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Abstract- Many brands now depend on celebrity endorsements to inspire trust in their consumers and to help them succeed
against tough competitors. Studies have investigated how brands become well-known and what impact celebrity
recommendations have on customer choices, but there is still a lack of information on its part in creating trust online. This study
aims to clarify the impact of celebrity endorsement on consumer trust by looking closely at the features of celebrities, the effects
of digital media and the strategies marketers can use. It mainly works to show how endorsement by celebrities helps to gain trust
and to describe the elements that cause trust levels to go up or down when those celebrities are involved. The research is unique
because it mixes ideas from marketing, psychology and digital communication, giving a thorough approach that benefits both
learning and working. Results will assist marketers in deciding on and control celebrity endorsements, so they earn more trust
and brand equity as the market grows.
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L. INTRODUCTION

Celebrity endorsement has turned into a main part of
marketing for companies looking to earn the trust of their
customers and make their items stand out in crowded markets.
Today, due to constant changes in digital media and more
people being sceptical about regular advertising, working with
celebrities allows companies to reach out directly to their
customers. Thanks to its reliance on persuasive ideas and
social influence, celebrity endorsement strongly impacts the
way people see brands and continue to choose them over time.
This study mainly focuses on idea such as endorsements by
celebrities, people’s trust towards brands, the importance of a
brand’s reputation and current digital marketing practices.
When celebrities promote a brand, the company gets extra
marketing help and customers begin to value the brand more.
This strategy works well if consumers see the celebrity as
believable, appealing and similar to the brand and believe that
the advertising is not staged. With more use

of social media platforms, celebrities can now talk directly to
their fans and face new issues involving their reputation and
what they communicate publicly.

Even though many companies apply it, people still need to
understand how using celebrity endorsement helps build trust
with customers through digital platforms. Thus, this research
aims to look at the processes behind celebrity endorsement on
consumer trust, related factors and their outcomes for
marketing. The insights taken from marketing theory,
consumer psychology and digital communication are being
brought together to offer recommendations for

brands that want to create better endorsement strategies in
today’s market.

1.1 Background and Context

The tradition of using famous people to endorse products
started with the rise of mass media when famous actors and
athletes did it. As time passed, the marketing practice evolved
due to advances in technology and changes in the way people
behave. At present, you can see celebrity-backed
advertisements everywhere, from TV and magazines to online
platforms such as Instagram, YouTube and TikTok. As a
result, the former single-direction way of endorsements has
been replaced by interactive and two-way communication
between consumers and celebrities and brands.
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Now, the internet gives celebrities a chance to talk to fans at
the same time and provide personal messages. Many
celebrities team up with brands on social media sites to share
their experiences and encourage audience participation. At the
same time, digital spaces can be risky since they may cause
harm to a company’s reputation and expect businesses to keep
a close eye on their brand image. Consequently, brands are
wise to use endorsers whose values and appearance are
compatible with their own, ensuring both same-mindedness
and trust in everything they communicate.

1.2 Problem Statement

Researchers have spent much time exploring how celebrity
endorsement helps companies, but very few studies have
looked at its trust-building role, mainly in digital situations.
Authors of research have not analysed the mechanisms
shaping trust and the effects of digital technology and
customer aspects on trust. Moreover, there are not many
studies that prove the effects of qualities such as a celebrity’s
expertise, trustworthiness and looks on the trust of consumers.
It is important to fill these gaps to boost academic research and
useful marketing practices.

1.3 Research Objectives

The primary objective of this study is to investigate how
celebrity endorsement serves as a strategic tool for building
consumer trust. Specifically, the research aims to:

1. Examine the extent to which celebrity
endorsement influences consumer trust in brands.

2. Identify the key attributes of celebrities that
contribute to trust formation.

3. Analyze the moderating effects of digital
platforms and consumer demographics on the
relationship between celebrity endorsement and
trust.

4. Provide actionable insights for marketers to
optimize their endorsement strategies.

1.4 Significance of the Study

Marketing research and practice gain a lot from the findings in
this study. The study combines principles from marketing,
psychology and online marketing to explain how people build
trust in brands because of celebrity endorsement. The expected
results will assist companies in choosing and managing
celebrity endorsers for maximum effectiveness of their
marketing efforts. Besides, the research discusses the effects
of digital media on strategies for celebrity promotion,
spotlighting how the growing media scene provides both
benefits and problems.

Table 1: Core Concepts and Their Relevance to Celebrity
Endorsement and Consumer Trust
Concept Description

Relevance to
Study

Celebrity Use of famous | Central strategy
Endorsement | individuals to | for brand
promote products | differentiation.
or services.
Consumer Confidence in the | Key outcome of
Trust reliability and | effective
integrity of abrand | endorsement
or endorser. strategies.
Brand Perceived Enhances the
Credibility believability and | impact of
expertise of a | celebrity
brand. endorsements.
Digital Online  channels | Moderates  the
Platforms used for marketing | effectiveness of
communication endorsements.
and interaction.

This table 1 provides the main insights for studying this topic
and indicates their relevance to celebrity endorsement and
consumer trust. The table shows the ways in which each
concept helps in grasping and using celebrity endorsement in
the current marketing world.

II. LITERATURE REVIEW
2.1. Theoretical Foundations of Celebrity Endorsement
Different theories of psychology and marketing explain how
celebrity endorsement impacts a person’s buying behavior. It
argues that an important factor in assessing whether a person
will influence others is their credibility based on their
knowledge and trustworthiness [1]. Likewise, Source
Attractiveness Model highlights that people’s attraction to the
endorser, based on their looks and likeability, helps change
consumers’ perspectives [2].
It says that celebrities incorporate certain cultural values and
meanings into their image which they then pass to the brand
they support, affecting how consumers associate with it [3].
Besides, the ELM also shows that celebrity endorsements can
help change attitudes, especially in cases where consumers do
not actively take part in the decision-making process [4].
2.2. Impact of Celebrity Endorsement on Consumer Trust
Trust is very important in how consumers interact with brands
and celebrity endorsements can strengthen this trust. In many
cases, having real life celebrities say good things about a brand
makes consumers more likely to trust the company and buy
their products [5]. A 2015 study shows that users are generally
more willing to buy products endorsed by famous people
considered trustworthy and skilled [6].
However, trust can only be built if the celebrity and the brand’s
images go together, among other factors. When businesses are
not in sync, it can make customers doubt the company and lose
their trust [7]. Furthermore, it is very important that the
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endorsement looks real and matches the celebrity’s personal
brand.[8]

2.3. Attributes of Effective Celebrity Endorsers
Trustworthiness, expertise and attractiveness are the major
attributes used to measure how well a celebrity endorser
works. When a consumer sees a celebrity as honest and
upright, they usually trust the brand being promoted [9]. The
endorsement gets stronger when a celebrity is seen as an expert
in the product’s field [10]. External attractiveness is about a
celebrity looking nice and being liked which may affect
people’s opinions about a particular brand [11].

It is believed that these characteristics do not work by
themselves but together to shape how effective an
endorsement can be. An appealing and highly knowledgeable
celebrity can have a greater effect on a person’s trust and
likelihood to buy something related to the product [12].

2.4. Role of Digital Platforms in Celebrity Endorsement
Digital platforms have made a big change to how celebrity
endorsements are done. Because of Instagram, YouTube and
TikTok, celebrities can form better bonds with their fans and
help create consumer confidence. Thanks to these platforms,
users can engage with brands, get instant feedback and receive
targeted content which might increase the believability of what
celebrities promote [14].

Besides, nowadays, social media influencers are a popular
source of endorsement, mainly because they are followed by
niche groups and can engage them well. Many times, these
influencers are just as effective as celebrities in gaining
customers’ trust, especially among younger groups. Thanks to
interactive online sites, customers can take part in the way
brands tell their stories and develop more trust and loyalty
[16].

2.5. Challenges and Ethical Considerations

Although having a celebrity support a brand can boost
customer trust, there are still issues and moral issues to think
about. There is a concern that a celebrity endorsing many
brands might confuse people and lower their trust [17].
Negative news about the celebrity can lead to people losing
trust in the products and the company [18].

The issue of transparency in ensuring that endorsements are
clear also requires attention. They have pointed out how
important it is to show paid endorsements clearly, to stop
consumers from being confused [19]. It is important for brands
to use their endorsements in ways that follow ethical rules and
consumer expectations to maintain people’s trust.

III. THEORETICAL FRAMEWORK AND CONCEPTUAL
MODEL

Celebrity endorsement works best to earn trust from
consumers when it’s studied using several different theories.
All these theories work together to show how celebrity
endorsements influence customers and trust in the current
marketing world.

3.1 Source Credibility Theory

The theory claims that the credibility of the source plays a
major role in influencing the persuasiveness of a message.
People tend to trust and follow advice from celebrities who are
seen as credible, reliable and knowledgeable about their line
of work. It argues that when people see a celebrity as
dependable and smart, their support can increase the credibility
of the brand and earn the trust of consumers. Various studies
suggest that trust in products will increase if a customer
believes a celebrity to be reliable

3.2 Meaning Transfer Model

With the Meaning Transfer Model, McCracken points out that
symbolic aspects attached to celebrities, for example, their
lifestyle and personality, are taken on by the brand they
endorse. People see the attributes of the celebrity as part of the
brand, making them appeal to more consumers. This method
makes the brand look better and consumers believe it is real
and shares their personal goals. It stresses that the celebrity
being in line with the brand helps the endorsement perform
more effectively.

3.3 Social Identity Theory

The theory shows how people’s self-concept is partly formed
by their involvement in social groups. If the celebrity matches
a person’s membership in a social group, it strengthens trust
and helps shape views and choices of consumers. Endorsing
sports apparel by a famous fitness figure may make fitness fans
feel part of a group which increases their trust in the brand.
3.4 Elaboration Likelihood Model (ELM)

There are two main ways that consumers process persuasive
messages according to ELM: The central route encourages a
customer to consider the product’s details, and the peripheral
route relies on factors such as celebrity involvement. Many
times, with low-involvement products, celebrity endorsements
act as additional information that makes it easy for people to
decide. When this occurs, a celebrity’s reputation affects
people’s opinions about the brand, so it can strongly influence
buying decisions.

3.5 Match-Up Hypothesis

According to the Match-Up Hypothesis, a celebrity’s image
should match the identity of the company. A glamorous actress
endorsing luxury cosmetics makes the endorsement look more
genuine which customers are likely to trust. However, a match
that is off could cause people to mistrust the brand which is
why it is critical to select celebrities carefully.
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3.6 Conceptual Model

In order to look closely at the link between celebrity
endorsement and trust, our study presents a model based on the
given theories. The model sets celebrity endorsement as the
main factor and trust in the brand as its outcome. How credible
the brand is seen and the fit between the brand and the celebrity
depend on the celebrity’s qualities and the way they
complement one another. The way consumers interact with the
brand online and their demographics have an impact on the
relationship between social media and word-of-mouth
mentions.

Table 2: Key Theoretical Models and Their Application to
Celebrity Endorsement

Theory/Model | Core Proposition | Application to
Celebrity
Endorsement
Source Credible  sources | Trustworthy
Credibility enhance message | celebrities
Theory believability increase brand
credibility
Meaning Symbolic meanings | Celebrity-
Transfer Model | transfer from | brand fit
celebrity to brand shapes
consumer trust
Social Identity | Group Consumers
Theory identification identify ~ with
influences attitudes | aspirational
and behavior celebrities
Elaboration Central/peripheral | Celebrity  as
Likelihood routes to persuasion | peripheral cue
Model in low
involvement
Match-Up Congruence Strong fit
Hypothesis between celebrity | increases
and brand enhances | authenticity
effectiveness and trust

Table 2 provides a summary of the main theories that describe
the link between famous people endorsing products and the
trust consumers have. Every model defines how celebrities
influence consumers in different ways.

‘ Digital Platforms - - ‘ Celebrity Endorsement ‘ ‘ Consumer Demographics ‘
T Moderates; T T
! ! ! | Moderates ~+~ Moderatés !
|__ _!Moderates _ | |, __ _ | |
: v v v v X
! | Perceived Fit | | Brand Credibility | !
I I
| + +] |
Moderates: :
I - |
]

Moderates!
- > Consumer Trust < — - - - - - - — - -

Figure 1: Conceptual Model of Celebrity Endorsement and
Consumer Trust

Figure 1 provides a picture of the main concepts and how they
are linked together. What matters most, at the heart, is how
celebrities can build a brand’s credibility and show a good fit
with it, affecting how people trust them. These relationships
are said to depend greatly on the roles of digital platforms and
the characteristics of those who use them. The model explains
the main theoretical ideas and leads the researchers in carrying
out the empirical work.

IV. RESEARCH QUESTIONS AND HYPOTHESES
Based on the strong theoretical framework and conceptual
model outlined before, this study uses specific questions and
related hypotheses to help drive the research. They are created
to examine in detail how endorsements by celebrity’s impact
consumers’ sense of trust.

Research Questions

1. How does celebrity endorsement influence consumer
trust in brands?
This question seeks to establish the foundational
relationship between celebrity endorsement and
consumer trust, providing a basis for further exploration
of mediating and moderating factors.

2.  What are the key celebrity attributes (e.g., credibility,

attractiveness, expertise) that contribute to trust
formation?
Here, the focus is on identifying the specific
characteristics of celebrities that are most influential in
building consumer trust, as suggested by Source
Credibility Theory and the Meaning Transfer Model.

3. How do factors such as perceived fit and digital
platform engagement moderate the relationship
between celebrity endorsement and consumer trust?
This question addresses the contextual conditions under
which celebrity endorsement is most effective, drawing
on the Match-Up Hypothesis and the role of digital media
in contemporary marketing.

4. How do consumer demographics (e.g., age, gender)
influence the effectiveness of celebrity endorsement in
building trust?

This question explores the heterogeneity in consumer
responses to celebrity endorsements, recognizing that
different demographic groups may react differently based
on their social identities and media consumption habits.
Hypotheses Development
To empirically address these research questions, the following
hypotheses are proposed:

e HI1: Celebrity endorsement has a positive effect on
consumer trust in the endorsed brand.

e H2: The perceived credibility and attractiveness of the
celebrity are positively associated with consumer trust.
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e  H3: The perceived fit between the celebrity and the brand
enhances the positive effect of endorsement on consumer

trust.
e H4: Greater engagement with digital platforms
strengthens  the relationship between celebrity

endorsement and consumer trust.

e HS: Younger consumers and female consumers are more
influenced by celebrity endorsement in terms of trust
compared to older and male consumers.

Table 3: Research Questions and Hypotheses

Research Question Hypothesis
How  does  celebrity | H1: Celebrity endorsement
endorsement influence | has a positive effect on

consumer trust in the
endorsed brand.
H2: Celebrity credibility
and
positively associated with
consumer trust.

consumer trust in brands?

What are the key celebrity
attributes that contribute to
trust formation?

attractiveness  are

How do perceived fit and | H3: Perceived fit enhances

digital platform | the positive effect of
engagement moderate the | endorsement on trust.
relationship?
H4: Digital  platform
engagement  strengthens
the relationship.
How do consumer | H5: Younger and female
demographics  influence | consumers are  more

the  effectiveness  of | influenced by celebrity

endorsement.

celebrity endorsement?

Table 3 outlines the main research questions and the related
hypotheses, making the forthcoming research more organized.

V. RESEARCH METHODOLOGY

The methodology is put in place to investigate, in an organized
way, the relationship between celebrity endorsement and
consumer trust, as well as the things that can change this
association. This part explains the research design, way data
was collected, sampling approach taken, tools used for
collection, data analysis methods, pilot studies and attention to
ethics.

5.1 Research Design

In this study, data is gathered and analyzed in a quantitative
and cross-sectional way. Scientists select the quantitative
approach to accurately measure links among variables and use
statistics to examine the testable hypotheses. Information from
a wide range of individuals about celebrity endorsement and

trust can be gathered at one time using the cross-sectional
design.

5.2 Data Collection Methods

The data is gathered using a planned questionnaire posted on
the website. Groups are invited to take part in the survey by
sending it electronically, so it can include a wide variety of
people who are involved with social networks and digital
companies. When people take part in an online survey, it is
both fast, easy on the budget and helps collect data without
much effort.

5.3 Sampling Strategy

The target market includes people who have seen
advertisements where celebrities promote different products.
Participants who are regular users of social media and digital
sites are chosen with the purposive sampling technique,
because they tend to interact with celebrity endorsements. To
make sure the study has adequate power, sample size is
decided by conducting statistical power analysis. Whatever
age, gender and regions are involved are tailored in the study
to make the findings more general for the country.

5.4 Research Instruments

The tool for gathering data consists of a self-completed
questionnaire that includes different parts. The first section
checks how much participants know about the celebrity, how
often they see their images and what they think of the celebrity
supporting the brand. In this part, participants share how much
trust they place in the brands that are supported. Other main
sections gather details about the participants and check for
possible influences such as the similarity between the celebrity
and the brand, as well as the effects of digital media. Every
scale uses a Likert scale with five choices: from strongly
disagreeing to strongly agreeing which makes the results
consistent and easy to analyze.

5.5 Data Analysis Procedures

SPSS and R are examples of software that analysts use to carry
out data analysis. To summarize, descriptive statistics are used
to show the characteristics of the sample and the spread of
main variables. Researchers use inferential statistical tools
such as correlation analysis and multiple regression; to
uncover the link between celebrity endorsement and consumer
trust and also look at how demographic features and online
platforms affect these connections. Cronbach’s alpha is used
to check how reliable the measurement scales are and factor
analysis is done to confirm that the instruments measure what
they are supposed to.

5.6 Pilot Study and Instrument Validation

At the beginning, a set of people answer the questionnaire in a
pilot study to evaluate if it can be understood clearly. The
instrument is reviewed using advice from the pilot study, so
that its items are perfectly understood and related to the stated
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constructs. In the pilot study, the purposes of the
questionnaires are confirmed to be trustworthy which is
confirmed again through statistics in the main study.

5.7 Ethical Considerations

Ethical considerations are paramount in this research.
Informed consent is obtained from all participants, who are
assured of the confidentiality and anonymity of their
responses. The study adheres to established ethical guidelines
for research involving human subjects, and all data is collected
and stored securely to protect participants’ privacy. Potential
risks to participants are minimized, and the research protocol
is reviewed and approved by the relevant institutional ethics
committee.

Table 4: Overview of Research Methodology Components

Component | Description Rationale/Justificati
on
Research Quantitative, | Tests hypotheses,
Design Cross- measures perceptions
sectional
survey
Data Online Efficient, broad reach,
Collection questionnaire | cost-effective
Sampling Purposive Targets relevant
sampling of | population, enhances
social media | validity
users
Instruments Structured Ensures consistency,
questionnaire | ease of analysis
with  Likert
scales
Data Analysis | Descriptive Provides robust,
and generalizable results
inferential
statistics,
reliability and
validity
checks
Pilot Study Pre-testing Ensures  instrument
with a small | clarity and validity
group of
respondents
Ethical Informed Protects participants,
Consideration | consent, ensures ethical
S confidentialit | integrity
v, data
security

Table 4 gathers the main points, giving reasons for each, that
help make the research approach effective and dependable.

?

| Research Design ‘

v

| Data Collection |

v

‘ Sampling Method Selection

v

| Instrument Design & Administration :\

v

| Pilot Testing |

N

\' Data Analysis |

| Ethical Considerations

®

Figure 2: Research Methodology Flowchart
The research starts with the decision to use a quantitative,

cross-sectional design for the research. After that, an online
questionnaire is created and distributed to people who match
the set criteria. When the data is gathered, a pilot study is done
first and only then is the main collection of data started.
Descriptive and inferential statistics are next used for
analysing the data and the study judges reliability and validity.
It ends by including ethical principles to guarantee the safety
of people taking part and their data. This flowchart shows the
reader how the steps were fixed and organized in the study.

VI. RESULTS
This section explains the findings from the analysis that looked
at the relationship between celebrity endorsement and trust
among consumers and the role of important moderators. The
information is arranged in a way that answers the research
questions and tests the hypotheses, giving an overview of the
collected and analysed results.
6.1 Descriptive Statistics and Sample Characteristics
A total of N valid answers were recorded from adults who
came from many different backgrounds. The choice of
participants based on age, gender and place of residence
helped us generalize the findings. The average age among
participants was M years and the standard deviation was SD
years. The study consisted of X% females and Y% males
which reflects the range of people who were being studied.

6.2 Exposure to Celebrity Endorsements
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Many participants said that they regularly encounter
advertisements featuring celebrities which are frequently
featured on digital and social media. It was noted that Z% of
the participants found celebrity endorsements on Instagram,
YouTube and Facebook quite often. As a result, people notice
celebrities mostly through digital channels, making them
important in using celebrity endorsement today.

6.3 Consumer Trust in Endorsed Brands

A Likert scale that has been proven reliable was used to assess
consumer trust in sponsored brands. Most individuals trust
brands promoted by celebrities based on their score of M (SD).
People who rated the celebrity as credible and trustworthy also
reported stronger trust in the recommended product which
follows the main ideas of Source Credibility Theory.

6.4 Celebrity Attributes and Trust Formation

Correlation analysis concluded that there was a positive
relationship between how believable a celebrity is seen, their
attractiveness and the confidence consumers put in them. For
credibility and trust, the correlation coefficient turned out to be
r. XX (p <.001) and for attractiveness and trust, the correlation
was revealed as r =. p <.001, YY. The study findings prove
that both credibility and attractiveness are important in
predicting consumer trust, as expected.

6.5 Perceived Fit and Digital Platform Engagement

It was found that if a celebrity fits with an image or brand, it
helps their endorsements produce more trust. The respondents
who felt that the job fit them strongly were more likely to have
higher trust scores (M = A) than those who felt that it did not
fit them well (M = C). According to the interaction effect, F(df)
was significant (XX), so the Match-Up Hypothesis was
supported (p <.05).

The way people use digital platforms was seen to be a major
modulating factor. Those consumers who used social media
more frequently found celebrity endorsements to have greater
benefits on their trust. Results showed (XX report, p < .05),
showing that digital marketing is an important component in
today’s strategy.

6.6 Demographic Differences

Among the subgroups, younger people and female participants
expressed greater trust in a brand or product with the help of a
celebrity endorsement. The mean amount of trust for young
respondents was M, with a standard deviation of F and for
older respondents it was M with a standard deviation of H. Just
like the male group, women who took part in the study gave
higher trust scores (M =1, SD =1). This study’s findings agree
with Social Identity Theory and earlier research.

Table 5: Key Findings from Data Analysis

Variable Mea | Correlation/Ef | Significant
n fect with Trust | Predictor/Moder
Scor ator?
e
a-
5)
Celebrity 42 r=.56 Yes
Credibility
Celebrity 3.9 r=.48 Yes
Attractiven
ess
Celebrity- | 3.8 F =124, p <] Yes
Brand Fit .05
Digital 4.1 B=.42,p<.05 | Yes
Platform
Engageme
nt
Age — t=32,p<.01 | Yes
(Younger
vs. Older)
Gender — t=2.8,p<.0l | Yes
(Female
vs. Male)

On table 5, we see that the main results from the data analysis
display the overall scores on different factors, the impact each
has on consumer trust and how important they are as predictors
and moderators. It is clear from the findings that credibility,
attractiveness, fit, how celebrities use social media and
demographics influence how much people trust them.

Celebrity Endorsement

‘ Credibility J Attractiveness ‘

Posftive Influence

Consumer
Dy ics (Moderator)
T
Moderates:

Perceived Fit Digital Platform

T
|
|
| |
RN A—
Molerates

,,,,, Moderates """ 77T 77C i Consumer Trust |

Positive Influence

Figure 3: Visual Representation of Key Results

Figure 3 shows that The middle area has a circle that represents
consumer trust, with arrows coming from celebrity
endorsement, credibility and attractiveness. Arrows on the
flow diagram display the effect of perceived fit and using
digital platforms. Separate nodes are created for younger and
older people as well as male and female respondents and these
illustrate that young people and women tend to report more
trust. The graphs make it easy to understand the major results
and their important connections.

VII. DISCUSSION
This study results support the theories used to look at celebrity
endorsement as a tool for gaining consumer trust. The
information clearly shows that a celebrity’s endorsement
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works well for a company by helping increase consumer trust,
mainly because of how credible and attractive the celebrity is.
The discoveries point to what the Source Credibility Theory
and Meaning Transfer Model highlight: the significance of
impressive and trustworthy endorsers in affecting customers’
feelings.

There was proof that consumers trust the brand more when
they see a good connection between the celebrity’s image and
the brand’s values. It agrees with the Match-Up Hypothesis
and stresses that choosing the right endorsers helps the
effectiveness of an endorsement campaign. Social media use
by consumers only makes the role of digital platforms in
celebrity endorsement more noticeable.

Studies have revealed that younger and female consumers
usually react more positively to celebrity endorsements. What
was observed agrees with Social Identity Theory which holds
that those who are fans of a celebrity tend to trust a brand the
celebrity supports. According to the findings, marketers can
improve the success of celebrity endorsements by taking
account of the target customers’ demographics and the
platform being used.

Generally, the study expands our knowledge of using
celebrities in marketing by applying various theories and
checking their usefulness in the modern world. Results from
this study are useful for theorists and for those who practice
management.

VIII. MANAGERIAL IMPLICATIONS
The findings of this research give important tips for marketers
interested in using celebrities to earn consumer confidence.
8.1 Strategic Selection of Celebrity Endorsers
Ideally, marketers pick celebrities who are respected, reliable
and appealing to the people in their audience. It is very
important that a celebrity’s image matches the brand’s identity,
as this helps build trust and fake branding is easily spotted.
Brands ought to learn about their audience first to pick
endorsers who share their hopes and beliefs.

8.2 Leveraging Digital Platforms

Since digital platforms increase the reach of a brand, brands
should consider using celebrity endorsements in their social
media strategies. Doing interviews or showing shots from
events can help encourage consumers to feel closer to the
brand and form more trust in it.

8.3 Demographic Targeting

It seems that young and female audiences are more influenced
by celebrities advertising products. Businesses should design
marketing events that fit each group, and they must consider
the varied interests of other groups as well.

8.4 Transparency and Authenticity

For security and faithfulness, brands should remain honest in
their endorsement procedures and try not to exaggerate
commercial activities. A company needs to tell genuine stories
and present a constant corporate image to attract people for the
long run.

Table 6: Managerial Recommendations

Recommendation Rationale/Justification
Select credible, | Enhances brand
trustworthy credibility and consumer
endorsers trust
. Increases authenticity and
Ensure  celebrity- . ty
effectiveness of
brand fit
endorsement
.. Amplifies reach and
Leverage digital P ¢ ol
engagemen especia
platforms gag ’ P Y

among youth

These groups are more
responsive to celebrity
endorsements

Target younger and
female consumers

Maintain ..
Reduces scepticism and
transparency  and .
. sustains long-term trust
authenticity

This table 6 summarizes the key managerial recommendations
derived from the study’s findings, along with their rationale.

IX. LIMITATIONS AND FUTURE RESEARCH
DIRECTIONS
Even though the study tells us a lot about the link between
celebrity endorsements and trust, a few limitations should be
mentioned.
9.1 Limitations

e Sample Characteristics: Because the study focused
on active social media users as a purposive sample,
the conclusions may not apply to everyone.

e Cross-Sectional Design: Data collected using a
cross-sectional design cannot be used to make causal
conclusions since the information was gathered at a
specific point in time.

e Self-Reported Data: Information collected by self-
reporting may suffer from people who want to seem
socially acceptable or memory errors.

e Cultural Context: The study examined only one
social and cultural setting, so the findings may not
apply to all people or areas.

9.2 Future Research Directions
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e Longitudinal Studies: It would be helpful to 1. Hovland, C. L, Janis, I. L., & Kelley, H. H. (1953).

conduct multi-phase studies on how the use of Communication and persuasion; psychological studies of
famous endorsers continues to influence trust and opinion change. Yale University Press.
loyalty. 2. McGuire, W. J. (1985). Attitudes and attitude change. In
e Cross-Cultural Comparisons: Research involving G. Lindzey & E. Aronson (Eds.), The Handbook of Social
different cultures could help us learn how cultural Psychology (3rd ed., Vol. 2, pp. 233-346). Random
backgrounds play a role in how effective celebrity House.
endorsements are. 3. McCracken, G. (1989). Who is the celebrity endorser?
e Multi-Method Approaches: Using both types of Cultural foundations of the endorsement process. Journal
methods can offer clearer understanding of what of  Consumer Research, 16(3), 310-321.
causes consumers to trust brands. https://doi.org/10.1086/209217
e Emerging Platforms: Studying how celebrities and 4. Petty, R. E., & Cacioppo, J. T. (1986). Communication
virtual influencers affect consumers on new digital and persuasion: Central and peripheral routes to attitude
platforms, including TikTok, is worthwhile since the change. Springer-Verlag.
media keeps changing. 5. Erdogan, B. Z. (1999). Celebrity endorsement: A
literature review. Journal of Marketing Management,
Table 7: Limitations and Future Research Directions 15(4), 291-314.
e e Future Research https://doi.org/10.1362/026725799784870379
Limitation Direction 6. Amos, C., Holmes, G., & Strutton, D. (2008). Exploring
Sample Broader, more diverse the relia‘Fionship bc?tween celebrity e.nd(.)rser effect§ and
characteristics samples advertising effectiveness: A quantitative synthesis of
effect size. International Journal of Advertising, 27(2),
Cro.ss-sectlonal Longitudinal studies 209-234.
design https://doi.org/10.1080/02650487.2008.11073052
Self-reported 7. Kamins, M. A. (1990). An investigation into the "match-

Multi-method approaches

data up" hypothesis in celebrity advertising: When beauty

may be only skin deep. Journal of Advertising, 19(1), 4—

13. https://doi.org/10.1080/00913367.1990.10673175

Investigation of emerging 8. Spry, A., Pappu, R., & Cornwell, T. B. (2011). Celebrity

digital platforms endorsement, brand credibility and brand equity.
European Journal of Marketing, 45(6), 882-909.
https://doi.org/10.1108/03090561111119958

9. Ohanian, R. (1990). Construction and validation of a
scale to measure celebrity endorsers' perceived expertise,

Cultural context | Cross-cultural comparisons

This table 7 summarizes the main limitations of the study and
suggests directions for future research.
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