in
advertising messages directed to public.

Additionally, consumers usually have perception that, when a celebrity endorses a company,
it tells that the company has good reputation, products or good customer service and their products
are worth of buying.

According to Escalas & Bettman (2003), some people are building image of themselves from
brand associations based on celebrity endorsement; they do that in a manner that is consistent
with self-related needs, such as self-enhancement. For example, a consumer may imagine about
himself to be a sportsman and nice dressed, like David Beckham, who is now endorsing many
brands, including Adidas and Police sunglasses.

According to his desire to look more like Beckham, the consumer may choose to play football
in Adidas shoes and wear Police sunglasses when not playing the football game. As a result of that
process, he may create a self-brand connection to these brands endorsed by Beckham, which helps
to him to create his self-concept around the images of being athletic and well dressed. Thanks to
this, he will communicate with others representing this self-image of him.

Schlecht (2003) analyzes the connection between consumer perceptions about celebrity
endorsements and brands, by applying a theory of widely accepted principles of how consumers’
brand attitudes and thoughts can be positively influenced. She found in her study that celebrity
endorsement strategies can under the right circumstances indeed justify the high costs associated
with advertising.

According to Amos, Holmes & Stratton (2008) there is a relationship between use of a
celebrity endorser and the effectiveness of that endorsement. This result emphasizes the high risk
associated with using celebrity endorsers as well as the great impact of scandals attached with
celebrities.

Silvera & Austad (2004) highlight characteristics of advertisements that make them effective
in delivering messages. The finding propose that endorsement advertising effectiveness can be
strongly influenced by consumers’ perceptions concerning whether the endorser truly likes the
product. This research also suggests that advertisers should put more effort not only into selecting
right endorsers, but also into providing strong arguments and explanations for which reason
endorsers actually do like the products they endorse.

Relationship between celebrity endorsements and brands was examined by Mukherjee
(2009), as well as the impact of celebrity endorsement on consumer's buying behavior. In his
opinion, celebrity endorsement is always a two-edged sword and it has a number of positives—if
properly matched it can do miracle for the company, and if not it may produce a very negative
consequences for the brand and company at all.

Gan (2006) investigates the Chinese consumer’s behaviors toward celebrity and non-
celebrity advertisement. The results show that Chinese consumers like celebrity who has more
professional career skills, appearances, communication skills etc.

Hunter & Davidsson (2008) explore impact of negative information about celebrity to
consumer perception about brand. Conclusion is that negative information might leads to negative
attitude towards the brand. But, that is not case if company is led by celebrity.

Saleem (2007) highlighted that a celebrity endorsement is becoming very important part of
marketing structure. She proposes that marketers should use celebrities in ads when there is no or
very little product differentiation. But, when marketers have to focus on more diverse market,
multiple celebrities endorsement (more than one celebrity in a single advertisement) could be an
answer.

Koernig & Boyd (2009) take an example of famous athlete and unknown model in order to
examine the roles of product endorser “match” with celebrity and non-celebrity endorsers. The
results show that a famous athlete is more effective when endorsing a sport brand than a non-sport
brand.

In her paper Rafique, (2012) investigated the customer perceptions about celebrity
endorsements with respect to their physical attractiveness, source credibility and congruence on
customers’ brand perception and purchase intention. In her paper she tested the efficacy of this
marketing tool. Data that were collected from 103 respondents in questionnaire form have been
factor analyzed. And also she used ANOVA, Regression Analysis and CronBach’s Alpha to verify the

2333




European Researcher, 2013, Vol.(59), N¢ 9-2

devised model. Results of her study showed that celebrity endorsements do have impact on
customer’s perception and purchase intention.

Pughazhendi, Baskaran, Prakash, & Balamurugan, (2012) in their study explored the
consumer perceptions towards single celebrity endorsement and multiple celebrity endorsement
more than one celebrity in a single advertisement for high and low involvement products and
services. They designed questionnaires and deliver them to three hundred university students to
assess the impact of multiple and single celebrities’ endorsement with respect to high and low
involvement products. In their study they used regression and t test analyses and results of these
analyses showed that the customer perceptions toward advertisements, brand and purchase
intentions are more positive for multiple celebrities’ ads.

Research Objective

The topic of celebrity endorsements and its elements is deeply acknowledged in academic
literature, but what makes this research out of the ordinary is that it enables us to understand the
celebrity endorsement process from a student’s point of view.

Not much has been seen in the student's light despite the fact of it being perceived as a
potential market segment for celebrity endorsed products.

Attitudes of student population are changing at a rapid pace and they are becoming more
aware of the products that they use to define their ‘self’. The research is carried out to obtain a view
among student population about celebrity endorsement. Is it as positive as it is assumed to be?

Most advertisements, majorly focuses on the young generation, therefore their perception
about the celebrity endorsed form of advertisement is out of most importance, also getting to know
the attitude the youth provides the knowledge of the most current incidents or attitudes of any
country, hence the youth has been targeted in this research.

The research undertaken on celebrity endorsement in this study will be useful on both
academic and professional platform, as it looks into the perception of students on celebrity
endorsement, providing theory for scholarly and directives for managers and professionals.

Research Hypotheses

In this research, we developed 5 hypotheses which are going to be tested.

H; Celebrity advertisements are more effective than non-celebrity advertisements.

H: Male endorser is more effective as compared to female endorser.

Hs Celebrity has the power to change students’ perceptions about the product.

Hs There is no relationship between nationality of students and factors that influence
decision of choosing celebrity endorser by firms.

Hs There is no relationship between gender of students and type of celebrity who is
preferred to be seen in advertisements the most.

Methodology.

Data for the study were collected through a survey delivered to students in Bosnia and
Herzegovina. A total of 200 questionnaires were distributed to students who live in different cities
in Bosnia and Herzegovina. Of the 200 questionnaires, 125 were accepted as usable for the study.
Questionnaire was consisted from 20 items. Results have been analyzed by using SPSS software.
Data were analyzed by performing descriptive statistics and Chi-Square test. Chi-Square test was
used to analyze relationship between nationality of respondents and factors that influence decision
of choosing celebrity endorser by firm. All questions have been mandatory to answer in order to
create clear picture about attitudes of respondents. Results of these findings will be presented in
following section.

Results.
In the following pages educational, national and gender structure of our respondents will be
presented. After that hypotheses will be tested.
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Table 1: Educational level of respondents

Frequency Percent Valid Percent
Undergraduate student 90 72 72
Graduate student 35 28 28
Total 125 100 100

As we can see from table 1, there were 90 undergraduate students (72%) and 35 graduate
students (28 %) that we used in the sample for our study.

Table 2: Nationality of respondents

Frequency Percent P\e/?clza?w t
Bosnian 83 66.4 66.4
Turkish 32 25.6 25.6
Serbian 7 5.6 5.6
Pakistani 0.8 0.8
Mongolian 2 1.6 1.6
Total 125 100 100

Looking at the table 2 we can find information about subjects’ nationality. Questionnaire was
distributed to students of different national backgrounds. Bosnians were again vast majority

(66,4 %), Turkish (25,6 %), Mongolians (1,6 %), Serbians (5,6 %). Also, there was one student from

Pakistan (0,8 %).

Table 3: Gander of respondents used in the sample

Frequency Percent P\éf(!g:] t
Male 75 60 60
Female 50 40 40
Total 125 100 100

For this study as a sample we used both, males and females. In table 3 we can notice that
there were 75 male respondents (60 %) and 50 female respondents (40%) used in the sample.

After we find out proportion of educational, nationality and gender background, we are going
to test our hypotheses.

H: Celebrity advertisements are more effective than non-celebrity advertisements.
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as compared to non-celebrity advertisements

Frequency Percent P\e/f(!:e?\ t
Strongly Disagree 11 8.8 8.8
Disagree 24 19.2 19.2
Neutral 19 15.2 15.2
Agree 37 29.6 29.6
Strongly Agree 34 217.2 27.2
Total 125 100 100

The percent of students which agree with statement (56,8 %) is much more higher than
percent of students which disagree with this statement (28 %). So H; is accepted, according to
students’ opinion, celebrity advertisements are more influential than non-celebrity advertisements.

H. Male endorser is more effective as compared to female endorser.

Table 5: Students’ perceptions about the effectiveness of male endorser

as compared to female endorser

Valid
Frequency Percent Percent

Strongly Disagree 27 21.6 21.6
Disagree 42 33.6 33.6
Neutral 25 20 20
Agree 20 16 16
Strongly Agree 11 8.8 8.8
Total 125 100 100

The percentage of students who disagree with this statement (55,12 %) is slightly bigger than
percentage of students which agree (24,8 %). So, H: is rejected, in students’ view, male endorser is

not more effective as compared to female endorser.

Hs Celebrity has the power to change students’ perceptions about the product

Table 6: Influence of celebrity on students' perceptions about the product

Frequency Percent Valid Percent
Strongly Disagree 9 7.2 7.2
Disagree 28 22.4 22.4
Neutral 28 22.4 22.4
Agree 36 28.8 28.8
Strongly Agree 24 19.2 19.2
Total 125 100 100

From the table 6 we can clearly see that 48 % of students believe that celebrity has the power
to change their perceptions about the product, while 29,6 % disagree with that statement. The rest
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of population is neutral (22,4%). So, Hs is accepted, students believe that celebrity can change
perceptions about products to some extent.

Hs There is no relationship between nationality of students and factors that influence
decision of choosing celebrity endorser by firms.

Table 7: Relationship between nationality of students and factors that influence decision of
choosing celebrity endorser by firms

Physical Cost of
Nationality | Popularity Y5 acquiring Other Total
attractiveness .
celebrity
Bosnian 37 23 17 6 83
Turkish 15 7 5 5 32
Serbian 1 0 3 7
Pakistani 0 0 1
Mongolian 0] 1 0 2
57 31 23 14 125
40 In your opinion, what is
the most important
factor when firms are
choosing celebrity
endorsers?
W Popularity
309 [ Physical attractiveness
[ Cost of acquiring celebrity
M Cther
€
3
8 20
104
0= T = =_|
Bosnian Turkish Serbian Pakistani Mongolian
Wationality

Figure 1. Relationship between nationality of students and factors that influence decision of
choosing celebrity endorser by firms

Table 8: Chi-Square Test

Value df Asyrr;ipzj.eSdlég. (-
Pearson Chi-Square 13.36394 12 0.343
Likelihood Ratio 12.91446 12 0.375
Linear-by-Linear Association | 0.400787 1 0.527
N of Valid Cases 125
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Chi-Square test is used to analyze is there any relationship between nationality of
respondents and factors that influence decision of choosing celebrity endorser by firm. From the
table, we can see that p-value is 0.343 and level of significance is 0.05. Since p-value is higher than
level of significance, we will accept Ha, For majority of students, popularity of celebrity is the most
important factor.

Hs There is no relationship between gender of students and type of celebrity who is
preferred to be seen in advertisements the most

Table 9: Relationship between gender of students and type of celebrity who
is preferred to be seen in advertisements the most

Gender Athletes | Footballers Models Actors Total

Male 8 30 20 17 75

Female 6 9 22 13 50

Total 14 39 42 30 125
304 Out of the following

celebrities, whom do
you like to see in
advertisements the
most?

B athletes
EFoothallers
Omodels

W Actors

Count

ale Female

Gender

Figure 8. Relationship between gender of students and type of celebrity who is preferred to be seen
in advertisements the most

TABLE 10: Chi-Square Test

Asymp. Sig. (2-
Value df sided)
Pearson Chi-Square 7.522894 3 0.057
Likelihood Ratio 7.812572 3 0.05
Linear-by-Linear
Association 1.675832 1 0.195
N of Valid Cases 125

Chi-Square test is used to analyze is there any relationship between gender of respondents
and celebrity who is preferred to be seen in advertisements the most. From the table, we can see
that p-value is 0.057 and level of significance is 0.05. Since p-value is higher than level of
significance, we will accept H5. Footballers are favorite celebrities for male students, whereas
models are favorite celebrities for female students.

2338




European Researcher, 2013, Vol.(59), N¢ 9-2

Conclusion.

In today’s serious advertising clutter, with the purpose to differentiate products from
competitors, celebrity endorsement strategy can be a successful competitive tool for companies in
established and saturated markets. There will not be place for real product differentiation in
markets, as long as the company selects the “right” celebrity.

In this paper, students’ perceptions about celebrity endorsements were analyzed. Students
believe that celebrity advertisements are more influential than non-celebrity advertisements.
Celebrity endorsement advertising strategies can under the right conditions give good reason for
the high costs for this kind of advertising. On the other hand, companies must know the fact that
the usefulness of celebrity advertising is mostly to the degree of drawing consumers’ attention and
may not automatically transform to purchase behavior. It is crucial for marketers to be aware of
consumer perceptions about celebrity endorsement in this respect.

Even though many studies show that gender or cross gender interactions between endorsers
and target segment of customers are assorted and incapable to provide any course to practitioners,
(Erdogan, 1999) this study showed that students don’t perceive male endorser more effective than
female endorser.

Another finding that can be useful information to marketers is that students perceive that
celebrity has the power to change their perceptions about the product.

The present research also suggest that marketers should choose celebrity endorser who is the
most popular in order to target student population in BiH. Other characteristics of celebrity seem
quite irrelevant for students. It is very interesting fact that majority of respondents of all national
groups perceive celebrity popularity as the most important factor. There is no a significant
relationship between gender of students and celebrity who is preferred to be seen in
advertisements. Male students prefer footballers as celebrity endorsers, whereas female students
prefer actors as celebrity endorsers. For marketers, it is very important fact when creating
advertising messages to student population in BiH. On the other hand there is no significant
relationship between nationality of students and factors that influence decision of choosing
celebrity endorser by firms

Because this research has concentrated its attention on students, researches conducted in the
future can focus on a different range of age and profiles of persons in Bosnia and Herzegovina,
which could reveal various viewpoints and information about this topic. The population of Bosnia
and Herzegovina is not very big, but in its small size bares great diversity. Thus various researchers
targeting various groups of people with different ethnicities and also according to their socio-
economic classes need to be conducted.
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AnHOTaMA. HCTPYMEHT pPeKJiaMbl ¢ ydacTHeM "3BE3A" B HAIIIM JHU CTaJl MOBCEMECTHHIM
3JIEMEHTOM PeKJIaMbl U KOMMYHHKAI[HOHHOTO MeHe/kMeHTa. OOIIEen3BECTHO, UTO peKiama C
ydactueM "3BE37" MOXKET NMPUAATh MPOAYKTY W CEPBUCY HUCKIIOUYUTETbHbIE XapaKTEPHUCTHUKH,
KOTOpbIE B JIPYTOM CJIydae MOTIJIA U He «BBICTPEIUTH». 3a IMOCJIEAHUE JIECATUIETUS TTOSBUIIOCH
OTPOMHOE KOJIMYECTBO '3BE3A", pekJaMupymoiumx OpeHabl. Ilesp maHHOW paboOThl —
IIPOAHAJIN3UPOBATH IIPE/ICTaBIeHUs cTyieHTOB bocHun u 'epriuroBunsl (nasee - bul') o pexiame
¢ yuactueM "3BE3x". ONpPOCHUK OBLJI COCTABJIEH W MPUMEHEH [ U3yYeHUs MHEHUs CIyJalHO
0TOOpaHHBIX CTYAEHTOB YHUBEPCUTETA. BhLI0 mosyueHo 125 0TBeTOB. B X071€ mccenoBanus ObL1H
[IPOTECTUPOBAHBl IMATh THUNoTe3. JlaHHbIe OBUIM ITPOAHATM3UPOBAHBI C IPUMEHEHUEM
OIIHICATeJIbHON CTAaTUCTUKH U KPUTEPUSA XU-KBagpaT. Kpurepuil xu-kBaapar ObLI NCIOJIb30BAH /IS
aHAJIN3a COOTHOILIEHUS HAIMOHAJIBHOCTH DPECIIOHZEHTOB U (PAKTOPOB, BIUAIOIINX HAa BBIOOP
dbupmoii 3Be3/bl JJIs pekIamMbl. Pe3yJibTaThl MOKA3aJIM, YTO CTY/IEHThI BOCIPUHUMAIOT 3BE3] KaK
BaKHBIN (PAKTOP pEKJIAMBI.

KiroueBble cjioBa: pekjiaMa C yJyacTHEM '3BE3J; CTY/IEHTBI; peKJIaMa; IpeICTaBJIEHUs
OTpeduTENEN.
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