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INTRODUCTION HYPOTHESIS Reliability KEY FINDINGS

» Celebrity Endorsement is when a H1: High brand awareness Is not affected by Variables 1. Consumer Perception about the brand
company hires famous person for their consumer perceptions on celebrity endorsed _ Alpha _ does not create a Slgnlflcant |m|c_)act on
advertisements. products. Purchase Intention 0.671 Reliable Purchase Iqtentlon If the brand Is endorsed

|t has three cateqories: ' H2: High trust has no effect on consumer buying e Con e by a celebrity. (P>0.05) o

| gories: professional or | | Consumer Trust 0.837 Reliable 2. Consumer's Trust upon a celebrity is
recognized expert, typical consumer and behaw_or towards celebrlty_/ e_ndorsemen_t. gf::;rzzarse:eer;t;msm gzgg N(;:eizg?:le 33.6% effective with respect to their
celebrity itself. H3: High consumer skepticism has no impact on Following Celebrity Endorser | meliable Purchase Intention.

* Celebrity endorsements are critical to brand awareness of celebrity endorsements. 080 3. Consumer Skeptism does not have a
high brand recall. H4: Low brand awareness does not affect Correlation significant impact on Purchase Intention.

» Study contains primary data of consumer behavior towards celebrity N 4. Brand Awareness does not have a positive
consumers to identity the factors critical endorsements. Impact on Purchase Intention of consumers
to success of celebrity endorsements H5: Brand awareness has no effect on following when It Is endorsed by a celebrity.

_ 5. Consumers’ Purchase Intention 1s
celebrity endorser. influenced 22.4% to Follow the celebrity
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