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ABSTRACT

Celebrity endorsement practice has become an effective marketing method for
companies to communicate to customers about their products. The study's objective is
to examine the impact of celebrity endorsement on the purchase decision of young
people. Celebrity expertise, celebrity attractiveness and celebrity trustworthiness are
the characteristics of celebrity endorsement included in this study. The study was
carried out in Kuala Lumpur using convenience sampling, especially on the youngsters.
Using a standardized questionnaire, data were obtained from 338 respondents and the
findings were analysed using SPSS 25. The analysis showed that celebrity expertise,
celebrity attractiveness and celebrity trustworthiness have a positive relationship with
the purchase decision. Based on the observations, a range of recommendations were
made for businesses and also for future research purposes in order to achieve better

results.

Xl



	THE EFFICACY OF CELEBRITY ENDORSEMENT TOWARDS YOUNGSTERS IN PURCHASE DECISIONS
	DECLARATION OF ORIGINAL WORK
	LETTER OF SUBMISSION
	ACKNOWLEDGEMENT
	TABLE OF CONTENTS
	LIST OF FIGURES
	LIST OF TABLES
	ABSTRACT
	CHAPTER 1 INTRODUCTION
	1.1 Background of Study
	1.2 Problem Statement
	1.3 Research Questions
	1.4 Research Objectives
	1.5 Limitations of Study
	1.5.1 Time Constraints
	1.5.2 Limited Data Resources
	1.5.3 Lack of Cooperation

	1.6 Definition Terms
	1.6.1 Purchase Decision
	1.6.2 Expertise
	1.6.3 Attractiveness
	1.6.4 Trustworthiness

	1.7 Scope of Study
	1.8 Significance of Study
	1.8.1 The Future Researchers
	1.8.2 The Researchers
	1.8.3 Business Company
	1.8.4 The Marketers
	1.8.5 The Industry

	1.9 Conclusion

	CHAPTER 2 LITERATURE REVIEW
	2.1 Introduction
	2.2 The History of Celebrity Endorsement
	2.3 Pros and Cons of Celebrity Endorsement
	2.3.1 Pros of Celebrity Endorsement
	2.3.2 Cons of Celebrity Endorsement

	2.4 Independent Variables
	2.4.1 Expertise
	2.4.1.1 Relationship between Celebrity Expertise and Youngster Purchase Decision

	2.4.2 Attractiveness
	2.4.2.1 Relationship between Celebrity Attractiveness and Youngster Purchase Decision

	2.4.3 Trustworthiness
	2.4.3.1 Relationship between Celebrity Trustworthiness and Youngster Purchase Decision


	2.5 Dependent Variable
	2.5.1 Youngster Purchase Decisions

	2.6 Hypothesis Development
	2.7 Theoretical Framework
	2.8 Conclusion

	CHAPTER 3 RESEARCH METHODOLOGY
	3.1 Introduction
	3.2 Research Design
	3.2.1 Purpose of Study
	3.2.2 Types of Investigation
	3.2.3 Unit of Analysis
	3.2.4 Study Setting
	3.2.5 The Extend of Research Interference
	3.2.6 Research Strategies
	3.2.7 Time Horizon

	3.3 Population
	3.4 Sampling Design
	3.4.1 Sampling Technique
	3.4.2 Sampling Size

	3.5 Data Collection
	3.5.1 Primary Data
	3.5.2 Secondary Data
	3.5.3 Questionnaire Design
	3.5.3.1 Likert Scale
	3.5.3.2 Multiple Choices


	3.6 Data Analysis
	3.6.1 Reliability analysis
	3.6.2 Descriptive Analysis
	3.6.3 Pearson Correlation Coefficient
	3.6.4 Multiple Regression Analysis
	3.6.5. Regression Analysis

	3.7 Conclusion

	CHAPTER 4 DATA ANALYSIS
	4.1 Introduction
	4.1.1 Response Rate

	4.2 Reliability Analysis
	4.3 Descriptive Analysis: Respondent’s Profile
	4.4 Descriptive Analysis: Mean Analysis
	4.5 Pearson’s Correlation Analysis
	4.6 Regression Analysis
	4.7 Hypothesis Testing
	4.8 Conclusion

	CHAPTER 5 CONCLUSION AND RECOMMENDATION
	5.1 Introduction
	5.1.1. Descriptive Analysis: Respondent Analysis
	5.1.2. The Relationship Between Expertise and Youngsters Purchase Decisions
	5.1.3. The Relationship Between Attractiveness and Youngsters Purchase Decisions
	5.1.4 The Relationship Between Trustworthiness and Youngsters Purchase Decisions

	5.2 Recommendation
	5.2.1 Use expertise celebrity to endorse product
	5.2.2. Use attractive celebrity to endorse product
	5.2.3 Use trusted celebrity to endorse product

	5.3 Future Research
	5.3.1 Use larger sample size
	5.3.2 Use different generation
	5.3.3 Add more independent variables in the study

	5.4 Conclusion

	REFERENCES
	APPENDICES



