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Abstract

Celebrity endorsements are a popular advertising technique that entails a celebrity or famous personality
promoting a brand or a specific product/ service which usually leads to an increase in the outreach of the brand.
Although for several years this trend has helped the growth of brands, as times are changing and people are
becoming more aware of their consumer psychology, the use and subsequent effectiveness of celebrity
endorsements are rapidly declining. This is particularly in light of research proving the many drawbacks of this
strategy including the high cost of the celebrities, the direct association which gets established between the brand
and the endorser and the lack of authenticity. This research paper argues that there is therefore a need for brands
that rely entirely on celebrity endorsements, such as Sugar Bear Hair, who are discussed in this paper, to look
out for alternative advertising techniques of which one is influencer marketing. The concept of macro and micro-
influencers is now globally trusted by many users and brands due to its cost-effectiveness and user-specific
outreach.

Celebrity endorsements - are they really the most effective advertising technique out there?
Introduction

Consumer psychology by itself is said to be the study of individuals, groups, or organizations and the processes
they use to select, secure, use, and dispose of products, services, experiences, or ideas to satisfy needs and the
impacts that these processes have on the consumer and society (Cherry, 2021). In more layman terms, it is a
study of consumer purchasing habits related to various goods and services and influenced commonly and heavily
by an individual’s thoughts and emotions. This is usually done by investigating how the decision-making
process, social trends and motivation influence why shoppers opt for certain goods and why they don't shop for
certain goods.

One popular way of applying the trends of consumer psychology is through the process of Celebrity
Endorsements. Being a very common practice during these digital times, Celebrity endorsements is said to be a
marketing strategy for various brands where the brand attaches the fame of a celebrity to it. Studies find that
having a partnership with a celebrity whether it’s an actor, sportsperson, journalist or anyone in a field where
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their views are influential to the public eye can help the reach of the brand drastically. In light of this, as per

industry sources, over the past decade, the number of celebrity-led endorsements have increased from 650 ads
in 2007 to 1660 ads in 2017, representing a steady compounded annual growth rate (CAGR) of 10%. Film stars
currently dominate the endorsement industry with 76% share of the endorsement market, followed by
sportspersons with 12%. (Jain, 2019)

Celebrity endorsements can be seen on the packaging of the product they endorse, in advertisements for the
brands as well as speaking on behalf of the brand on social media platforms of both their own and the brand.
When picking a celebrity endorser, a brand usually looks into all aspects of the celebrity, including what their
fans think of them, the support they receive, the amount of fan following they have on social media, reasons why
they receive hate, the content they post on their social platforms, their passions, their strengths as well as
weaknesses and countless other factors.

Though celebrity endorsements have been on a rise for years, as people are getting more aware of their consumer
psychology, the effectiveness of the same is decreasing. People now prefer educating themselves about products
prior to purchase and relying on credible sources as opposed to celebrity endorsements which may have minimal
if any authenticity to them.

This paper aims to explore the impact of celebrity endorsements in the field of consumer psychology by
analyzing varying brands which have gotten popular by relying on a marketing model which contains only
celebrities. It also aims to further uncover the varying drawbacks of celebrity endorsements for brands and
introduces newer and upcoming alternatives such as micro-influencers. In light of this, the research question for
the paper is To what extent do celebrity endorsements impact consumer psychology and are there any
alternatives for this advertising technique?

Celebrity Endorsements and Consumer Behavior

As mentioned above, celebrity endorsements have recently become a very popular tool for brands to integrate
into their marketing strategy. However, contrary to popular belief, celebrity endorsements have existed for a
very long time. Through the 1760s, royal endorsements were used as a type of celebrity branding to promote a
product. The first company that used this tool was called “Wedgwood” - a producer of pottery and chinaware.
Since then, athletes and celebrities from the entertainment industry have dominated endorsements globally.
(Agarwal, 2020)

It is unarguable that advertisements in the modern era have undergone a massive change. This modern route
requires marketers to develop strategies that will prove the most effective and incorporating popular
personalities in brand endorsements has proven to be one of the most successful. The main purpose that lies
behind these strategies is to get brand exposure, attention, interest, desire and action. This is due to the fact that
celebrities have the power to create a greater impact on the consumers buying behavior.

A popular saying states that well-known personalities can convert into excellent salespeople. Giving the world
a familiar face is considered to be the fastest way for brands to develop an association and a bond in the mind
of their consumers. Whenever the consumers come across an actor or loved sports figure endorsing a product,
immediately that product attains credibility as the consumer’s trust and believe well-known faces. Furthermore,
the combination of celebrity endorsements and the widespread reach of social media makes it a lot quicker and
easier for brands to spread the word about their products. This is what gives celebrity endorsements even more
relevance in today’s day and age.
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With regards to the consumer relationship, trust is of the essence as it directly promotes consumer engagement

and purchase behavior. Consumer trust is gradually formed in constant interaction between consumers and the
brand. In this process, compared to the sellers or producers, consumers have a relatively low degree of
understanding of a brand, which leads to risk when they buy goods. Thus, consumer trust reflects their
expectations of the behavior of the brand or company. Generally, consumers initially lack trust in a brand or
company. However, if celebrities represent the corporate image as endorsements, then consumers’ trust in the
celebrities will be transferred to related companies. This is mainly because celebrities are often perceived as
idols by many, and people want to follow their lead and try out products that they personally speak of. Since the
purpose of many companies’ marketing strategies is to build customer trust fast - the best way to do that is by
increasing their engagement through celebrity endorsements. Studies have demonstrated that celebrity effects
enhance brand-consumer trust and help in achieving a positive brand image and increasing consumer interest in
a brand if the endorsement taking place is by a credible celebrity - someone who has a connection with the brand
or product. (Thomas, 2021)

To understand the real impact of celebrity endorsements, they are commonly studied in the realm of consumer
psychology. Celebrity endorsements can have numerous impacts on consumer purchasing habits, particularly
purchasing intention and behavior as explained below:

Purchasing intention

Intent marketing is about marketing goods & items based on the intentions of the consumers or the consumer’s
intent to accept, buy or use a particular product or service which may or may not have been clearly mentioned
by the company or brand (Lumen, 2021). Purchase intentions as a measurement are effective in designing
marketing activities or promotions. The intent of a customer can make it very easy to exactly understand what
kind of content should be displayed in an advertisement.

Purchase intentions as a measurement may be predicted or recorded based on the behavioral data or the
interaction database, captured explicitly when the customer tries to purchase a product or service and the
transaction gets aborted or the purchase doesn’t happen. With regards to the impact of celebrity endorsements
on purchase intentions, a study reveals that “celebrity's physical attractiveness, credibility, popularity, expertise,
match-up, and multiple endorsements all have positive impacts on purchase intention”. (Nhy-Ty,2021)

Behavior

With celebrities vouching for or promoting their products, brands can increase awareness, trust and familiarity,
which are important variables in the purchase decision-making process. Consumers feel more sympathetic
towards a brand if their products are promoted by a celebrity they admire or relate to. It’s a simple psychological
effect: Subconsciously people believe that purchasing a product that’s promoted by a celebrity they admire, will
allow them to emulate the celebrity’s desired traits or attract similar people into their lives. They will associate
the celebrities’ success, beauty, athletic skill etc. with a particular product. (Okoli, 2016)

On the whole, in the world of advertisement, in order to stand out from the clutter, celebrity endorsement is
considered the most effective tool that will do the job. This technique of involving celebrities with a brand is a
winning formula to build the brand and enhance its value. However, that being said, in order for brands to reap
the benefits celebrity endorsement have to offer, they must be prepared to go through the effort of finding a
suitable celebrity which the public will be able to trust for the product being promoted.
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Celebrity endorsement theories and brand analysis

In the realm of consumer psychology, we study celebrity endorsements and their effectiveness using many
specific theories and tools. One of the most popular models is the Source Credibility Model. According to the
source credibility model, “the effectiveness of a message depends on the perceived level of expertise and
trustworthiness of an endorser” wherein Hovland defined expertise as “the extent to which a communicator is
perceived to be a source of valid assertions”, and trustworthiness as “the degree of confidence in the
communicator’s intent to communicate the assertions he considers most valid” Furthermore, along with source
valance, which is said to be referred to as the perceived attractiveness of a given source, a tri-component scale
was developed with the aim to measure the credibility of a source (Li and Yin, 2018).

As per the model, an endorser is able to positively influence the attitude or purchasing intentions of customers
for a particular brand if he or she has a certain level of trustworthiness and expertise on what the product or brand
they endorse is about (Zhang, Zhou and Liu, 2020). The credibility of the endorser drastically impacts the
consumer purchasing behavior, for example, if a fitness guru endorses a yoga mat the credibility of the
endorsement would be more than when a celebrity who has no background, connection or credibility on a topic
like fitness or yoga endorses the same. In few research studies, it is seen that sources with high credibility induce
higher behavioral compliance among viewers than sources with low credibility.

A credible source can be particularly persuasive when the consumer has not yet learned much about a product
or formed an opinion on it as they directly connect the endorser to the product. If the source is highly credible,
there will be more positive attitude changes and stronger behavioral changes towards the advertisement and the
brand as a whole. (Peterson,2021) Consumers can be swayed by a credible, expert source and that is why the
source credibility model is very useful when consumers have a high involvement. When consumers have a high
involvement, they tend to be influenced by arguments that are relevant to the message and the various claims
made by a celebrity. Credible sources and strong arguments will be influential when attitudes are changing at
high involvement of consumers, they will be held with more confidence, will be more persuasive, and resistant
to change than when they are formed with low involvement (Business Concepts, 2021). This model can also be
further linked with the match-up hypothesis which states that endorsers are more effective when there is a fit
between the endorser and the endorsed product.

Sugar Bear Hair proves to be the perfect example of a brand that relies heavily on celebrity endorsements. The
company was founded in 2015 by Nicole Nightly and Dan Morris, a couple residing in Florida selling pastel,
gummy bear-shaped vitamins in versions meant for hair growth, sleep and overall health. The brand has achieved
online fame, especially within the young female demographic, by marketing their hair vitamins through celebrity
influencers like the Kardashians (Hussain, 2020). These vitamins are now widely referred to online as the
“Kardashian hair vitamins” and have spawned various copies of the now “insta-famous” blue, bear-shaped,
gummy vitamins.
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Figure 1: (Wall, 2018)

Before starting the hair vitamin gummies, Nightly attempted to build a career by being a beauty blogger on
YouTube. When she wasn't successful, she got out, and become an entrepreneur who recognized a moneymaking
opportunity in the “detox” industry. She created Skinny Fox Detox, “a 100% organic detoxifying tea program”
that gives you increased natural energy, improved skin complexion and a flatter stomach according to the claims
made on the website. Her golden creation is said to be SugarBearHair because of the strategy she developed
wherein the products are marketed by paying celebrities up to millions per Instagram post to promote the product
to their legions of GenZ followers.

These gummies are marketed as a line of vegetarian hair vitamins said to make your hair stronger, thicker and
longer. The brand is said to claim that “the majority of our customers found their nails and skin quality improved
over time while taking SugarBearHair.” (Evolution Of Celebrity Endorsements, 2021)

Becoming one of the most successful Instagram brands in history. And they’ve been ranked as the #1 best-selling
hair vitamin in all of Amazon.com. The gummies appear to have good consumer reviews. However, a few critics
have said the bears are allegedly overpriced and that they don’t provide any extra nutrients than what can be
obtained in a typical grocery store vitamin, at a fraction of the price, at that.

The attractiveness of these gummies may lie in the fact that they are usually promoted through large scale
celebrities with a lot of followers like Kylie Jenner, Kim Kardashian and various other celebrities. However,
these individuals have no connection or certification in the vitamin or health aspect. So, when we apply the
source credibility model to the brand, we could argue that they have missed the mark with the choice of endorsers
in the aspect of credibility. (Rizal, 2018) Most of the endorsed celebrities have also made it publicly known
online one way or another that the hair on their heads is not entirely theirs and they invest in hair wigs which
should not be required according to the claims of the sugar bear hair gummies which is about hair growth and
hair care. This further reduces the credibility of the brand.

On the whole, the brand misses the mark on both the trustworthiness and expertise of its endorsers. The
Kardashians although are idolized by many and increase the hype and engagement of the product, cannot be
relied on as people are getting more aware of what they are buying. (Chaudhuri and Swaraj, 2004) A celebrity
who has knowledge about hair care and supplementary products would be a more trustworthy source of
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information for the consumers. Even a health expert such as a doctor could prove more trustworthy as they would

have information about the ingredients of the product and the potential authenticity of the claims made.

The drawbacks of Celebrity endorsements

On the whole, even though many people think that celebrity endorsements can help positively influence a
consumer’s purchasing choice, there are also many drawbacks of this advertising technique that are essential to
consider when evaluating this strategy. Soderlund was one of the first few who talked about the negative impacts
of endorsements by mentioning that celebrities can be perceived as less trustworthy when they are advertising
too many brands (multiple brand endorsements) since the consumers get diverse information. Furthermore, a
celebrity who is linked with positive information has a greater opportunity to reach out to the targeted audience.
But negative information brings an association that decreases the trustworthiness of a celebrity and the fit with
the brand. Therefore, the use of celebrity endorsers has a high potential risk to advertisers. (Chetty,2019)

As per many consumer psychologists, when a celebrity endorses a brand, they get linked to it in the minds of
the consumers. Therefore, if ever the celebrity is caught in a bad scandal or received negative media attention,
it is immediately associated with the brands they are promoting. Due to this many brands have lost customers,
as well as many celebrities, who have received hate for endorsing the wrong brands. This could be very
dangerous for brands like Sugar Bear Hair that rely solely on celebrity endorsements to sell their products and
their gummies have been described as “Kardashian gummies” due to the level of involvement and promotion
done by the Kardashians for them. (Kekatos,2017)

Furthermore, a lot of extensive market research is required to pick the most appropriate celebrity to endorse the
product based on the message the brand wants to portray and the target audience. Choosing the right celebrity
who can add value to what the product is and give an educated authentic review on the products adds more value
rather than choosing a celebrity with no connection to the brand or what it promotes/sells. This process can be
very time and cost-intensive for a brand. If after all the effort, they make an inappropriate choice of celebrity,
they will fail at communicating the intended message from the ad and therefore not drive the consumer's
purchase intention in favor of the brand.

Drawbacks of endorsers also include the high cost of keeping an endorser, for each social media mention and
post or ad. Celebrity prices to endorse a product depending on their reach on social media as well as their fanbase.
The most important thing to notice when looking at the social media of a potential endorser is the engagement
pattern of followers- this tells you how interested followers are in the celebrity on their social media platforms
and whether promoting a certain brand will add value or not. It is important for a brand to assess if the increase
in consumer interest and revenue is worth the cost of the endorsement. For example, per post of SugarBearHair,
Kylie Jenner is paid 1 million dollars on her Instagram. So, if you’re spending big money, you need to make sure
you’re getting your return on investment.

If a celebrity is extremely popular, their popularity might instantly overshadow the brand and its identity. If the
ad focuses too much on the celebrity, it can cut out brand recognition in the minds of consumers losing the main
idea of the endorsement. This can also become a problem if a celebrity is endorsing multiple products at the
same time, as they might see the celebrity and associate it with another brand. (Young,2020)

Alternatives to Celebrity endorsements

Though when celebrity endorsements work, they might be superbly effective for a brand, if they are not correctly
applied to the marketing strategy of a brand, they can have many drawbacks as seen above. In light of this, it is
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important for companies to not rely on celebrity endorsements as a sole advertising technique but try combing it

with other effective strategies or then attempt to look for an alternative that may be similar but give better benefits
in return. Traditionally this may have included using advertisements on televisions, hoardings put strategically
in places like near red lights or signs on a highway. However, the use of these techniques slowly declined when
social media started taking over. One such example of social media marketing of a brand or product that is
upcoming and gaining a lot of popularity is the concept of Influencer marketing. Although the concept of
depending your purchasing intentions on an influencer may seem unorthodox to the older generations, 60% of
Teens are said to Follow Advice from Influencers Over Celebrities (Digital Marketing Institute, 2018).

RI\/\,_,

Figure 2: (Olmstead, 2019)

“Influencer marketing is a type of marketing that uses influencers to promote a brand to a larger market.
Influencers are opinion leaders with a social following base. They appear as experts or trustworthy sources of
information.” (Patel, n.d) Recently the concept of influencer marketing has become popular due to the drastic
rise of social media outreach and usage by impressionable people all over the world. Real people are most
persuasive for products and services that require social approval, and it is widely known that influencers reviews
are more authentic and the probability of them using a product or service that they publicize is way higher.
(Meglio, 2021) Influencer marketing enables brands to reach people they can't attain through traditional
advertising methods like ads. For example, two-thirds of consumers are said to be using ad blockers on web
pages, but the same people willingly take advice from influencers. In fact, a study has found that around 80% of
users have purchased something based on an influencer’s recommendation.

Brands that already employ influencer marketing have proven the effectiveness of this and talked about how it
is more effective and less costly as it does not have only one platform and does not require paying a celebrity
large sums of money. It has become popular due to its many benefits including:

Brand awareness - 40% of marketers use influencer marketing to boost brand awareness as you reach people of
all ages and from all over the world through their phones. (Geyser, 2021) Choosing the right influencer who has
valid and trustworthy opinions to share your brand’s story, mission, and values with their follower base adds
authenticity to the brand and its value.

Content and marketing strategies - Influencer marketing is a great opportunity to liven up your social media
accounts and gain hype on them. Reposting influencer content or even encouraging followers to create user-
generated content, can increase a brands outreach majorly. The knock-on benefit is the ability to use blogger’s
images for other marketing channels, such as targeted advertising.

Cost-effectiveness - Rather than paying large sums of money to celebrities, influencer marketing can at times be
more effective although being cost-effective as depending on the budget of the brand you can choose the right
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influencer. A well-thought-out influencer marketing strategy can drive better results for lower fees or even allow

you to barter in the future.

It is said that 70% of Teens Trust Influencers More than Traditional Celebrities so it targets the younger audience
who are impressionable. It's extremely difficult for brands to build the same level of trust that influencers possess,
but thanks to influencer marketing that trust can be transmitted to your brand. Therefore, influencer marketing
is an effective way to improve your marketing strategy, reach business objectives, and even cut expenses.

Conclusion

The trend of celebrity endorsements has been around for many decades now. Many positives, as well as
negatives of celebrity endorsements, have been discussed above and been analyzed through SugarBearHair.
SugarBearHair has seemed to miss the mark with its choice of endorsers which questions the authenticity and
trustworthiness of the brand and its products.

In light of the various negatives discussed about celebrity endorsements and the challenges that come with them,
there is a lot of research being conducted into the concept of influencer marketing which is an upcoming trend
that is rapidly growing as social media is becoming more dominant in today's world and society. As already
analyzed, influencer marketing is more effective both in the realms of outreach and cost-effectiveness. It can
allow for better and more targeted reach and more effectiveness in the promotion of the product which ultimately
becomes a better long-term strategy for a brand to promote their product or service which is similar to the
concept of celebrity endorsements.
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