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CELEBRITY ENDORSEMENT AND CONSUMER BEHAVIOUR

In today’s dynamic market, not only domestic players are competing each other but foreign players also have come in to play to make the market operations ever tougher. Every firm is trying iron-hard to acquire new customers along with acquiring the new ones which ultimately increases their revenue and sales. With the advent of globalization, it has become very difficult for the companies to sell their products to the ultimate consumers it could only be possible through proper tactics and strategies. So, the steps which most of the companies generally take are several in numbers like reducing prices, providing ample features, offering discounts & offers and also celebrity endorsements which could help them increase their reputation and sales as well. In this research, I have tried to find out that how celebrity endorsements affect the consumer behaviour for which I have used a SPSS tool which is Conjoint Analysis, in which almost 16 concept cards were created with different combinations so as to know the taste and preference of the respondents. Respondents were asked to record their responses on one-to-one basis and rank their preferences accordingly. A conjoint analysis was run on the recorded responses of the respondents and the following results were found out that Quality was the attribute which got the maximum importance score followed by Price and usage attribute being the lowest one in scoring the importance score.
What we can infer from the above is that respondents were not of the view that celebrity endorsements make any impact on their buying behaviour but the factors which are really of importance are quality and price. Celebrity endorsements do make an impact but for the respondents this was least impactful as it is evident from the importance score based on the ranks that they have given accordingly. Even if the celebrity are also using the same product which they are advertising, respondents are least likely to bear any impact on their buying behaviour but respondents can slightly be impacted with the ads if they watch a celebrity in it rather than other common man and else.



