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Introduction 
Background of Study 

he strict competition that exists in the marketing 

environment has forced some firms to adopt creative 

strategies to remain competitive and survive while 

consumers taste have become dynamic, complex, 

sophisticated, and demand quality products and services from 

the firm (Srivastava and Tiwari, 2014). Electronic consumers in 

Auchi, the capital of Etsako West Local Government Area of 

Edo State have been exposed to many advertisements both in 

printed and online media of the electronic products. The aim of 

each advertisement is to create awareness and awaken 

consumers’ interest for their products. One of the most 

effective advertisements is one in which the advertiser tries to 

increase the brand image and identification is the use of 

celebrity endorsement to promote the products or company 

(Choi and Rifon, 2010). Therefore, it becomes important for 

firms to employ celebrities to advertise their brands in order to 

stimulate customers to patronage of their offerings (Abhishek 

& Sahay, 2013). The benefit of celebrity endorsements in 

advertising has become a trend and a perceived winning 

formula of corporate image building and product marketing.  

As existing media get increasingly scattered, the need to stand 

out has become paramount and celebrities have proved to be 

the ideal way to ensure brand prominence (Ruchi, Nawal & 

Verma, 2015). This is not gainsaying, that celebrity  
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endorsement effectively promotes products by influencing the effectiveness of an 

advertisement (Hung, 2014).  Importantly, marketers use advertisements and celebrity 

endorsements to create brand awareness along with brand personality (Erdogan, Taggs, 

& Baker, 2001).The use of celebrity endorsement for advertisement and its subsequent 

influence on purchase of a company’s brand is of great significance.  Furthermore, 

companies hire celebrities from particular fields to feature in their advertisement 

campaigns because these endorsers are seen as being dynamic with both attractive and 

likeable qualities.  Some of these qualities include celebrity credibility, attractiveness, 

expertise, trustworthiness and testimony (Malik and Qureshi, 2016)  

ascertain the influence of celebrity attractiveness on consumer purchase for selected 

electronic products; to examine the influence of celebrity expertise on consumer 

purchase for selected electronic products; to investigate the influence of celebrity 

trustworthiness on consumer purchase for selected electronic products; and to evaluate 

how the testimony of a celebrity influences consumer purchase of selected electronic 

products in Auchi. Relevant conceptual, theoretical and empirical literatures were 

reviewed.  The study was anchored on the meaning transfer theory by McCracken (1989).  

The study adopted survey research design and primary data were used. The population 

of study is made up of consumers of electronic products in Auchi, Edo State. 

Questionnaire was used as the instrument of data collection. The study employed the 

five-point Likert scale with strongly agree (5) to strongly disagree (1). The data collected 

were analyzed using simple mean and standard deviation while the Chi-square statistical 

techniques was used to test the research hypotheses. The study found that celebrity 

credibility, celebrity attractiveness, celebrity trustworthiness, and testimony of a 

celebrity were found to have significant influence on consumer purchase for selected 

electronic products in Auchi, Edo State, while celebrity expertise has no significant 

influence on consumer purchase for selected electronic products in Auchi, Edo State. The 

study concludes that celebrity endorsement has significant influence on consumer 

purchase of electronic products in Auchi, Edo State. The study recommends among 

others that manufacturing firms should always endeavor to produce quality products 

that will foster trust and believability to both the fans of these celebrities and their 

customers. 

 

Keywords: Celebrity endorsement; Consumer; Purchase decision; Electronics 

products; Celebrity credibility; Celebrity trustworthiness; Celebrity testimony. 
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Effectively, celebrities are mostly used to endorse brands with the increased likelihood to 

draw audience attention and influence consumer attitudes and purchase intentions (Zhou 

& Whitla, 2013). 

Brand endorsement through celebrities is a conduit of brand communication, which 

empowers the celebrity to act as the brand’s spokesperson in various forms, to convey 

the needed information to project the brand (Patra & Datta, 2010). Importantly, celebrity 

endorsement influences advertising effectiveness, brand recognition, brand recall, 

purchase intention and even consumer purchase behavior (Hollensen & 

Schimmelpfennig, 2013).  This suggests that consumers easily associate themselves with 

products or service being advertised by celebrities.  This helps them in remembering the 

message being communicated which eventually influence theory purchase intentions, 

either in the short or long run. 

Ali & Masoud (2015) asserted that an advertisement from celebrities is not only effective 

as it captures the attention of the consumers to buy the product being promoted but to 

create a long-lasting memory in the minds of consumers as this will influence the 

consumers to purchase the product repeatedly.  

The significance of celebrity endorsement in brand communication lies in the idea that 

celebrities can add value not only to the product they are endorsing, but also to the brand 

(Okorie, Oyedepo & Akhidenor, 2012). In the view of Amaoteng and Poku (2013), the 

information in a celebrity endorsed advert is perceived to be true because of the belief 

held by most consumers that celebrities would not want to destroy their integrity by 

getting linked with ‘fake products’.  

 

Statement of Research Problem 

In this day and age there is strong business rivalry, firms are operating in a complex and 

competitive environment where customers demand are continually changing. Celebrity 

endorsement has now become a very strong competitive tool used by firms to publicize 

their products and stimulates awareness in the minds of customers (Srivedi, 2012). Some 

researchers have taken time much time to carry out studies on celebrity endorsement 

(Samar and Samreen, 2015; Hollensen & Schimmelpfennig, 2013; Ruchi, Nawal & Verma, 

2015; Srivastava and Tiwari, 2014) thereby leading to the accessibility of various articles on 

celebrity endorsement. Available empirical evidences show on this subject, but there are 

still many gaps not filled by most of these studies. Many of these studies are middlemost 

on the influence of celebrity endorsement on brand image of firms (Verma & Kishore, 

2015; Srivedi, 2012; Lee, 2014). These diverse studies did not carry out research study on 

the influence of celebrity endorsement on consumer purchase for selected electronic 

products in Auchi, Edo State hence, a gap exist. Firms in the electronics industry can 

accomplish success through understanding consumer purchasing behavior towards their 
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products using celebrity endorsement. Consumers can differentiate the feature of 

products by collecting necessary information which they usually get from celebrity 

endorsements (Samar and Samreen, 2015). It is against this backdrop that this study is 

carried out to ascertain the influence of attributes of celebrity endorsement on consumer 

purchasing behavior with selected electronics products (LG and Sharp televisions) in 

Auchi, Edo State of Nigeria.      

 

Objectives of the Study 

The broad objective of the study is to examine the influence of celebrity endorsement on 

consumer purchase for selected electronic products in Auchi, Edo State. The specific 

objectives are to: 

1. Determine the influence of celebrity expertise on consumer purchase for selected 

electronic products in Auchi, Edo State. 

2. Determine the influence of celebrity credibility on consumer purchase for selected 

electronic products in Auchi, Edo State. 

3. Ascertain the influence of celebrity trustworthiness on consumer purchase for 

selected electronic products in Auchi, Edo State. 

4. Evaluate how the testimony of a celebrity influences consumer purchase of 

electronic products in Auchi, Edo State.  

5. Determine the influence of celebrity attractiveness on consumer purchase for 

selected electronic products in Auchi, Edo State. 

 

Hypotheses 

The hypotheses stated in null form guided this study: 

Ho1:  Celebrity endorsement has no significant influences on consumer purchase for 

selected electronic products in Auchi, Edo State? 

Ho1: Celebrity expertise has no significant influence on consumer purchase for selected 

electronic products in Auchi, Edo State. 

Ho1: Celebrity credibility has no significant influence on consumer purchase for selected 

electronic products in Auchi, Edo State. 

Ho1: Celebrity trustworthiness has no significant influence on consumer purchase for 

selected electronic products in Auchi, Edo State. 

Ho1: Testimony of a celebrity has no significant influence on consumer purchase for 

selected electronic products in Auchi, Edo State. 

Ho1: Celebrity attractiveness has no significant influence on consumer purchase for 

selected electronic products in Auchi, Edo State. 
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Literature Review  

Conceptual Review  

Celebrity Endorsement 

A celebrity is a person who enjoys public recognition, fame and acceptance. He uses these 

attributes on behalf of consumer products to appear in advertisements and promotions 

(Mahira, 2012). Celebrities are accomplished individuals in respective of disciplines who 

enjoy public recognition by a large share of a certain group of people (Spry, Pappu & 

Cornwell, 2011). It has a very popular trend and winning formula for marketing and brand 

building. Khatri, (2006) pointed out that celebrity endorsement is the promotion strategy 

to attract customers to buy a product or service.  

 

Celebrity Expertise 

Celebrity expertise is the degree to which a celebrity communicates to the public in line 

with the objectives of the advert/message and overall aim of the company.  Celebrity are 

often chosen due to the knowledge and experience they have about the products or 

services they are endorsing (Belch and Belch, 2001) The celebrity represents what the 

company and its brand stand for and so must portray an image that will not paint the 

organization in bad light. Malik and Qureshi (2016), perceived that expertise is concerned 

with the experience, skill and grounded knowledge of the celebrity to promote the 

product. 

 

Celebrity Credibility 

Endorser’s credibility is popularly used in marketing to influence customer buying 

behavior. Solomon (2002) noted that the central goal of advertising is the persuasion of 

customers, i.e. the active attempt to change or modify customers’ attitudes towards 

brands. Credibility is the integrity, honesty and dependability of the celebrity as regards 

the subject matter. Celebrities are generally viewed by consumers as credible sources of 

information about the product or firm they endorse (Goldsmith, Lafferty & Newell, 2000). 

This suggests that the effectiveness of the communication will largely depend on the 

expertise and trustworthiness of the celebrity as viewed by customers (Malik & Qureshi, 

2016). 

 

Celebrity Trustworthiness 

Trustworthiness is the degree of confidence in the communicator’s intent to 

communicate the assertions considers most valid and consists of honesty, integrity and 

believability. Trustworthiness is the degree of confidence consumers place in a 

communicator’s intent to convey the assertions she/he considers most valid (Ohanian, 

2001). Celebrity endorsement is pivotal to the success of electronics companies (Ibok, 
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2013) and the celebrity trust is often transferred on the overall image of the company. 

Celebrities therefore, need to take specific actions in ensuring that they live a scandal-free 

life, worthy of trust and emulation. Some attributes of trust include favorable disposition 

and wide acceptance of the celebrity and the brand he/she represents (Pamar & Patel, 

2015) 

 

Celebrity Testimony 

This is the provision of testimony for a product or service, particularly, when the product 

has contributed positively to the celebrity.  The more familiar an endorser, the more likely 

consumers are to buy the endorsed product (Migak & Shanklin cited in Melford & Nwulu, 

2015).  For example, Michael Jordan endorsed for Nike and uses various products of Nike 

when training and playing basketball.  The endorsement thus, improved the sales of Nike 

shoes in United States and across the world.  A new brand can benefit greatly if a celebrity 

endorses it. 

 

Celebrity Attractiveness 

To create effective message in celebrity advertisements we have to consider the 

attractiveness of the spokes persons.  Source attractiveness refers to the endorsers’ 

physical appearance, personality, likeability and similarity to the receiver, thus, to the 

perceived social value of the source (Solomon, 2002). Erdogan in Rajni (2008) noted that 

attractiveness includes any number of attributes, such as intellectual skill, personality 

properties, lifestyle or athletic prowess that consumers might perceive in a celebrity 

endorser, and thus, does not simply refer to physical attractiveness. Ike (2015) noted that 

the impact of celebrity is felt much when the celebrity is physically attractive e.g. fans of 

celebrities expect their celebrities to be beautiful, elegant and eloquent, especially when 

endorsing beauty products, because these fans also want to know the secret of their 

beauty, thus, helping to satisfy the esteem needs of individuals. 

 

Consumer Purchase 

A purchase intention is an individual’s conscious plan to make an effort to purchase a 

brand (Spears & Singh, 2004). Purchase intention means the likelihood that a consumer 

will buy a particular product; the higher the purchase intention, the greater the purchase 

probability (Kotler & Keller, 2009). Truong (2016), consumer purchase intention is the 

possibility of purchasing a special brand in a product category during purchase.  

Consumers’ buying decision is very complex and crucial in nowadays marketing situation. 

However, the implementation of the product’s purchase intention depends on various 

factors, such as customer willingness and interest to the product, imposed social pressure 



 

TIMBOU-AFRICA ACADEMIC PUBLICATIONS 
MAY, 2022 EDITIONS, INTERNATIONAL JOURNAL OF: 

 

TIJFRMS 
 

FINANCIAL RESEARCH & MGT. SCIENCE VOL.9 

377 
ISSN: 2773-1040 

on the customer from others and a general sense of what is received. Once the consumers 

decide to purchase the product in certain store, they will be driven by their intentions. 

 

Underpinning Theory for the Study 

This study was anchored on the Meaning Transfer Theory by McCracken (1989). This 

theory stated that after watching an advertisement, the consumers try to find the 

meaning of the advertisement and associate the same with the endorser and eventually 

transfer to the brand.  To understand this phenomenon McCracken (1989), suggested a 

comprehensive theory known as Meaning Transfer Theory.  This three-stage theory 

suggests how the meaning associated with the famous person moves from the endorser 

to the product or the brand.  Thus, meanings attributed to the celebrity become 

associated with the brand in the consumer’s mind, and in the consumption process, the 

customer acquires the brand’s meaning.  The third stage of the theory explicitly shows 

the importance of the consumer’s role in the process of endorsing brands with famous 

persons.  In contrast to anonymous endorsers, celebrities add value to the image transfer 

process by offering meanings of extra depth and power that is complemented by their 

life style and personalities. 

Uniformly, to transfer the correct meaning to the consumer, the company should select 
a celebrity that will produce the most favourable response for consumers and for the 
purpose, the celebrity should have the appropriate set of characteristics and the public 
should be able to visualize and comprehend the same. The company should consider the 
consumer’s needs while developing their communication strategy and then select an 
appropriate celebrity to transmit the same (Truong, 2016).  Compatibility of the celebrity’s 
personality with the overall brand image is very important.  As celebrity imparts credibility 
and inspirational value to a brand, his or her image should perfectly match the brand’s 
image.  A good brand campaign idea is an intrinsic link between the celebrity and the 
message are must, for a successful campaign (Ike, 2015).  This perspective is also shared 
by Kambitessis, Yvonne and Giannis (2002), who found the athletes’ personality as being 
an important factor in influencing specific target group, to which such personalities are 
easily recognizable and much admired.   Figure 2.1 explains the meaning Transfer Theory 
better. 

 

 

 

Figure 2.1:  Meaning Transfer in the Endorsement Process 
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Source:  McCracken (1989).  Who is the Celebrity Endorser?  Cultural Foundations of the 

Endorsement Process, Journal of Consumer Research, 16(3), 310-321. 

 

Note: Path of meaning movement.                                         State of meaning movement. 

 

Empirical Review 

The empirical review of the research is given below: 

1. Ruchi, Nawal and Verma (2015) investigated the impact of celebrity 

endorsements on consumers’ purchase intention among Indian consumers. 

Celebrity attractiveness, trustworthiness and expertise were employed as the 

independent variables while consumer purchase intention was employed as the 

dependent variable.  336 Indian respondents that are exposed to celebrity 

endorsements for various products/brands were sampled for the study.  

Structural equation modeling was employed in analyzing the data.  Results reveal 

that celebrity endorsements have a significant impact on consumers’ purchase 

intention.  Further, attractiveness and trustworthiness are found to have a 

significant impact on the purchase intention, while expertise did not have a 

significant impact on purchase intention. 

2. Syed, Mahima and Bilal (2018) investigated the impact of celebrity’s credibility 

dimensions on consumer’s purchase intentions in Aligharh and Delhi-NCR region.  

Physical attraction, trustworthiness, meaningfulness, attention gaining, 

entertaining ability, expertise, likability, believability, image of movie stars, image 

of sport stars and image of advertising models were employed as the 

independent variables while consumer purchase intention was employed as the 

dependent variable.  546 respondents were sampled for the study.  The data 

generated were analyzed using multiple regressions, t-test and ANOVA.  The 

results indicates that physical attraction, trustworthiness, meaningfulness, 

attention gaining, entertaining ability, believability, image of movie stars, image 

of sport stars and image of advertising models were found that have significant 

impact on consumer’s purchase intentions.  While expertise and likability were 

found that have insignificant impact on consumer’s purchase intentions. 

3. Truong (2016) investigated the impacts of celebrity endorsement on consumer 

purchasing intention in Binh Duong province Vietnam.  In this study, celebrity 

attractiveness, expertise and trustworthiness were employed the independent 

variable while consumer purchase intention was used as the dependent variable.  

60 responden6ts were sampled for the study.  regression analysis was used in 

analyzing the data, the study found that celebrity attractiveness, expertise and 

trustworthiness has significant impact on consumer purchase intention. 
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Methodology 

The survey design was adopted for this study. This approach was adopted because it 

seeks to describe the situation as it was with regards to celebrity endorsement and 

consumer purchase of electronic product. The population of the study comprises existing 

and potential customers of electronic products in Auchi metropolis, Edo State. However, 

the population is infinite since it was not possible to identify all the customers that buy 

selected electronic products in the area under study. A sample size of one hundred (100) 

consumers of electronic products in Auchi, was used for the study. Judgmental approach 

was employed in selecting the sample size. The basis for using judgmental sampling 

technique are; the researcher’s knowledge of the research population and its elements, 

sociological factors and the purpose of the study. From the total of one hundred (100) 

questionnaires that were self-administered (by hand) to customers of selected 

electronics in Auchi, Edo State. The ninety-seven (97) were retrieved representing 97% of 

the entire respondents and this formed the sample size of this study. Face and content 

liability was conducted on the instrument of data collection. These are people who have 

reasonable knowledge about the issues under investigation and were in position to 

provide the information needed for the study. 

 

Materials and Methods 

The study area: Auchi metropolis was chosen as the study location, in Edo North 

senatorial district of Edo State, Nigeria. 

Source of data: In order to get appropriate data, the study employed both primary and 

secondary sources of data. Primary data were collected through questionnaire from 

sample respondents of hotels. Secondary source of data were collected from relevant 

books, journal duplications and other online information. 

Population of the study: The population of this study are basically the customers of who 

purchase LG and Sharp Televisions electronics products in Auchi as at the period of this 

study.           

 

Results and Discussion 

Table 1: Social Characteristics of Respondents 

Variables Frequency Percentage (%) Cumulative 

Gender: 

Female 

male  

 

18 

79 

 

18.6 

81.4 

 

18.6 

81.4 

100.0 

Age: 

15 – 25 years 

 

18 

 

18.6 

 

18.6 
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25 – 35 years 

35 – 45 years 

45 years and above 

46 

29 

4 

47.4 

29.9 

4.1 

47.4 

79.9 

4.1 

100.0 

Marital Status: 

Married 

Single 

Separate d/Divorced 

Widowed 

 

9 

77 

8 

3 

 

9.3 

79.4 

8.2 

3.1 

 

9.3 

79.4 

8.2 

3.1 

100.0 

Educational Qualification: 

WASC/GCE 

NCE/OND 

B.Sc/HND 

M.Sc/MBA 

 

3 

10 

73 

11 

 

3.1 

10.3 

75.3 

11.3 

 

3.1 

10.3 

75.3 

11.3 

100.0 

Occupation: 

Civil Servant 

Entrepreneur 

 

7 

90 

 

7.2 

92.8 

 

7.2 

92.8 

100.0 

Religion: 

Muslims 

Christians 

 

58 

39 

 

59.8 

40.2 

 

59.8 

40.2 

100.0 

Source: Field Survey, 2022 

 

The table above shows that majority of the respondents were male as they accounted for 

81.4% of the selected population with the female accounting for 18.6%.  The implication of 

this is that seller of electronics in Auchi Metropolis enjoy huge patronage of male than 

female as indicated in the table. Majority of the respondents falls between the ages of 25 

– 35 years buy electronics products.. this implies that electronics product sellers in Auchi 

Metropolis in Edo State enjoy the influx patronage of customers between the ages of 25 

– 35 years. On marital status, the single records the highest patronage of electronics 

products accounted for 79.4% of the respondents in the study. This indicated that the 

single have love for electronics products than the old. Educational qualification had 

serious influence on the patronage of electronics products because of the tendency 

building knowledge and creating awareness through news and educative programmes 
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conducted by celebrity. There was doubtless strong relationship between education and 

consumer purchase of electronics products. 

Table 1 above also indicates that 3.1% of the respondents had WASC/GCE qualifications, 

10.3% had NCE/OND qualifications, 75.3% had B.Sc. degree/HND qualifications while 11.3% 

had post graduate qualifications. The reflection is that majority of the respondents are 

graduates and well educated people who made meaning on the questionnaire. 

Table 2 above also evidently revealed that 90 respondents representing 92.8% sampled 

population were various entrepreneurships while the remaining 7.2% were civil servants. 

The main occupation of the respondents could have seriously influences their knowledge 

and purchase of electronics. All the respondents have celebrity experience in the 

advertisement of electronics. The credibility they have for celebrity influences their 

purchase of electronics products. This implies that the business class respondents mostly 

patronized and value electronics products. However, they also showed that frequency 

distribution where the respondents are mostly Muslims and Christians; where the 

Muslims had a percentage of 59.8% representing the larger respondents, while the 

Christians have 40.2%. This further confirms that both Muslims and Christians are 

customers of electronics products in Auchi Metropolis in Edo State. 

 

Table 2: Identifying various celebrity expertise amongst consumers in Auchi Metropolis 

of Edo State 

Questions Strongly 

Agreed 

Agreed Undecided Strongly 

Disagreed 

Disagreed Mean Std 

Dev  

1. Do you think celebrity 

expertise is the degree in 

which a celebrity 

communicates to the public 

through advertisement? 

27 
27.8% 

39 
40.2% 

- 24 
24.77 

7 
7.2% 

3.57 1.322 

2. Do you think celebrity 

credibility means the extent 

to which corporate 

statement, promises and 

claims are believable to 

investors and other 

stakeholders?  

13 
13.4% 

16 
16.5% 

- 47 
48.5% 

21 
21.6% 

2.52 1.355 

3. Celebrity trustworthiness 

which refers to the degree of 

confidence consumers place 

d in a communicator’s intent 

to convey the message in 

15 

15.5% 

19 

19.6% 

- 44 

45.4% 

19 

19.6% 

2.66 1.399 
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honesty, integrity and 

believability.  

4. Celebrity testimony refers 

to the provision of testimony 

about a product or service 

positively to consumers. 

18 

18.6% 

21 

21.6% 

- `42 

43.3% 

16 

16.5% 

2.82 1.429 

5. Celebrity attractiveness 

includes the intellectual 

skills, personality properties, 

life-style or athletic prowess 

that consumers seen in an 

endorser. 

16 
16.5% 

17 
17.5% 

= 56 
57.7% 

8 
8.2% 

2.76 1.305 

Source: Field Survey, 2022 

 

Table 2 above, celebrity expertise was one of the experiences assessed in this study. 66 

respondents which represent 68% agreed that celebrity communicates to consumers of 

electronics products and the general public through advertisement, while 31 respondents 

which represent 32% disagreed. Also, on credibility, 29 respondents representing 29.7% 

agreed that investors and other stakeholders including consumers believe in the 

corporate statements, promises and claims celebrity make in advertising electronics 

products while 68 respondents representing 70.1% disagree. On trustworthiness, 34 

respondents representing 35.1% agreed that customers of electronics product is 

promoted due to high degree of confidence, honesty and integrity people have and 

believed celebrity have for advertising and communicating awareness about electronics 

products, while 63 respondents accounting to 65% disagreed. Also, on testimony, 39 

respondents representing 65% agreed that celebrity provision about electronics products 

promote customer patronage while 58 respondents representing 59.8% disagreed. 

Finally, on attractiveness, 33 respondents representing 34% agreed that the intellectual 

skills, life-style and athletic prowess seen in celebrity endorsers who advertise electronics 

products convinced them to buy, while 64 respondents representing 65.9% disagree. The 

above table clearly shows the various responses to 5 Likert Scale questions by the 

respondents, the sample mean  and the standard deviation scored. 

 

Table 3: Examining the relationship between celebrity experience and consumer 

purchase 

Questions Excellent Very 

Good  

Good Fair Poor Mean Std.  

Dev. 

1. What consumer 

purchase can celebrity 

8 

8.2% 

14 

14.4% 

23 

23.7% 

37 

38.1% 

15 

15.5% 

2.62 1.159 
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expertise create through 

communication using 

celebrity to advertise 

electronics’ products? 

2. What level of consumer 

purchase can the 

credibility endorsers 

promote advertising 

electronics products? 

11 

11.3% 

13 

13.4% 

19 

19.6% 

33 

34.0% 

21 

21.6% 

2.59 1.281 

3. Consumer purchase can 

be enhanced through 

trustworthiness exhibited 

by celebrity when 

advertising electronics 

products. 

8 

7.2% 

11 

11.3% 

22 

22.7% 

39 

40.2% 

18 

18.6% 

 

2.48 1.138 

4. What consumer 

purchase benefits do you 

achieve through celebrity 

testimony on electronics 

products advertisements? 

4 

14.4% 

25 

25.8% 

31 

32.0% 

15 

15.5% 

12 

12.4% 

3.14 1.216 

5. What consumer 

purchase do you derive 

from celebrity 

attractiveness due to their 

intellectual skills, life-

styles, athletic prowess 

and personality 

properties? 

5 

5.2% 

18 

18.6% 

21 

21.6% 

38 

39.2% 

15 

15.5% 

2.59 1.116 

Source: Field Survey, 2022. 

 

From the above table on consumer purchase is realized through communication and 

advertisement using celebrity expertise to create awareness about electronics products, 

46.3% of the respondents rated good purchase while the 53.7% rated poor. The implication 

of this is that celebrity communicates electronics brand choice. The item on customers 

promoting high patronage, celebrity credibility influences purchase of electronics 

products, 55.6% of the respondents rated credibility influence as not good while other 

44.4% rated good. The implication of this was that awareness created through celebrity 

promoted strong belief in electronics products. 
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The item on aspects of consumer purchase can be enhanced through trust they have for 

celebrity, respondents rated 58.8% as not good while 41.2% was rated by respondents as 

good. The implication of this is that trustworthiness in celebrity cannot promote 

consumer purchase of electronics products but their purchasing ability on the item of 

consumers deriving benefits through celebrity testimony, customer rated 72.1% as very 

good; the implication of this is that electronics products used and found good is a physical 

testimony established and this will promote high patronage while 27.9% was rated not too 

good. On whether consumer purchase is derived through celebrity attraction, the 

respondents was rated 54.6%. The implication of this is that customer display of trust and 

knowledge does not promote good sales, while 45.4% of the respondents was rated good. 

This implies that not all electronics products get good patronage as a result of attraction 

created by celebrity in advertisements. 

 

Table 4: Relationship between celebrity experience and consumer purchase 

S/No. Variables DF X2 

Cal (0.05) 

Significance 

(p ≤ 0.05) 

Decision  

1 

2 

3 

4 

5 

Age 

Marital status 

Educational level 

Occupation 

Religion 

3 

3 

3 

1 

1` 

38.959a 

153.845a 

132.237a 

64.340b 

3.722b 

0.0000 

0.0000a 

0.0000 

0.0000 

0.054 

Significant 

Significant 

Significant 

Significant 

significant 

 Source: Field Survey, 2022 

 

Table 4 above shows the relationship between respondents’ social-economic 

characteristics and consumer purchase of respondents. The results of the hypothesis test 

of relationship between selected socio-economic characteristics of the respondents and 

their level consumer purchase of electronics products revealed that there was significant 

relationship (P ≤ 0.05) between age, education, marital status, religion and occupation, 

and their level of consumer purchasing Chi-square test. This implies that age, sex, 

education, occupation, religion of the respondents are associated with consumer 

purchase of electronics products in the area under study 

The chi-square value of 798.537 with a degree of freedom (df) 325, the chi-squre value of 

0.0000 is less than the tabulated chi-square value of 0.05, hence the null hypothesis (Ho) 

is therefore rejected because there is not significant relationship between the various 

celebrity experiences and consumer purchase while the alternative hypothesis (Hi) is 

accepted because there is a significant relationship between various celebrity experience 

and consumer purchase. 
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Table 5: Relationship between celebrity experience and consumer purchase 

S/No. Variables DF X2 
Cal 
(0.05) 

Significance 
(p ≤ 0.05) 

Decision  

1 
 

What customer purchase do you 
derive from celebrity expertise as a 
medium of advertisement and 
communication? 

4 25.835a 0.000 Significant 
 

2 What customer purchase do you 
derive from celebrity credibility as 
believable claims, promises by 
stakeholders? 

4 15.423a 0.004 Significant 
 

3 What customer purchase do you 
derive from celebrity 
trustworthiness that means building 
confidence in the mind of people? 

4 31.814a 0.000 Significant 
 

4 What customer purchase do you 
derive from celebrity testimony as 
evidence of quality products? 

4 13.876a 0.008a Significant 
 

5 What customer purchase do you 
derive from celebrity attractiveness 
as a mark of intellectual skills, 
lifestyle and athletic prowess people 
see in endorser? 

4 29.753a 0.000 Significant 
 

Source: Field Survey, 2022 

 

Table 5 shows the relationship between celebrity experience and consumer purchase 
using the Chi-square test. The chi-square test on celebrity expertise relationship with 
consumer purchase revealed that the calculated value of 31.9 is higher than the critical 
value or table vale of       . 
Therefore, the Null Hypothesis (Ho) is therefore rejected and the Alternative Hypothesis 
(Hi) accepted. It means that there is positive relationship between celebrity expertise and 
consumer purchase of electronics products in Auchi Metropolis. Also, the celebrity 
credibility has a vale of 16.71, celebrity trustworthiness has a value of 31.99, celebrity 
testimony has a value of 12.3 while celebrity attractiveness has a value of 29.9 respectively. 
All have significant relationship with consumer purchase. 
 

Conclusion 

The study has revealed that celebrity experience observed by customers is very important 

to their purchase decision. Celebrity endorsers will continue to create awareness and 

communicate product uses and benefits to customers. Sellers would continue to enjoy 

impressive patronage of customer quality products that would make them feel happy and 
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satisfied at all times. Therefore, it is pertinent to put in place necessary machinery that 

would ensure that sellers continuously put in place acceptable quality products to their 

numerous electronics product customers. 

 

Recommendations 

The study recommends the following: 

1. Manufacturing firms should always endeavor to produce quality products that will 

foster trust and believability to both the fans of these celebrities and their 

customers.   

2. The attractiveness of the celebrity should be matched with the right product and 

customers.  

3. The execution of the advertisement in which a celebrity endorser is used should 

be executed in a simple and clean manner with an endorser who have expert 

knowledge on the product been advertised. 

4. Use of celebrity endorsement should be kept consistent over time to strengthen 

the association between the endorser and the endorsed brand, and to engender 

trustworthiness in order to enhance consumer purchase of electronic products. 

5. There should be adequate monitoring of celebrities to ensure that consumer 

purchase are boasted.  
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