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Celebrity endorsement as a strategic marketing tool has gained considerable attention due to its 
potential influence on consumer purchase intentions. Furthermore, celebrity endorsement has 
grown in popularity as a marketing strategy firms use to improve brand visibility and influence 
consumer behaviour. Companies can leverage their celebrities and use their influence to promote 
their own products and services.  
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1: Documents by year 
 
Figure 1 depicts the trends of documents from 1976 to 2023, with 937 articles available from 
SCOPUS database. Based on the illustration above, Friedman et al. (1976) published the first 
paper in the Journal of Advertising, addressing four types of endorsers:  celebrity, student, 
professional expert, and company president. Researchers conclude it is worthwhile for advertisers 
to use an endorsement for a product rather than an advertisement without an endorsement. 
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Figure 2: Documents by country 

 
Figure 2, articles on a particular subject based on country. The United States (US) published the 
most documents (289 different types), followed by India (131), the United Kingdom (108), Australia 
(72), and China (60).   
 
 
Credibility and attractiveness 
 
Celebrity endorsement capitalises on the credibility associated with celebrities to influence 
consumer purchase intentions. Celebrities are often seen as trustworthy and knowledgeable, 
qualities that can be transferred to endorsed products or brands. Consumers tend to place 
confidence in the expertise of celebrities, which positively influences their purchase intentions.  

The attractiveness and relatability of celebrities play a pivotal role in shaping consumer 
purchase intentions. When consumers perceive celebrities as appealing, likeable, and relatable, 
they are increasingly inclined to develop positive attitudes towards the endorsed products. Pelau 
et al. (2022) found that celebrities, being the primary focal point of the advertisement, garnered 
significant attention as the first and most extended object watched, while ensuring that the product 
or logo also received considerable viewership. Furthermore, consumers may identify celebrities, 
leading to heightened motivation to emulate their behaviour and purchase the endorsed products 
or brands. 

 
 
Social influence 
 
Celebrity endorsement harnesses the power of social influence, as celebrities often function as 
role models or influential figures. Social influence strengthens the persuasive impact of celebrity 
endorsement on consumer purchase intention, as individuals are inclined to conform to societal 
norms and trends. Celebrities can also evoke positive emotions such as admiration, excitement, 
and trust, significantly impacting consumers’ purchase intentions. A study by Özer et al. (2022) 
suggested that practitioners should acknowledge consumers’ emotional and cognitive bonding 
with celebrities, and brands. A deeper emotional and cognitive bond between consumers, 
celebrities and brands, leads to heightened consumer loyalty towards the latter. 

While celebrity endorsement offers numerous benefits, it is not without risks. Consumers 
may question the authenticity and genuineness of celebrity endorsements, especially in cases 
where there is a perceived incongruence between the celebrity’s image and the endorsed product 
or brand. These concerns can impact consumer perceptions and dampen purchase intentions, 
highlighting the importance of maintaining authenticity and credibility in celebrity endorsement 
strategies. 
 
In conclusion, celebrity endorsement exerts a substantial influence on consumer purchase 
intentions. The credibility, attractiveness, social influence, emotional connection, and brand 
associated with celebrities contribute to shaping consumer perceptions, attitudes, and intentions 
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to purchase. Marketers should carefully consider the selection and management of celebrity 
endorsements to optimize their impact on consumer purchase intention and maximize the 
effectiveness of their marketing endeavors. With positive trend of documents recorded in SCOPUS 
database, it is worthwhile to understand the influence of celebrity endorsement on consumer 
purchase intentions and the ramifications for marketers. 
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