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ABSTRACT 

 

Advertisers make number of claims about their product which may or may not be true. To 

make their claims seemingly truthful, quite often well known celebrities are used in the 

advertisements as spokesperson of the company. Few years back three high profile celebrities 

like Hrithik Roshan, Shahrukh Khan, Sachin Tendulkar were used as endorsers of a company 

named “Home trade”. A deal worth rupees crores was signed by the endorsers to endorse this 

company. Later on this company fell into a scam leading to loss of crores of rupees of 

investors. So, shall we blame the celebrities for misleading the people with the claims which 

were never true? When the statement that “Celebrity claims are confusing and misleading” 

was put to analysis, overall it was found that the majority of respondents i.e. 51.1 percent, are 

in favour of the proposition. It has also been observed that a substantial number i.e. 31.3 

percent of respondents have neither agreed nor disagreed to the statement. 

 Key words; seemingly, truthful, well known celebrities. 

INTRODUCTION 

 

Advertisers make number of claims about their product which may or may not be true. To make 

their claims seemingly truthful, quite often well known celebrities are used in the advertisements 

as spokesperson of the company. Few years back three high profile celebrities like Hrithik 

Roshan, Shahrukh Khan, Sachin Tendulkar were used as endorsers of a company named “Home 

trade”. A deal worth rupees crores was signed by the endorsers to endorse this company. Later on 

this company fell into a scam leading to loss of crores of rupees of investors. So, shall we blame 

the celebrities for misleading the people with the claims which were never true? 

When the statement that “Celebrity claims are confusing and misleading” was put to analysis, 

overall it was found that the majority of respondents i.e. 51.1 percent, are in favour of the 

proposition. It has also been observed that a substantial number i.e. 31.3 percent of respondents 

have neither agreed nor disagreed to the statement. This can be attributed to the reason that 

most of the respondents are not aware if celebrities’ claims are confusing and misleading. 

Only 16.5 percent of respondents have shown disagreement to the statement. 
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REVIEW OF LITERATURE 

Tellis (1998) discussed financial risks as a risk associated with celebrity endorsements. Celebrity 

endorsements have become a part of many advertisers’ promotional strategy and companies pay 

millions of dollars each year for the endorsements of their products by athletes.
21

 It is important 

for advertisers to consider if the celebrity endorser is worth the investment. For example, the costs 

associated with using celebrities as endorsers are rising. Some celebrities endorse several 

products, sometimes even switching their endorsements to rival brands; the negative publicity 

generated by some celebrities has added the potential risk of negative impact which can result in 

decreased sales. A celebrity’s behavior can be a big risk to a company. 

 

MATERIAL AND METHOD 

It was observed from the literature review that the celebrities are endorsing products but they are 

not using those products themselves. When the statement that “Celebrities are endorsing products, 

which they do not use themselves” was put to analysis, overall it was surprising to see that a 

substantial number of respondents i.e. 41.9 percent, have neither agreed nor disagreed to the 

statement. It is so because most of the respondents do not know if celebrities are using the 

products which they are endorsing. 

Gender-wise analysis reveals that only 47.9 percent of female respondents have agreed to the 

statement in comparison to significantly higher number of male respondents i.e. 57.2 percent, 

agreeing to the statement. Majority of female respondents i.e. 49.7 percent, have neither 

agreed nor disagreed to the above proposition which is significantly higher than their male 

counterparts. Only 38.4 percent of male respondents have expressed neither agreement nor 

disagreement to the statement. On having a glimpse on the table, a significant difference was 

visible in opinion of respondents between male and female. The value of chi square confirms the 

analysis. 

 

 

 

 

 

 

 

 



http://www.ijtbm.com/ International Journal of Transformations in Business Management 

(IJTBM) 2012, Vol. No. 2, Issue No. IV, Oct-Dec ISSN: 2231-6868 

International Journal of Transformations in Business Management  38 

 

 

Res. 

Status 

Rural Urban Total 

SA 28 (34.1) 115 (25.7) 143 (27.0) 

A 30 (36.6) 115 (25.7) 145 (27.4) 

CS 20 (24.4) 202 (45.1) 222 (41.9) 

D 4 (4.9) 12 (2.7) 16 (3.0) 

SD 0 (0) 4 (.9) 4 (.8) 

Total 82 (100.0) 448 (100.0) 530 (100.0) 

Sig. Level: 0.008 

 

 
Gender 

 
Male 

 
Female 

SA 114 (31.2) 29 (17.6) 

A 95 (26.0) 50 (30.3) 

CS 140 (38.4) 82 (49.7) 

D 14 (3.8) 2 (1.2) 

SD 2 (.5) 2 (1.2) 

Total 365 (100.0) 165 (100.0) 

Sig. Level: 0.004 

 

Table: 5.06 Distribution of respondents as regards the statement “Celebrities are endorsing 

products, which they do not use themselves”. 

 

Res. Status wise cross tabulation Gender wise cross tabulation: 

 

Age-wise cross tabulation: 

 

 

Age 

 

Up to 20 

 

20-35 

 

35-55 

55 and 

above 

SA 3

0 

(34.9) 86 (28.7) 18 (17.0) 9 (23.7) 

A 1

4 

(16.3) 98 (32.7) 27 (25.5) 6 (15.8) 

CS 3

6 

(41.9) 11

2 

(37.3) 53 (50.0) 21 (55.3) 

D 6 (7.0) 2 (.7) 6 (5.7) 2 (5.3) 

SD 0 (0) 2 (.7) 2 (1.9) 0 (0) 

Tota

l 

8

6 

(100.0) 30

0 

(100.0

) 

10

6 

(100.0) 38 (100.0) 

Sig. Level: 0.000 
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Education-wise cross tabulation: 

 

 

Education 

Up to 

Matriculat

ion 

 

Graduate 

Post 

Graduate 

 

Professio

nal 

SA 1

6 

(36.4) 3

7 

(21.1

) 

4

1 

(22.

7) 

4

9 

(37.7

) 

A 4 (9.1) 4

6 

(26.3

) 

5

0 

(27.

6) 

4

5 

(34.6

) 

CS 2

0 

(45.5) 8

0 

(45.7

) 

8

6 

(47.

5) 

3

6 

(27.7

) 

D 4 (9.1) 1

0 

(5.7) 2 (1.1) 0 (0) 

SD 0 (0) 2 (1.1) 2 (1.1) 0 (0) 

Total 4

4 

(100.

0) 

1

7

5 

(100.

0) 

1

8

1 

(100

.0) 

1

3

0 

(100.

0) 

Sig. Level: 0.000 

 

Income-wise cross tabulation: 

 

Inc

o 

me 

Up to 

10000 PM 

10000-20000 

PM 

20000-30000 

PM 

40000 and 

above 

Not 

Employed 

SA 6 (7.9) 29 (24.4) 43 (35.8) 6 (15.0) 59 (33.7) 

A 2

1 

(27.6) 42 (35.3) 34 (28.3) 9 (22.5) 39 (22.3) 

CS 4

7 

(61.8) 44 (37.0) 41 (34.2) 21 (52.5) 69 (39.4) 

D 2 (2.6) 4 (3.4) 2 (1.7) 2 (5.0) 6 (3.4) 

SD 0 ( 0) 0 (0) 0 (0) 2 (5.0) 2 (1.1) 

Tot

al 

7

6 

(100.0) 11

9 

(100.0) 12

0 

(100.0

) 

40 (100.0) 17

5 

(100.0) 

Sig. Level: 0.000 

 

 



http://www.ijtbm.com/ International Journal of Transformations in Business Management 

(IJTBM) 2012, Vol. No. 2, Issue No. IV, Oct-Dec ISSN: 2231-6868 

International Journal of Transformations in Business Management  40 

 

 

Analysis of the opinions of total respondents across different age groups shows that a 

significantly higher number i.e. 61.4 percent, of respondents of “20-35” age group has agreement 

to the statement in contrast to that of the respondents of other groups. It has also been seen 

that majority i.e. 55.3 percent of respondents of “55 and above” are neither in favour nor 

against the above proposition. The value of chi square at 0.05 levels is significant and confirms to 

our analysis. 

Further analysis of table 5.06 across different educational level groups reveals that a significantly 

higher number i.e. 72.3 percent of respondents of “Professional”, are in favour of the statement in 

comparison to other groups. It was surprising to see that the degree of agreement for the statement 

is going up as move up in education level. Only 27.7 percent of “Professional” group have neither 

agreed nor disagreed to the statement which is significantly lower than other groups. There is a 

visible difference of opinions across different education level groups. The value of chi square also 

suggests the same. 

In income-wise cross tabulation, it was found that the number of respondents of “20000-30000” 

agreeing to the statement is very high. 64.1 percent of respondents of this group are in favour of 

the statement which is significantly higher than the other categories. It has also been seen that a 

significantly higher number i.e. 61.8 percent of respondents of “Up to 10000” income group have 

neither agreed nor disagreed to the above proposition. This can be attributed to the fact that 

majority of respondents are not aware if celebrities are using the products which they are 

endorsing. There is a significant difference of opinion across different income groups. The value 

of chi square confirms to our analysis. 

When the statement was put to residential status wise analysis, it was observed that there is 

visible difference of opinion between rural and urban respondents. 70.7 percent of rural 

respondents have agreed to the statement against 61.4 percent of urban respondents. This 

significant difference has been confirmed by the value of chi square at 0.05 levels. 

 

CONCLUSION 

On having a glimpse of the table 5.07 gender-wise, it was noticed that there is a significant 

difference of opinion between males and females. A significantly higher number i.e. 55.7 percent 

of male respondents are in favour of the statement as against only 40.6 percent of female 

respondents in favour. It has also been seen that 26.1 percent of female respondents are 

disagreeing with the statement which is significantly higher than their male counterparts. This 

significant difference has been duly confirmed by the value of chi square at 0.05 levels. 

The age-wise cross tabulation of the statement reveals that only 5.3 percent of respondents of “55 

and above” have disagreement to the proposition which is significantly less in contrast to other 

age categories. It has also been observed that 41.9 percent of respondents of “Up to 20” group are 

in favour of the proposition. 
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