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Abstract 

As consumers now a days want best product or brand that full fill their needs. It is difficult 

for brands to provide awareness of brand to consumer. There are different promotional 

techniques through which brand provides awareness to consumer and consumers are more 

attracted towards brand. Celebrity endorsement is the best technique to attract consumer 

towards brand. Select most attractive, good looking, stylish, charming, high rated and best 

personality celebrity who endorse the brand and provide awareness to consumer. Celebrity 

should endorse himself in brand so consumer attract towards brand as image, personality and 

value of celebrity endorsed in brand is transferred to brand in consumer perception. This 

study is done to know what the effect of celebrity endorsement on brand is and how brand 

attract consumer through celebrity endorsement. We want to know the effect of celebrity 

endorsement on brand management and brand credibility. This study is done to analyse 

characteristics or qualities of celebrity who endorse brand it also done to know the effect of 

negative act or image of celebrity on brand in which he is endorsed and in consumer 

perception. This study also analyse that is there a need of match or similarity among celebrity 

and brand and celebrity and consumer. 

In this study we did quantitative research of 16 survey question and on 150 sample size. 

Questionnaire survey was conducted in Centaurus mall and in Bahria University Islamabad. 

We find regression and ANOVA in this study for our both variables brand management and 

brand credibility. According to our research there is no effect of celebrity endorsement on 

brand credibility but has an effect on brand management.  

In this study we concluded that celebrity endorsement is effective promotional and 

communication tool for brands to attract consumers and make them trustworthy and loyal 

towards brand. Consumers are more attractive towards celebrity endorsement brand because 

personality, image, value, trust and loyalty of celebrity is transferred to brand when celebrity 

is endorsed in brand. It is also concluded that when any negative act of celebrity is leaked out 

or any negative image come of celebrity who is endorsed in brand it create negative image of 

brand in perception of consumer and similarity between celebrity is very important for 

developing brand image and there is also need of similarity between celebrity and consumer 

to attract consumer towards brand.	
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