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ABSTRACT 

This study aims to analyze the influence of sports celebrity endorsement on the consumers purchase decision. 
This is a quantitative research. The research was conducted by administered the questionnaires which 298 
respondents involve in this study. The respondent was among students in Faculty of Sports Science and 

Recreation, UiTM Seremban. All obtain data were analyzed by Statistical Package for Social Science (SPSS) 
version 22. Descriptive statistic was used to identify the most factors that influence the sports celebrity 
endorsement on consumers purchase decision. As for inferential statistic, One-way ANOV A was used to 
detem1ine the difference between both variable in terms level of income. 

Kf'nl'Ords: Spor!s ce/ebritr endorsement, Consumffs purchase df'cision, TEARS Fil·e Model. 

Trus/1\'()rfhincss, Expertise. At1racti,·eness. Respect, Simi/arit_1· 

iii 



TABLE OF CONTENT 

TITLE 

LETTER OF TRANSMITTAL 

AUTHOR'S DECLARATION 

ACKNOWLEDGEMENT 

ABSTRACT 

TABLE OF CONTENT 

LIST OF TABLES 

LIST OF FIGURES 

LIST OF ABBREVIATIONS 

CHAPTER I : INTRODUCTION 

1.1 Background of study 

1.2 

1.3 

1.4 

1.5 

1.6 

1.7 

1.8 

Statement of the Problem 

Research Question 

Research Objectives 

Research Hypothesis 

Significance of the Study 

Delimittions 

1.71 Sample 

1.7.2 Accessibility 

1.7.3 Location 

Limitations 

1.8.1 Commitment 

1.8.2 Respondent Honesty 

V 

PAGE 

ii 

iii 

iv 

V 

vi 

IX 

X 

2 

2 

2 

3 

4 

4 

4 

4 

4 

5 

5 



1.9 

1.8.3 Self-Reported 

Definitions of Tenns 

1.9.1 Sports Celebrity Endorsement 

1.9.2 Consumer's Purchase Decision 

CHAPTER 2 : LITERATURE REVIEW 

2.1 

2.2 

2.3 

2.4 

2.5 

2.6 

Introduction 

Sports Celebrity Endorsement 

2.2.1 Trustworthiness 

2.2.2 Expertise 

2.2.3 Attractiveness 

2.2.4 Respect 

2.2.5 Similarity 

Consumer·s Purchase Decision 

The Influence of Sports Celebrity Endorsement 

on Consumer· s Purchase Decision 

Conceptual Framework 

Conclusion 

CHAPTER3:METHODOLOGY 

3.1 Introduction 

3.2 Research Design 

3.3 Sampling 

3.4 Instrumentations 

3.5 Pilot Study 

3.6 Data Collection Procedures 

3.7 Data Analysis 

vi 

5 

5 

5 

6 

7 

7 

8 

9 

9 

9 

10 

10 

12 

13 

14 

15 

15 

16 

16 

17 

18 

19 


