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ABSTRACT 

Malaysia is one of many countries where celebrities are commonly featured in 

advertisements to promote products to consumers through traditional and social media 

platforms. In this digital age, scholars are debating about whether celebrity endorsement 

can translate to effective advertising. Religion has become a significant factor because 

it can lead to a desire for responsible consumption. In the context of consumerism, 

religiosity can facilitate Muslim consumers' purchasing decisions since Islam 

encourages its adherents to follow Sharia values as a way of life. Based on a survey of 

300 Muslim consumers, the findings revealed that religiosity moderates the positive 

effect of celebrity endorsement on advertising effectiveness. Specifically, the impact of 

celebrity endorsement on advertising effectiveness is greater when the religiosity level 

is high rather than low. From a practical standpoint, marketers should prioritise the 

celebrity selection process to comply with the teachings of Islam. 



v 

ACKNOWLEDGEMENT 

First and foremost, I am extremely grateful to my supervisor, Dr Rohani Mohd, for her 

invaluable advice, continuous support, and patience during my master’s study. All the 

knowledge and plentiful experience gained have encouraged me in my academic 

research and daily life. Finally, I would like to express my gratitude to my parents. 

Without their tremendous understanding and encouragement in the past few years, it 

would be impossible for me to complete my study. 



vi 

TABLE OF CONTENTS 

 Page 

CONFIRMATION BY PANEL OF EXAMINERS ii 

AUTHOR’S DECLARATION iii 

ABSTRACT iv 

ACKNOWLEDGEMENT v 

TABLE OF CONTENTS vi 

LIST OF TABLES x 

LIST OF FIGURES xii 

 

CHAPTER ONE:  INTRODUCTION 1 

1.1 Introduction 1 

1.2 Research Background 1 

1.3 Problem Statement 10 

1.4 Objectives 16 

1.5 Research Question 16 

1.6 Significance of Study 16 

1.7 Theory 17 

1.8 Practical Contribution 17 

1.9 Scope of Study 18 

1.10 Limitation of Study 19 

1.11 Operational definition of Terms 19 

1.12 Summary 20 

CHAPTER TWO:  LITERATURE REVIEW 21 

2.1 Introduction 21 

2.2 Celebrity Endorsement Credibility 21 

2.2.1 Definition 21 

2.3 Dimension Of Celebrity Endorsement 23 

2.3.1 Attractiveness 25 



vii 

2.3.2 Trustworthiness 27 

2.3.3 Expertise 28 

2.4 Religiosity 29 

2.4.1 Definition 29 

2.4.2 Dimension of Religiosity 30 

2.5 Advertising Effectiveness 33 

2.5.1 Definition 33 

2.6 There is a positive relationship between celebrity endorsement and 

advertising effectiveness 34 

2.6.1 Attractiveness and advertising effectiveness 36 

2.6.2 Expertise and advertising effectiveness 39 

2.6.3 Trustworthiness and advertising effectiveness 41 

2.7 Religiosity Moderate Relationship Between Celebrity Endorsement 

Credibility and  Advertising Effectiveness. 43 

2.8 Theoretical Framework 50 

2.9 Underpinning Theory 51 

2.10 Endorsement Theory 51 

2.11 Summary 56 

CHAPTER THREE:  RESEARCH METHODOLOGY 57 

3.1 Introduction 57 

3.2 Research Design 57 

3.3 Population and Sampling 57 

3.4 Sampling Technique 58 

3.5 Sample Size 58 

3.6 Unit of Analysis 60 

3.7 Data Collection 60 

3.7.1 Data Collection Procedure 61 

3.8 Research Instrument 62 

3.8.1 The Conceptualization of Variables 63 

3.8.2 Advertising Effectiveness 64 

3.8.3 Celebrity Endorsement Credibility 65 

3.8.4 Religiosity 66 

3.9 Data Analysis 67 




