TABLE OF CONTENTS

. LIST OF TABLES
. LIST OF FIGURES

CHAPTER 1 : INTRODUCTION

1.1
1.2
1.3
1.4

1.5
1.5.1

1.6
1.6.1
1.6.2

1.7

1.8

1.8.1
1.8.2
1.8.3

1.9

1.9.1
1.9.2
193

: Organization of the Thesis
: Definition of Terms / Terminology
: Basic Model of Communication

: Traditional Response Hierarchy Models

: Cognitive Processing of Communication

: The Elaboration Likelihood Model

: Consumer Decision Making
: Four Views of Consumer Decision Making

: A Simplified Model of Consumer Decision Making

: Source Factors and Celebrity as a ‘Spokesperson’

: Profile of Advertising in India
: Advertising Product Profile in India
: Scope of Advertising Industry in India

: From International to National

: Celebrity Endorsement Advertising
: Who is a Celebrity?
: Celebrity Advertising in Different Forms

. Endorsements: Returns v/s Risks

13
16

19
20

23
23
25

30

39
46
47
48

53
54
54
55



1.10
1.10.1
1.10.2

1.11
1.12
1.13

CHAPTER 2 :
2.1.
2.2.

2.3.
23.1
232

24

24.1
24.2
243
244
245

2.5

2.6

2.6.1
2.6.2
2,63
2.64
2.6.5
2.6.6

2.7

: Advertising of Fast Moving Consumer Goods in India
: Fast Moving Consumer Goods Market in India
: Characteristics of FMCG in India

: Snapshot on Celebrity Endorsements on TV in India
: Purpose of Study / Objectives of Study
: Expected Contribution

REVIEW OF THE RELATED LITERATURE

: Overview of Consumer Behavior

: Endorsement as a Promotional Strategy
: Celebrity Endorsements

: Implications of Celebrity Endorsements

: Selecting the ‘Right’ Celebrity

: Performer “Q” Ratings

: AHP Model for Rating Celebrities

: Models Addressing Major Dimensions for Selecting a Celebrity
: Other Dimensions for the Choice of a Celebrity

: Miscellaneous Considerations

: Attitude Formation and Fishbein Attitude Theory

: Models in Celebrity Endorsement Advertising
: Source Credibility Model

: Source Attractiveness Model

: Celebrity Product Match-Up Model

: Meaning Transfer Model

: The TEARS Model

: The FREDD Principle

. Summation of Literature Review

57
58
60

65

67
69

70

: Advertising and Effectiveness of Celebrity — centered Advertising71

75
76
80

84
84
85
87
88
89

89

94

94

100
104
108
110
112

113



CHAPTER 3 : RESEARCH METHODOLOGY

3.1 : Model Testing and Hypothesis 114
3.1.1  : Credibility Measurement Model 114
3.1.2  : Conceptual Model of Relationship between Endorser Credibility

and Advertising Outcome Measures 115
32 : Design 117
3.2.1 : Selection of Celebrity Endorser Credibility Scale 117
322  : Selection of Attitude Scales and Purchase Intent Scales 118
3.23  : Selection of Consumer Segments 118
324  : Questionnaire Design 120
33 : Preliminai'y Investigation 123
34 : Main Study 125
34.1 : Procedure 125
342  : The Location 125
343 : Sampling Unit (Participants) and Sampling Method 125
344 : Sample Size and Data Collection 126
3.4.5 : Time Frame Selection 127

CHAPTER 4 : DATA ANALYSIS AND INTERPRETATION

4.1 : Preliminary Investigation 128
4.2 : Main Study 131
4.2.1 : Sample Size and Questionnaire Distribution, Composition,

Cross Tabulations, Descriptive Statistics, Dimension-Wise Mean

Scores for All Celebrities and, Scale Reliability Analysis 131

422 : Effect of Endorser’s Overall Credibility on Dependent Measures

(Testing of H1, H2 and H3) 139
423 . Testing the Causal Paths (The Model of Causal Sequence)

(Testing of H4a and H4b) 145
424 : Effect of Credibility Dimensions on Dependent Measures

(Testing Of HSa, H5b and H6) ' 151



42.5 : Effectiveness of Celebrity Endorsement Advertising Across
Consumer Segments (Testing of Hypothesis H7 & H8)

426 : Objectives

4277 : Testing the Credibility Measurement Model

43 : Summary of Findings
CHAPTER 5 : SUMMARY, CONCLUSIONS, AND IMPLICATIONS

5.1 : Summary
5.1.1  : Summary about the Objectives Defined

5.2 : Methodological Assumptions & Limitations
53 : Conclusion & Implications for Advertisers
54 : Future Research

. BIBLIOGRAPHY

o ANNEXURES
Questionnaire Version 1
Questionnaire Version 2
Questionnaire Version 3

Questionnaire Version 4

163
169
203

211

214

214

226

227

230

232



