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ABSTRACT: 

This paper is about marketing strategy which is Celebrity Endorsement. The purpose is to 
identify the influence of Celebrity Endorsement and its impact on the customer’s buying 
behaviour and their perception on a selective brand in travel agency which is Make My Trip. 
This paper also focuses on examining the relationship between a set of independent and 
dependent variables. The aim of this study is to determine the effect of celebrity 
endorsement on customer purchasing intention in travel agency. The survey method was 
used as the research method. Questionnaire with close ended questions was utilized in 
gathering information from the respondents of Pune city. The target was the consumers 
across age groups and gender. Sampling technique used is convenience sampling a non-
probability technique, where 220 responses are collected as per the convenience and the 
data were analysed descriptively using the SPSS software. Correlation analysis was 
conducted to establish the nature of the relationship between the celebrity endorsers and 
the consumer purchasing intention and regression test to find out the impact of one variable 
on other. 

1. INTRODUCTION:

1.1 CELEBRITY ENDORSEMENT 

Celebrity endorsement is a form of advertising campaign or marketing strategy used by 

brands, businesses, or a non-profit organization that involves celebrities or a well-known 

individual using their social status or fame to help promote a product, service or even raise 

awareness of environmental or social issues. Marketers use celebrity endorsers in the hope 

that the brand endorser's positive images will also be shared with the celebrities' products 

or brand images. Celebrity support is often used by fashion or beauty brands, but also by 

celebrities, who have a mass communication skill that can attract attention and is helpful in 

reaching a wider audience to raise their awareness of a certain organization or issue, making 

celebrities efficient fundraisers. 

Celebrity branding or celebrity approval of the product of a company is effective mainly 

because celebrity companies are able to reach a huge number of potential consumers. 

Reach can be easily defined as the number of people who at least once saw and/or heard 

the intended message of the brand. If a brand or firm decides to use famous branding to 

market its product, they will likely try to reach the greatest possible range of potential 

consumers rather than a small but more frequent number of consumers, which are 

described as frequency. 

1.2 BRAND IMAGE 

The importance of selecting a reliable, upright celebrity to endorse or sponsor the product 

of a company, while balancing the attractiveness, power and similarity of the celebrity's 

public image with the overall current or intended brand image of the company, is highly 
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emphasized. You can describe the brand image as "the set of beliefs held about a particular 

brand" (Kotler, 1988). Research conducted by Keller & Aaker in 1992 suggests that a brand 

with a better brand image and attitudes is more likely to achieve increased development in 

its relevant market. Therefore, it is vital to choose a celebrity that will bestow to the brand's 

existing or intended image and attitudes in order to ensure the success of the brand. 

 

1.3 BRAND RECOGNITION 

Brand recognition is an enormous part of branding celebrity. Brand recognition is where a 

brand can be established from its attributes by the general public. When a brand is 

unshielded without a company name, it is most successful and is then recognized by the 

customer through various visual signifiers such as logos, slogans, and colours. An example of 

this is Coke, which signifies that their signature colour is red. In promotional campaigns, 

brand recognition is extremely effective. For results, companies will conduct experiments on 

study groups to measure brand recognition and effectiveness on promotional campaigns. If 

brands are equal in quality, the brand recognition of similar products will always have a 

higher sales advantage.  

 

1.4 ADVANTAGES FOR SALES AND ADVERTISING 

The benefits of a celebrity brand are the presence of a product that it loves, supports, and 

supports, as well as some product knowledge. This will be an advantage in advertising the 

product as the pro will be more passionate about the product and will promote the product 

in a way that will convince consumers. Celebrity endorsements have a significant impact on 

sales when promoting a product and brand, where they can provide information focused on 

the product's benefits and features in a standard and unbiased form that has a significant 

impact on business revenue. The celebrity brand feature is the use of social networks, as it is 

a less cost effective system to collect and distribute information so consumers are more 

aware of the product before buying it, and great online consumer ratings will increase sales 

because the company / brand and celebrities who promote the product with great ads. The 

most effective ads are those supported by celebrity endorsements. These top endorsements 

lead to useful results for a product or brand. Advertising celebrities make advertising more 

visible to consumers, emerging from the clutter of media, and are therefore a good basis for 

attracting and maintaining consumer attention. Studies have shown that the use of 

celebrities in advertising increases the persuasion of the message, leading to better retrieval 

of products or brand and recognition by consumers. The author explains that celebrity 

advertising has a positive impact on advertising effectiveness metrics (i.e., consumer 

attitudes towards the brand, consumer attitudes toward advertising, and intent buying). 

Celebrities are seen to have attributes such as attractiveness, expertise, trustworthiness and 

reliability that convey advertiser's hope for a brand or product, creating positive images for 

that product or brand. Many consumers praise celebrities and try to imitate their lives with 

the clothes they wear and their products. Celebrities create a meaning for consumers 

through interaction with advertising products.  
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1.5 DISADVANTAGES 

There are risks to using celebrities in advertising because of the prominent life of celebrities 

that are constantly reviewed and scrutinized by the media. The term eclipse (also referred 

to as shadows) is used to describe the situation where a celebrity in an ad blocks a product 

advertised by running a larger time or space than the advertised product as negative for the 

advertiser because the product is not the focus consumer. Ensuring that the product is the 

focus of attention is vital to effective advertising. Excessive exposure to the negative impact 

of many products of the same type as a celebrity is indicated. Consumers may become more 

sceptical of celebrity motivations to endorse products, and may therefore see celebrities as 

less credible when adopting multiple products. Celebrity endorsements do not guarantee 

long-term beneficial effects because of the risk advertisers may face that celebrity fans may 

be preoccupied with a scandal, creating negative perceptions for consumers. Celebrity 

scandals include alcohol, drug, sex, or crime events. These scandals can have a negative 

impact on the brand image, where negative perceptions of celebrity supporters can be 

passed on by consumers to the brand and thus have a negative impact on brand sales. 

Brand images may change if there is a bad name or reputation for celebrities. Celebrities are 

beginning to shadow brands. Customers are going to start focusing on the celebrity instead 

of the product. 

 

1.6 ESSENTIALS OF CELEBRITY ENDORSEMENTS 

 1. Celebrity attractiveness: This principle states that the endorsement will be positively 

affected by an attractive endorsement. In certain aspects such as physical appearance, 

intellectual capacity, athletic competence, and lifestyle, the endorser should be attractive to 

the target audience. An endorser that appears attractive as defined above has been shown 

to have a greater chance of enhancing the brand's memorability that he/she endorses. 

2. Celebrity credibility: This principle states that the personal credibility of the celebrity is 

crucial to the success of any brand-celebrity collaboration. Credibility is defined here as the 

perceived expertise and confidence of the celebrities. As celebrity endorsements act as an 

external cue that allows consumers to sift through the huge brand clutter in the 

marketplace, the celebrity's credibility factor greatly influences consumer acceptance. For 

instance, in 2013 Nike decided to suspend his endorsement contract with Oscar Pistorius as 

his credibility was severely questioned as he was accused of premeditated murder. 

3. Meaningful transfer between the celebrity and the brand: Celebrity collaboration 

depends heavily on the compatibility of the brand with the celebrity in terms of identity, 

personality, market positioning vis-à-vis competitors, and lifestyle. These are some of the 

compatibility factors that need to exist for the brand to leverage the maximum from that 

collaboration when a brand signs on a celebrity. 
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1.7 CONSUMER BEHAVIOUR 

Consumer behaviour is the study of individuals, groups, or organizations and all activities 

related to the purchase, use, and disposal of goods and services, including the emotional, 

mental, and behavioural responses of the consumer preceding or following these activities. 

In the 1940s and 50s, consumer behaviour emerged as a distinct marketing sub-discipline. 

Consumer behaviour is an interdisciplinary social science that brings together elements 

from psychology, sociology, social anthropology, anthropology, ethnography, marketing, 

and economics, particularly behavioural economics. It examines how purchasing behaviour 

is affected by emotions, attitudes and preferences. Individual consumer characteristics such 

as demographics, personality lifestyles, and behavioural variables such as usage rates, usage 

opportunities, loyalty, brand advocacy, willingness to provide referrals, are all investigated 

in formal consumer behaviour studies in an attempt to understand the needs and 

consumption of individuals. Consumer behaviour study also investigates the influence of 

groups like family, friends, sports, reference groups, and society in general on the consumer. 

Consumer behaviour study focuses on all aspects of buying behaviour from pre-purchase 

activities to post-purchase consumption, evaluation and disposal activities. It is also 

concerned, either directly or indirectly, with all persons involved in purchasing decisions and 

consumer activities, including brand influencers and opinion leaders. Research has shown 

that, even for experts in the field, consumer behaviour is hard to predict. Databases for 

Customer Relationship Management (CRM) have become an asset for customer behaviour 

analysis. The voluminous data generated by these databases allows for detailed 

examination of behavioural factors that contribute to customer buy-back intentions, 

consumer retention, loyalty and other behavioural intentions such as willingness to provide 

positive references, become brand advocates or engage in customer citizenship activities. 

Databases also support market segmentation, particularly behavioural segmentation such as 

the development of loyalty segments that can be used to develop one-to - one targeted, 

customized marketing strategies. 

 

1.8 MAKE MY TRIP 

Nurtured from the seed of a single great idea-empowering the traveller-MakeMyTrip 

became the pioneer of India's entire online travel industry. Over the years, MakeMyTrip has 

revolutionized the travel industry. This is the story of the online travel leader from India, 

MakeMyTrip. Deep Kalra founded MakeMyTrip.com, India's leading online travel company 

in 2000. Created to empower Indian travellers with instant booking and comprehensive 

choices, the company began its journey in the travel market of the United States-India. It 

aimed to offer a range of products and services of the best value along with state-of-the-art 

technology and dedicated customer support around the clock. MakeMyTrip followed its 

success in the US by launching its India operations in 2005 after consolidating its market 

position as a brand recognized for its reliability and transparency. MakeMyTrip offered 

travellers the convenience of online travel bookings at rock-bottom prices with the foresight 

to take advantage of the opportunities in the domestic travel market, brought on by a slew 

of new airlines. MakeMyTrip quickly became the preferred choice for millions of travellers 
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who enjoyed being empowered with a few mouse clicks! The rise of MakeMyTrip was driven 

by each of its employees’ vision and spirit, for whom no idea was too big and no problem 

too difficult. MakeMyTrip proactively began to diversify its product offering with unrelenting 

innovation and determination, adding a variety of online and offline products and services. 

MakeMyTrip also remained ahead of the curve by continuously evolving its technology to 

meet the ever-changing demands of the fast-growing global travel market. MakeMyTrip has 

steadily established itself throughout India and the world, simultaneously nurturing the 

growth of its offline businesses such as its franchises and affiliates, further increasing the 

already strong retail presence of the brand. Today, MakeMyTrip is much more than just a 

travel portal or a famous pioneering 10 brand-it's a one-stop travel shop offering India's 

widest selection of travel products and services. MakeMyTrip is the undisputed leader 

online, with its travel market share extending to over 50% of all online sales, a fact 

evidenced by the trust millions of happy customers place in it. Remaining reliable, efficient 

and at the forefront of technology, the commitment and customer-centricity of 

MakeMyTrip enables it to better understand and provide for the diverse needs and desires 

of its customers and consistently deliver. With 24x7 customer support and offices in 20 

cities across India and 2 international offices in New York and San Francisco (besides several 

franchise locations), MakeMyTrip is there for you, whenever and wherever you want. 

 

1.8.1 MAKEMYTRIP PRODUCTS 

• International/Domestic Air Tickets  

• International/Domestic Hotels 

• Domestic Bus and Rail Tickets 

• Private Car and Taxi Rentals 

• Meetings, Conferences and Exhibitions 

• B2B and Affiliate Services 

• Holiday Packages 

 

1.8.2 MAKEMYTRIP BRAND AMBASSADOR’S 

MakeMyTrip has announced it has signed up to be the new brand ambassadors of the 

company with Ranveer Singh and Alia Bhatt. The company has signed up the duo with its 

target audience growing younger with the aim of strengthening the appeal, stature and 

recall of the brand among its audience in Tier 1 cities across the country, particularly the 

youth. The move is consistent with the business strategy of the company focusing on hyper 

aggressive growth and new user acquisition; thus, driving growth for the entire travel 

industry. Speaking about the signing, MakeMyTrip, Chief Marketing Officer Saujanya 

Shrivastava said, "MakeMyTrip aims at inspiring and enabling the restless wanderlust in the 
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heart of every person. And as the brand injects new energy into its ambitions, it has begun 

to spread a rarity-to-go spirit. Taking on two key protagonists on that journey to represent 

this wanderlust spirit is a key step. She added, "Like the brand, both Ranveer Singh and Alia 

Bhatt represent Indians ' new age— trustful, bold, and fearless to try new things. They are 

also experimental in their cinematic journey, have fun in whatever they do and give their 

maximum due to everything. Like true travellers pushing their travel ambitions forward, 

their persona is incredibly inspiring. It's a great fit with the brand, which we hope will inspire 

more of India to travel. 

 

RANVEER SINGH 

The Indian actor Ranveer Singh Bhavnani (born 6 July 1985) appears in Hindi movies. The 

recipient of several awards, including two Filmfare Awards, Singh is one of the country's 

highest-paid actors and has been on the Celebrity 100 list of Forbes India since 2012. He 

returned to India to pursue a film career after completing a bachelor's degree from Indiana 

University Bloomington. He worked briefly in advertising, making his acting debut in 2010 

with a leading role in the romantic comedy in Yash Raj Films. The film emerged as a 

commercial and critical success, winning him a Best Male Debut Filmfare Award. With three 

films directed by Sanjay Leela Bhansali he established himself in Hindi cinema.  

 

ALIA BHATT 

Alia Bhatt (born March 15, 1993) is an Indian and British citizenship actress and singer who 

works in Hindi movies. Bhatt is one of India's highest-paid actresses, the recipient of several 

accolades, including two Filmfare Awards. Since 2014, she has appeared on Forbes India's 

Celebrity 100 list and has been featured on Forbes Asia's under 30 list in 2017.She played 

her first leading role in Karan Johar's movie. For most of her subsequent releases she went 

on to collaborate with Johar's studio Dharma Productions. She was established in Hindi 

cinema by the commercial success of these films. She also won the Filmfare Critics Award 

for Best Actress, she also received critical acclaim for portraying emotionally intense 

characters, and the crime drama Udta Punjab (2016), which won her the Filmfare Award for 

Best Actress. She played a spy in the Raazi thriller in 2018, which turned out to be one of the 

largest Hindi movies featuring a female protagonist. Bhatt has launched her own line of 

clothing and handbags in addition to acting in films, and is the founder of the CoExist 

ecological initiative. 
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2.LITREATURE REVIEW: 

 

(Jain,2011): Prominent practices used to render services other than performing their actual 

work as either an actor or an athlete, such as endorsements, have proliferated over time. 

Despite the costs and risks associated with this advertising technique, it has been used 

extensively in the present age. Nowadays, the instrument of celebrity endorsement has 

become an omnipresent element in advertising and communication management. India is 

known as a country to love its stars. The Indians idolatry their actors and cricketers from the 

Bollywood. This is viewed by advertisers as an opportunity to grab and work on to expand 

their operations and promote their product. This thesis focuses on examining these Indian 

consumers ' perception of the process of celebrity endorsement and the subsequent impact 

on their purchase decisions. 

 

(Carvalho,2012): The present thesis is a marketing strategy research: the endorsement of 

celebrities. “Despite the fact that celebrity endorsement poses some risks, it has been used 

extensively in the present age and is a method for companies to gain competitive 

advantage. This thesis focuses on examining the relationship between a set of variables: (1) 

gender, (2) credibility, (3) attractiveness, (4) type, (5) multiple endorsements and (6) 

multiple product endorsement identified during the literature review and consumer buying 

intentions. This relationship will highlight Portuguese consumers and use the Portuguese 

advertising industry as a contextualization because a lack of information on the overall 

strategy for celebrity endorsement in Portugal has been identified. The study in hand begins 

with a literature review that provides an insight into previous authors ' research, followed 

by an overview of the Portuguese advertising campaigns of last year. To investigate the 

relationship between dependent and independent variables,” a quantitative approach was 

adopted and 285 respondents participated in the survey. After viewing an advertisement of 

a specific product featuring one or more endorsers, respondents answered two sets of 

questions. Results revealed that all independent variables had a positive relationship with 

buying intentions from 22 consumers, but some of them were quite low. Other findings 

derived from the analysis of the data collected resulted in some very interesting facts that 

were summarized in the conclusion, and managerial implications were also discussed in this 

connection. 

 

(Ms. Anmol Randhawa, 2014): India is a developing country with various brands flooding. 

With too many products flooding the market, it is difficult for companies to differentiate 

their products based on the inherent features of their products. In fact, advertising is an 

effective marketing tool available to marketers to create and promote awareness of their 

products and to position their products differently among the minds of their customers. 

However, every day consumers are exposed to huge advertisements of different brands and 

each advertisement highlights the characteristics of the respective products. This is a serious 

issue for businesses to persuade costumers to purchase their product. So, supporting 
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Celebrity helps most organizations work on these issues. Celebrities are also helpful in 

promoting brand apart from their primary job of playing, acting, modelling, etc. Recent 

advertising is a tricky job, involving huge risk, advertising plays gamble with the help of 

celebrity endorsement, and success depends on the celebrity to popularize the product. 

Only this much is not the purpose of advertising to alter the customer's buying behaviour in 

the range of modern advertising. Indian advertising agencies ' use of celebrities has 

experienced a phenomenal increase over the past five years. The need for the hour is 

effective communication between the marketer and consumers, and celebrity endorsement 

is a strategy that is perceived to make full use of these 21 opportunities. Most countries 

have adopted this strategy as an effective marketing tool and even India is making room for 

itself in this arena with so much revolution being screened with the goal of depicting or 

studying that the celebrity really does have any impact on changing the way consumers buy 

the product. This paper would also investigate the impact of celebrity endorsement on 

consumers ' buying patterns. We are also keen to see to our utter curiosity whether the 

buying pattern of customers is affected by following any celebrities that might be positive or 

negative as well. 

 

(Deshwal,2015): Celebrity endorsements were one of the company's key marketing 

strategies. Celebrity endorsement is and continues to grow larger in India as a big market. 

However, not all celebrity endorsements were successful despite the prevalent use of 

celebrities for endorsement. "Celebrity" refers to a well-known audience, such as actors, 

sportsmen or any other popular customer. The general belief among advertisers is that 

advertising messages delivered by celebrities provide a higher level of attraction, attention 

and possibly recall message than those delivered by noncelebrities. Marketers also claim 

that celebrities affect the credibility of the claims made, increase the message's 

memorability, and can have a positive effect that could generalize to the brand. Taking 

these points into consideration, this paper is an attempt to know the impact of the 

approved celebrity on sales. This study is also an attempt to find out why the celebrities are 

being used in advertising. The study's overall findings reveal that the firms have used 

celebrity endorsers to increase sales. It has also shown that the consumer believes that the 

advertisement endorsed by celebrities is reliable and has the knowledge. They can 

remember and retain the product. Consumers feel associated and have also contributed to 

influencing product demand. 

 

(Humaira Mansoor Malik,2016): The purpose of this study is to investigate the impact on 

consumer buying intentions of celebrity endorsement. This study focused on discovering 

Pakistani customers ' thoughts about celebrity endorsement by analysing the different 

features of celebrity endorsement regarding consumer buying intentions. We reviewed the 

previous literature on the topic of celebrity endorsement in this study. This provides a clear 

perception of various important prospects for this topic. Quantitative approach is applied to 

discover the impact of different celebrity attributes on consumer buying behaviour. The 

data was collected from 150 respondents using structured questionnaires and analysed 
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using SPSS software. It was found that certain aspects of speed endorsement such as 

gender, attractiveness, credibility, endorsement type & multiple speed endorsement have 

been shown to be effective in purchasing intentions while multiple product endorsement 

has a negative relationship with consumers. Ultimately, the study shows that the overall 

impact of celebrity endorsement on the buying intentions of consumers is positive. 

 

(Roshan Priyankara, 2017): This paper explores the celebrities that appear on television ads. 

The purpose is to identify the impact of celebrity endorsement on Sri Lanka's intention to 

buy consumers. Television Advertising is one of the communication marketing tools used to 

attract 24 customer attention and build their loyalty to perfume brands. Celebrity 

advertising is an important marketing tool that is frequently used to directly influence the 

buying intentions of consumers. The purpose of this study is to determine the effect of 

celebrity endorsement on the intention to buy perfume brands from customers. The 

method of the survey was used as the method of research. Questionnaire was used to 

collect information in Colombo and Gampaha in Sri Lanka from the respondents. Using the 

SPSS 20.0 version, cluster sampling was used to select a sample size of 100 and data 

collected was analysed descriptively. Analysis of the correlation was conducted to 

determine the nature of the relationship between the endorsers of the celebrity and the 

intention to buy the consumer. Results showed significant relationship between celebrity 

endorsement (likability, credibility, personality, attractiveness, and expertise) and consumer 

buying intention, so this exploration accepted all five hypotheses. 

 

(Khan M. M, 2018): Celebrity endorsement is a common practice that companies around the 

world have adopted. Even for the technology industry, this practice is increasing. Companies 

use celebrity endorsement to influence consumer buying intent by enhancing the 

consumer's brand image. In the case of Qmobile (Linq) endorsed by Priyanka Chopra, this 

research study 23 provides a detailed and comprehensive account of the effect of celebrity 

endorsement on consumer purchase intention. In various malls in Karachi, three hundred 

and fifteen questionnaires were distributed. There were returned two hundred and eighty-

five usable questionnaires. Multiple regression analysis was used to analyse the analysis. 

The independent variables include: celebrity attractiveness, confidence, expertise and 

match-up. The intention to buy consumer is the dependent variable. A company should 

select the celebrity carefully to endorse its brand for effective message communication and 

positive consumer response. 
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3. RESEARCH METHADOLOGY 

 

3.1 OBJECTIVE 

The primary objective of the research is to investigate the impact of celebrity endorsements 

on consumer buying behaviour with special reference to MakeMyTrip. The study focuses on 

various elements of consumer purchase behaviour and how consumers react of celebrity 

endorsements. The following is the aim and objective of embarking on this study: 

❖ To analyse the impact of celebrity endorsement on consumer buying behaviour on 

selective brand. 

 

 

3.2 STATEMENT OF THE PROBLEM 

The problem of whether or not celebrity endorsement greatly influences consumer buying 

behaviour and sales volume has been a cause of worry especially as many organizations use 

celebrities and still not do too well in terms of sales.  

• “How consumers respond to those products which are backed by celebrities?”  

• “Does celebrity endorsement encourage consumers to take some kind of action?” 

 

3.3 HYPOTHESIS 

H0: There is no impact of celebrity endorsements on buying behaviour on selective brand. 

H1: There is an impact of celebrity endorsements on buying behaviour on selective brand. 

 

3.4 RESEARCH GAP FILLED BY THIS RESEARCH 

This research about the “impact of celebrity endorsement on consumers buying behavior” 

will be useful in many ways:  

• This research is not conducted in the field of travel agency. So, the results of this 

result will highlight how much effective is this technique of celebrity endorsement in 

travel agency. 

• This research is about celebrities appearing on a selective brand (MMT) 

advertisement in India which is never done before and the conclusions that would be 

derived will help in understanding the buying behavior of the people in Pune city. 

• This research will help to understand the reaction of consumers towards celebrity 

endorsed product and will help to judge how much trust they place in celebrities 

endorsing this brand. 
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3.5 SIGNIFICANCE OF THE STUDY 

This research will assist in gaining insight into the impact of celebrity endorsement on 

buying behaviour by consumers. It will help marketers get a better idea of what are 

important attributes and what matters most to consumers. 

 

3.6 AIM OF THE PROJECT 

The aim of the project is to find out how consumer reacts towards celebrity endorsements 

and how it affects their buying behaviour and what the perception of consumers are 

towards make my trip. The aim is to find out how marketers targets, affects and alters 

consumer reactions to brand’s marketing efforts which indirectly supports purchase of the 

product/service. Brand awareness and market potential for celebrity endorsing brands is 

very vital for succeeding the competition in various markets. It becomes more important to 

note that a company without a good brand awareness with good quality products and 

efficient marketing finds it difficult to reach all its target audience on the market, losing its 

existence customers due to the competition given by the competitors with good awareness 

and marketing for their products. Customer is the one for whom, in return for some 

payments, you satisfy a desire or need. It can be money, perhaps time, or perhaps goodwill. 

Customer buying behaviour is the positive or negative feeling of the customer about the 

celebrity endorsements as a result of using specific organization through their marketing 

strategies. 

 

3.7 SCOPE OF THE STUDY 

• The main focus of this research is to determine how marketers use celebrities to change 

buying patterns for consumers and how they create a good image by selecting strong 

publicly desirables celebrities. 

 • Identifying the key factors that celebrity endorsement can influence consumer buying 

behaviour. 

 

3.8 SAMPLING TECHNIQUES 
 
Data sampling technique was done through convenience sampling, a non-probability 
technique where responses collected and convenient for the researcher to collect for study. 
220 responses were collected from primary sources through questionnaires and surveys to 
the public.  
 

• Target: Consumers across age groups and gender  

• Sample Size: 220 respondents  

• Data sampling techniques: Convenience sampling  
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• Data collection: The data will be collected from primary sources through 
questionnaires and surveys to the public. 

 

 

3.9 DATA COLLECTION METHOD 
 

1. Data Collection Tool: A structured questionnaire was constructed using close ended 
questions in order to collect data. 

2. Scale of measurement: Likert Scale (1 representing strongly disagree and 5 
representing strongly agree) and nominal scale was used to measure variables. 

 
 
 
3.10 STATISTICAL TOOL FOR ANALYSIS 
 
Software used for analysis: SPSS 
 

1. Reliability test to determine whether the data obtained does not have too many 
deviations and will provide accurate results when tested upon. 

2. Correlation to find out if there is any significant relationship between any two 
variables. 

3. Regression is used to find out the impact on one variable on the other.  
 
 

3.11 RESEARCH VARIABLES 

A. DEPENDENT VARIABLE: CONSUMER BEHAVIOR  

1. Cultural Influences  

2. Social Influences  

3. Family Influences  

4. Psychological Influences  

 

B. INDEPENDENT VARIABLE: CELEBRITY ENDORSEMENTS  

1. Change in equity of a celebrity  

2. Moral Issues  

3. Change in equity of a brand  

4. Appeal and Popularity  

5. Conflicting Endorsements by Celebrities 
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3.12 RESEARCH DESIGN 

A research design is a scientific investigation framework or blueprint. It details the 

procedures needed to obtain the information needed to structure or solve the problem of 

marketing research. Its purpose is to design a study that will test the interest hypothesis, 

determine possible answers to research questions, and provide the necessary information 

for decision making. Research design can be widely classified as either exploratory or 

conclusive. A descriptive research design, typically more formal and structured than 

exploratory research, has been used for the present study. It is based on large, 

representative samples and quantitative analysis of the data obtained. The present 

investigations were descriptive in nature, using survey as the main approach to research. In 

the first stage, a measure was developed with the help of available literature and through 

interaction with academics and experts in the field to assess the effectiveness of the 

celebrity endorser. Data were collected from the respondents in the second stage to 

investigate the effectiveness of celebrity endorsers and demographic influences among 

consumers. In descriptive research, survey and observation are two main methods used. 

The study used information gathering survey method, which is based on questioning 

respondents through a structured questionnaire. 
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4. ANALYSIS & INTERPRETATION: 
 

4.1 RESPONSES 

The study was conducted for a sample size of 220 respondents, by using the random 

convenience sampling method, the questionnaire circulated using online data collection 

method called google forms. The data was then imported and coded on the SPSS software 

for application of analysis tools and interpretation. 

The following is the demographic data showing the representation of the respondents in the 

study: 

 

• Gender Profile: 

 

 

 

 

INTERPRETATION: 

Gender is an important variable in that it is not an exception to an Indian social situation 

that is affected by many social or economic situations and globalization. For this project, 

therefore, the variable gender was included. Related data the respondents’ gender is shown 

in the above figure. It is quite clear from the above figure that the ratio of male and female 

respondents is equal. The percentage of male respondents stands at 50% whereas the 

percentage of female respondents stand at 50%, this is a good sign as the representation of 

both the gender is equal. 

 

Figure 1 
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• Age Profile: 

 

 

 

 

INTERPRETATION: 

Age of the respondents is one of the most important characteristics in understanding their 

views about the particular problems and topics; by and large age shows level of maturity of 

individuals and the level of understanding of the topics that are being studied in that sense 

age becomes more integral to examine the response. 

 

Statement 1: Noticing the brand “Make My Trip” in the advertisement 

 

 

Figure 2 

Figure 3 
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INTERPRETATION: 

Advertisement is one of the major factors in sales and marketing of a product/service. It 
helps marketers in boosting their sales. It is quite clear from the above question that 
majority of the respondent’s notice offers and discounts and Endorsing celebrity in the 
advertisement followed by creative brand elements, consumer relationship activities and 
after sales services. The endorsers of make my trip are Ranveer Singh and Alia Bhatt. 75.5% 
of the respondents’ notice offers and discounts whereas 34.1% of the respondents’ notice 
Endorsing Celebrity in the advertisement. The least factor which respondents hardly notice 
is after sales service which stands on 10.9%. 
 
 
 
Statement 2: Celebrities in the advertisement encourages consumers to purchase the 
product. 
 
 

 
 
 
 
 
INTERPRETATION: 

In Pune India, a good number of population believes in celebrity endorsement and is 
influenced by celebrity endorsed advertisements. 44.54% of the respondents are neutral 
towards presence of celebrities in an advertisement that encourage the consumers to 
purchase the product whereas 28.18% of the respondents are very positive that they do get 
influenced by celebrities in an advertisement for purchasing the product. Also 1.81% of the 
respondents have a tendency to respond positively to celebrity advertisements and these 
1.81% of the respondents are on the highest scale whereas 9.09% of the respondents are 
least interested towards these kinds of advertisement and do not get encouraged to 
purchase the product that has presence of celebrities in it. 
 
 

44.54% 

16.36

% 

9.09%

9 

28.18% 

1.81% 

Figure 4 
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Statement 3: Advertisements having celebrities are more effective. 
 
 

 
 

 

INTERPRETATION: 

After looking at the graph, it is quite clear that advertisements having celebrities are more 
effective than those which don’t as people believe that the products which are endorsed by 
celebrities are trustworthy and a better-quality product. 7.27% of the respondents do not 
believe that advertisements having celebrities are effective whereas 38.18% and 10.9% of 
the respondents are on the 4th and 5th scale which do believe advertisements having 
celebrities are much more effective than those which don’t. 32.27% of the respondents are 
on the neutral scale with respect to the above question. 
 
 
 
Statement 4: Product can be identified because of the celebrities associated with it. 
 
 

 

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 102 46.4 46.4 46.4 

No 32 14.5 14.5 60.9 

Maybe 86 39.1 39.1 100.0 

Total 220 100.0 100.0  

38.18% 

32.27% 

11.36% 
10.90% 

7.27% 

Figure 5 

Table 1 
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Statement 5: Personal activities of the endorsing celebrities’ make you change your 
perception towards make my trip. 
 
 

 
 
 
 
 
INTERPRETATION: 

22.3% agree and 6.4% strongly agree on scale 4th and 5th respectively that they do get 
influenced by the personal activities of endorsing celebrities and their perception could 
change towards make my trip whereas the majority of the respondents are neutral towards 
the question that also means that respondents do not care much about the personal 
activities of endorsing celebrities and their perception would not change towards make my 
trip. Also, 21.8% and 10.5% of the respondents are on the 1st and 2nd scale which do not 
get influenced by the personal activities of the endorsing celebrities and their perception 
would definitely not change towards make my trip. 
 
 
 
Statement 6: Claims made in advertisements by celebrities are believable.  
 

Figure 6 
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INTERPRETATION: 

Majority of the respondents are in neutral with 42.72% of them may or may not believe the 
claims made by the celebrities. 18.18% agree and 2.27% strongly agree that claims are 
believable whereas 9.54% and 27.27% on 1st and 2nd scale does not believe the claims made 
by the celebrities in the advertisement. 
 
 
 
Statement 7: Switching from a regular brand to a new brand because it is endorsed by your 
ideal celebrity. 
 
 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 43 19.5 19.5 19.5 

No 101 45.9 45.9 65.5 

Maybe 76 34.5 34.5 100.0 

Total 220 100.0 100.0  

 
 
 
 
 
Statement 8: Future changes in the Make my trip brand ambassador affects your purchase 
decision. 
 

42.72% 

27.27% 

2.27% 

18.18% 

9.54% 

Figure 7 

Table 2 
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INTERPRETATION: 

Majority of the respondents i.e. 13.18% strongly disagree and 27.72% disagree have denied 
to the above question that their purchase decision would not affect by the change in Make 
my trip’s brand ambassador. 41.81% of the respondents are on the neutral scale which may 
or may not change their purchase decision whereas 15.45% and 1.81% of the respondents 
on the 4th and 5th scale agree to the above statement that yes, future changes in make my 
trip’s brand ambassador will affect their purchase decision. 
 
 
 
Statement 9: Celebrity endorsements are necessary for a brand/product. 
 

 
 

 

41.81% 

27.72% 

13.18% 

15.45% 

1.81% 

Figure 8 

Figure 9 
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INTERPRETATION: 

A major population of the country believe that celebrity endorsements are necessary for a 
brand/product because it helps marketers in boosting the sale of their product. 32.27% of 
the respondents are on a neutral scale and believes both that the celebrity endorsements 
may and may not be necessary for a brand/product. 38.18% and 10.9% of the respondents 
which are on the 4th and 5th scale completely agree with the above statement and they do 
believe that yes, celebrity endorsements are necessary for a brand/product. 
 
 
 
Statement 10: Watching celebrities in an advertisement is appealing. 
 
 

 

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 107 48.6 48.6 48.6 

No 41 18.6 18.6 67.3 

Maybe 72 32.7 32.7 100.0 

Total 220 100.0 100.0  

 
 
 
 
 
Statement 11: Media considered when celebrity endorsement is used. 
 
 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Television 137 62.3 62.3 62.3 

Digital Platform 70 31.8 31.8 94.1 

Radio 2 .9 .9 95.0 

Print Media 9 4.1 4.1 99.1 

Other 2 .9 .9 100.0 

Total 220 100.0 100.0  

 
 

Table 3 

Table 4 
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Statement 12: Celebrity endorsement impacts the brand. 
 
 

 
 
 
 
INTERPRETATION: 

Majority of the respondents feel that celebrity endorsement impacts the brand by Brand 
Recognition followed by Brand Image and Brand Awareness. The above graph depicts that 
celebrity endorsement doesn’t impact brand recall as well as brand loyalty to that extent 
which means that the respondents are less loyal to the brand with respect to celebrity 
endorsements.  
 
 
 
 
Statement 13: Associating the brand with the endorsing celebrity. 
 

 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Personal liking for the 

celebrity 

120 54.5 54.5 54.5 

Popularity of the celebrity 44 20.0 20.0 74.5 

Celebrity performance 56 25.5 25.5 100.0 

Total 220 100.0 100.0  

 
 
 

Figure 10 

Table 5 
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4.2 RELIABILITY TEST 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

• Cronbach's Alpha is 0.750 which is more than the standard value of 0.7 which means 

that the data is reliable. 

 
 
 
4.2 CORRELATIONS TEST 
 
A) 
 
 

Correlations 

 

Buying 

behaviour of 

consumers 

Advertisements having 

celebrities are more 

effective 

Buying behaviour of 

consumers 

Pearson 

Correlation 

1 .147* 

Sig. (2-tailed)  .029 

N 220 220 

Advertisements having 

celebrities are more 

effective 

Pearson 

Correlation 

.147* 1 

Sig. (2-tailed) .029  

N 220 220 

*. Correlation is significant at the 0.05 level (2-tailed). 
 

 
 
 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.750 .759 7 

Table 6 

Table 1.1 
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• Pearson Correlation value is r= 0.147, which means there is a small or weak positive 
significant correlation between effectiveness and buying behaviour. Since the p 
value (0.029) is less than the level of significance (0.05) it can be said that there is 
enough evidence to suggest that the correlation observed does exist in population. 

 
 
 
B) 
 
 

Correlations 

 

Buying 

behaviour of 

consumers 

Celebrity endorsements 

are necessary for a 

brand/product 

Buying behaviour of 

consumers 

Pearson 

Correlation 

1 .405** 

Sig. (2-tailed)  .000 

N 220 220 

Celebrity 

endorsements are 

necessary for a 

brand/product 

Pearson 

Correlation 

.405** 1 

Sig. (2-tailed) .000  

N 220 220 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

 

• Pearson Correlation value is r= 0.405, which means there is a relatively strong 
positive significant correlation between effectiveness and buying behaviour. Since 
the p value is less than the level of significance (0.01) it can be said that there is 
enough evidence to suggest that the correlation observed does exist in population. 

 
 
 
 
C) 
 
 

Table 1.2 
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Correlations 

 

Buying 

behaviour of 

consumers 

Claims made in 

advertisements having 

celebrities believable 

Buying behaviour of 

consumers 

Pearson 

Correlation 

1 .491** 

Sig. (2-tailed)  .000 

N 220 220 

Claims made in 

advertisements having 

celebrities believable 

Pearson 

Correlation 

.491** 1 

Sig. (2-tailed) .000  

N 220 220 

**. Correlation is significant at the 0.01 level (2-tailed). 
 
 
 
 

• Pearson Correlation value is r= 0.491, which means there is a strong positive 
significant correlation between effectiveness and buying behaviour. Since the p 
value is less than the level of significance (0.01) it can be said that there is enough 
evidence to suggest that the correlation observed does exist in population. 

 
 
 
D) 
 
 

Correlations 

 
Buying 

behaviour of 

consumers 

Change in the Make My 

Trip’s brand ambassador 

affect their purchase 

decision 

Buying behaviour of 

consumers 

Pearson 

Correlation 

1 .533** 

Sig. (2-tailed)  .000 

N 220 220 

Change in the Make 

My Trip’s brand 

ambassador affect 

their purchase decision 

Pearson 

Correlation 

.533** 1 

Sig. (2-tailed) .000  

N 220 220 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Table 1.3 

Table 1.4 
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• Pearson Correlation value is r= 0.533, which means there is a relatively very strong 
positive significant correlation between effectiveness and buying behaviour. Since 
the p value is less than the level of significance (0.01) it can be said that there is 
enough evidence to suggest that the correlation observed does exist in population. 

 
 
 
 
E) 
 
 

Correlations 

 
Buying 

behaviour of 

consumers 

Personal activities of the 

endorsing celebrities & 

perception towards Make 

My Trip 

Buying behaviour of 

consumers 

Pearson 

Correlation 

1 .491** 

Sig. (2-tailed)  .000 

N 220 220 

Personal activities of 

the endorsing 

celebrities & 

perception towards 

Make My Trip 

Pearson 

Correlation 

.491** 1 

Sig. (2-tailed) .000  

N 220 220 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 
 

• Pearson Correlation value is r= 0.491, which means there is a strong positive 
significant correlation between effectiveness and buying behaviour. Since the p 
value is less than the level of significance (0.01) it can be said that there is enough 
evidence to suggest that the correlation observed does exist in population. 
 

 
 
F) 

 
 

 

Table 1.5 
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Correlations 

 Buying 

behaviour of 

consumers 

Celebrity endorsed 

advertisement grabs an 

audience's attention more 

easily than a standard 

advertisement 

Buying behaviour of 

consumers 

Pearson 

Correlation 

1 .351** 

Sig. (2-tailed)  .000 

N 220 220 

Celebrity endorsed 

advertisement grabs an 

audience's attention 

more easily than a 

standard 

advertisement 

Pearson 

Correlation 

.351** 1 

Sig. (2-tailed) .000  

N 220 220 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

 

• Pearson Correlation value is r= 0.351, which means there is a moderate positive 
significant correlation between effectiveness and buying behaviour. Since the p 
value is less than the level of significance (0.01) it can be said that there is enough 
evidence to suggest that the correlation observed does exist in population. 

 
 
 
 
4.3 REGRESSION TEST 
 

 

Table 1.6 

Table 2.1 
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• R2 =0.472 

Taken as a set, the predictors Claims made in advertisements having celebrities 

believable, Advertisements having celebrities are more effective, Celebrity endorsed 

advertisement grabs an audience's attention more easily than a standard advertisement, 

Personal activities of the endorsing celebrities & perception towards Make My Trip, 

Change in the Make My Trip’s brand ambassador affect their purchase decision and 

Celebrity endorsements are necessary for a brand/product account for 47.2% of the 

variance in Buying behaviour of consumers. 

 

 

 

 

 

• The p value is < 0.05, this means the test is significant or the regression is significant. 

So, it can be said that R2 =0.472 is significantly greater than zero. So, this means that 

the predictors are able to account for a significant amount of variance in buying 

behaviour of consumers. 

 

 

Table 2.2 
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Each of the predictors can be analysed individually: 

• Celebrity endorsed advertisement grabs an audience's attention more easily than a 

standard advertisement: The p value (0.002) is < the significance value (0.05) 

therefore this is a significant predictor of buying behaviour of consumers. 

• Personal activities of the endorsing celebrities & perception towards Make My 

Trip: The p value is < the significance value (0.05) therefore this is a significant 

predictor of buying behaviour of consumers. 

• Change in the Make My Trip’s brand ambassador affect their purchase decision: 

The p value is < the significance value (0.05) therefore this is a significant predictor of 

buying behaviour of consumers. 

• Claims made in advertisements having celebrities believable: The p value (0.001) is 

< the significance value (0.05) therefore this is a significant predictor of buying 

behaviour of consumers. 

• Advertisements having celebrities are more effective: The p value (0.936) is > the 

significance value (0.05) therefore this is not a significant predictor of buying 

behaviour of consumers. 

• Celebrity endorsements are necessary for a brand/product account: The p value 

(0.301) is > the significance value (0.05) therefore this is not a significant predictor of 

buying behaviour of consumers. 

 

❖ Hence the null hypothesis, “there is no impact of celebrity endorsement on 

consumer buying behaviour on selective brand” is rejected. Therefore, it can be 

concluded that there is an impact of celebrity endorsement on consumer buying 

behaviour on selective brand (H1 is accepted). 

 

Table 2.3 
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5. RESULTS AND DISCUSSIONS  

5.1 SUMMARY OF FINDINGS 

 

• The research shows that 65.5% of the respondents feel that celebrity endorsement 

impacts the brand by Brand Recognition. 

• 75.5% of the respondent’s notice offers and discounts and Endorsing celebrity in the 

advertisement of Make MY Trip. 

• 28.18% of the respondents are very positive that they do get influenced by 

celebrities in an advertisement for purchasing the product. Also 1.81% of the 

respondents have a tendency to respond positively to celebrity advertisements and 

these 1.81% of the respondents are on the highest scale. 

• Advertisements having celebrities are more effective than those which don’t, as 

38.18% agree and 10.9% strongly believe that the products which are endorsed by 

celebrities are trustworthy and a better-quality product. 

• Celebrities are a major key factor in the product advertisement as 46.4 % of the 

respondents identify the product because of the celebrity associated with it. 

• The research shows around 48.6% of the respondents find watching celebrity in an 

advertisement is very appealing.  

• 38.18% agree and 10.9% strongly believe that celebrity endorsements are necessary 

for a brand/product because it helps marketers in boosting the sale of their product. 

• 62.3% of the respondents feel that television media is the most effective when 

celebrity endorsement is used.  

• The research shows that 54.5% of the respondent’s associate the brand with 

personal liking of the celebrity. 

• The research has shown that having a familiar and likable celebrity endorsement 

increases the buying intention of consumers. 

 

5.2 LIMITATIONS OF THE STUDY 

• The prospect of consumers outside India will be left unnoticed as the research is 

being conducted within India.  

• Another limitation of this research is that the majority of respondents will be young 

people; people over the age of 55 are less in responses and will also likely to have 

different views on celebrity endorsement. 

 

5.3 RECOMMENDATIONS 

• To carry out study in other geographic areas i.e., in other part of India and other 

nations as well and include all possible industries to find out whether there is any 

significant difference in the impact on the customers who are geographically 

separated. 
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• To carry out similar study from the advertiser perspective and comparing that with 

the customers perspective. 

• To carry out study on other possible aspect of endorsement. 

• To establish a more definite correlation between celebrity impact on brand equity 

and relation with customers psychology. 

 

5.4 CONCLUSION 

• This research identified factors from the influence of the consumers buying 

intentions in relation to celebrity endorsement advertising in Pune city, India. The 

attributes were taken into consideration and attempted to build a relationship 

between the celebrity endorsement and the consumer buying behaviour.  

• The celebrity endorsers were considered as Independent variables and the 

consumers buying behaviour was considered as Dependent variable. The researcher 

hypothesized that there is a relationship between the celebrity and the consumer 

buying intention. 

• Respondents believe that the existence of a celebrity in an advertisement helps 

them to create association with the brand and to remember the brand when they 

see the celebrity in it. 

• The research has shown that having a familiar and likable celebrity endorsing a 

brand or product increases the buying intention of consumers. 

• Brand recognition helps the customer to identify the brand name when they find a 

need for the product. 

• In the data analysis related to hypothesis, it was revealed that there is a significant 

impact of celebrity endorsement on consumer buying behaviour. 
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Appendix B 

QUESTIONNAIRE: 

 

 

• Name 

 

• Gender 

o Male 

o Female 

 

• Age 

o 18-24 

o 24-35 

o 35-55 

o 55 and above 

 

•  Family income (Annually) 

o Less than 300000 

o 300000-500000 

o 500000-800000 

o More than 800000 

 

• What makes you associate the brand with the endorsing celebrity? 

o Personal liking for the celebrity 

o Popularity of the celebrity 

o Celebrity performance 

 

• How does celebrity endorsement impact the brand? 

o Brand Recall 

o Brand image 

o Brand recognition 

o Brand awareness 

o Brand loyalty 

 

• Does the presence of celebrities in an advertisement encourage you to purchase the 

products? 

o Strongly Disagree 

o Disagree 

o Neutral 

o Agree 

o Strongly Agree 
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• What makes you notice the brand “Make My Trip” in the advertisement? 

o Creative Brand elements 

o Offers and discounts 

o Endorsing Celebrity 

o Consumer Relationship activities 

o After sales service 

 

• Do you think that advertisements having celebrity are more effective than those 

which don’t? 

o Strongly Disagree 

o Disagree 

o Neutral 

o Agree 

o Strongly Agree 

 

 

• Are you able to identify the product because of the celebrity associated with it? 

o Yes 

o No 

o Maybe 

 

• Do personal activities of the endorsing celebrities make you change your perception 

towards Make My Trip? (Binomial scale) 

o Not at All 

o Very Much 

 

• Would you switch from your regular brand to a new brand if it is endorsed by your 

ideal celebrity? 

o Yes 

o No 

o Maybe 

 

• Would future changes in the Make My Trip’s brand ambassador affect your purchase 

decision? 

o Strongly Disagree 

o Disagree 

o Neutral 

o Agree 

o Strongly Agree 

 

• Do you think celebrity endorsements are necessary for a brand/product? 

o Strongly Disagree 
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o Disagree 

o Neutral 

o Agree 

o Strongly Agree 

 

• Do you think watching celebrities in an advertisement is appealing? 

o Yes 

o No 

o Maybe 

 

• Are the claims made in advertisements having celebrities believable? 

o Strongly Disagree 

o Disagree 

o Neutral 

o Agree 

o Strongly Agree 

 

• Celebrity endorsed advertisement grabs an audience's attention more easily than a 

standard advertisement? 

o Strongly Disagree 

o Disagree 

o Neutral 

o Agree 

o Strongly Agree 

 

• Which media do you consider most effective when celebrity endorsement is used? 

o Television 

o Digital Platform 

o Radio 

o Print Media 

o Other 
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