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Abstract  
Polio is found to be most crippling disease. Pakistan is among those 

countries where polio still exists, it has been seen in most of the 

vaccination refusal cases coming from Khyber Pakhtunkhwa and 

FATA. To overcome this problem celebrity Shahid Afridi selected to 

transfer the message of polio eradication. Celebrity endorsement is a 

widely used tactic in marketing and much research has been done on 

the selection and effect of celebrity endorsement. The purpose of the 

study is to find the influence of a celebrity Shahid Afridi appeared in 

the polio campaigns advertisement for endorsement does bring any 

change in consumer attitude. Data has been collected from 140 

respondents in questionnaire form. To verify the devised model 

frequency, regression analysis and CronBach Alpha run in SPSS. 

Finding from this paper confirm celebrity endorsement has a 

significant effect on changing attitude towards the polio campaign and 

it advertisement. Result shows physical attractiveness has a significant 

effect on changing the attitude towards the polio campaign, while 

source of credibility and compatibility doesn’t show a significant effect 

on changing the attitude towards polio campaign Therefore weak 

relationship found between celebrity endorsement and attitude in case 

of polio campaign.  
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I.  Introduction 
 In today industry, celebrity endorsement considered as a billion dollar (Kambitsis 

et al., 2002) where celebrity are signing and dealing with different companies. 

Companies put their optimism on celebrity and start expecting that they will definitely 

lend a hand stand out from mess and provide significant and inimitable position in 

consumers mind. The celebrity endorsement has its own feature regarding to its 

advertisement and brand, main reason for using they have a potential of creating 

awareness and positive feeling towards them. Using celebrity endorsement in an 

advertisement may also perceive for entertainment. Advertisement is one of the features 

where celebrity endorsed quality of its brand for pursuit. 
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 In modern marketing the most ubiquitous feature in advertising is using celebrity 

endorsement. Researcher were more curious in finding out the effect of celebrity 

endorsement to specific behaviour, some argument were being raised asked by the 

researcher when it come in front of the attitude towards a particular conduct. 

(Mehta,1994; Ohanian, 1991). Attitude is an act in response towards the commercial, 

continuous favour or unfavourable approach towards common advertising (Mackenzie 

and Lutz, 1989).(Aaker et al., 1986) defined attitude as Individual who uses his 

intellectual way in order to systematize, the way they observe their surroundings and 

guide them to react to that environment. 

 

 In today the context of communication channel, celebrity endorsement used as a 

strategy as a requisite in integrated marketing communication. Largely influencing this is 

the reason why Hamish Pringle (2004) argues and considered celebrity endorsement a 

convincing tactic. 

 

 In this globalization world, marketing communication campaigns design so 

colorful and overwhelm which can easily grab the attention and create a positive 

awareness among the consumer. In today modern world, advertisement and commercials 

are the easiest way of transforming messages design by the brand or companies. Most of 

the people may ignore the advertisement, flipping the magazines and newspaper but 

celebrity has such kind of charismatic traits which make ads more memorable. Celebrity 

enjoys public recognition within the society generally differ from common people. In 

Pakistan lets us view different celebrities sportsmen’s (Shahid Afridi, Imran Khan, 

Wasim Akram), actors (Shan, Javed Sheikh, Reema), models (Iman Ali, Maira 

Khan,Fawad Khan). 

 

 Celebrities have been hired for different advertisement, most of the companies 

they choose celebrity for their brand and promotion. In the selection process, keeping in 

mind the features of celebrities related to specific field. Due to plethora of brands, to 

make consumer choice fix and in order to persuade them they use different promotional 

feature and images of the product to be well match with celebrity. The subsequent 

success of such campaigns depends upon the in-depth understanding of the product and 

brand. The desired result of such campaigns can be achieved by choosing the right 

celebrity and associating the celebrity with brand and product.In marketing, Celebrity 

endorsement defined as celebrity is one when he/she appeared in the advertisement is 

easily identified by the public while presenting a consumer product (McCracken, 

1989).According to Melissa St. James, a doctoral researcher and marketing lecturer at 

The George Washington University, he said By using celebrities in ad, it aid in getting 

consumer’s attention, makes them aware, and creates more worth of being remembered. 

McCracken (1989) noted " Celebrities effectiveness depend on the credibility, it’s used as 

a marketing devices " (p. 311) .the empirical study has shown some evidence on both 

sources 1) expertise and 2) trustworthiness has an effect on attitude & product 

assessment. Another studies conducted by Hovland et al. (1953), assessed the impact on 

altering attitude as well as product perception & behavioural intention where author wield 

the level of expertise or trustworthiness. For the celebrity endorsement and 

communication process the two models has been specified and applied, these two models 

are source of attractiveness and source of credibility. Both model put reflection on 

celebrity endorsement. These models are design to verify the circumstances under which 

message is used for correspondent and convincing. The effectiveness of message depends 
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on the contents of model source of expertness and trustworthiness. The model sources of 

credibility put ease on the analysis of social psychology too. Expertness defined itself as 

source of expertise perceived as the ability to construct valid opinion. Trustworthiness 

defined as the source of perceived willingness to compose suitable assertion. This model 

exhibits that source of ‘trustworthiness’ and ‘expertness’ is credible and prolong to 

‘persuasive’. In another research trustworthiness defined as the where people perceived 

the celebrity endorser as honest and sincere. 

 

 Some of the literature of physical appearance shows celebrity changes the attitude 

of the consumer. Celebrity having charismatic appearances which encourage positive 

feeling in the consumer (menon & Rogers, 1980). Many research studies show the 

relationship between physical attractiveness and attitude .It has been found in many 

research physical attractiveness of the celebrity facilitate in altering attitude (Baker and 

Gilbert 1977; Caballero and Price 1984; Chaiken 1979; Horai et al. 1974; Joseph 1982; 

Kulka and Kessler 1978; Mills and Aronson 1965; Mills and Harvey 1972; Petty and 

Cacioppo 1980). 

 

 The contend for building a brand equity, first initiate a original emblem for brands 

personality, brand equity considered as strong and good strategy King (1991). Zyman and 

Miller (2001) shows that a frame work of a brand is concerned following factors such as 

relevance, presences, credibility, differentiates and imagery are involved. In celebrity 

endorsement especially credibility element has been focus by certain researchers. 

(Hovland and Weiss, 1951; McGuire, 1969; Hass, 1981)The same with imagery and 

differentiate presence exist to some extend (Atkin and Block,1993; Ohanian, 1991; 

Sherman, 1985; Belch and Belch, 1995 and 2001; Walker and Dubitsky,1994; Kaikati, 

1987). Relevance is perceived as an important and considered as a relevant element for 

consumer, in the context of other area relevance can be looked for successive result. A 

greatest study by Walker et al. (1992) exhibit different celebrities have been engage with 

different products due to pairing they have affected the subject of perceiving images of 

those goods with the appearance of the corresponding products.After many research on 

the celebrity endorsement selection procedure numerous models were identified which 

describe and support this process. (Hovland, 1953; McGuire, 1985; Forkan, 1980; 

Kamins, 1989; McCracken, 1989) Compatibility is the most vital precondition considered 

for celebrity and it should be well-matched with consumer standard of living Rogers 

(1983) Source of credibility is the first model looked by (Hovland, 1953) in this model 

author  have mentioned two points, level of expertise and level of trustworthiness .The 

effectiveness of celebrity endorsement message depends upon these two levels which is  

perceived and notice mostly by the consumers (Hovland et al., 1953; Solomon, 1996).The 

celebrity endorser message has an influencing power on opinion, attitudes, beliefs and 

behaviour this process is known as internalization. The second model source of 

attractiveness (McGuire, 1985).According to this model attractive people has a positive 

influence on consumers. McGuire (1985) Mentioned similarity, liking and familiarity of 

the celebrity endorser can put message more effective to the consumers. According to 

some researches it’s found that celebrity endorsers having charismatic physical attraction 

are more flourishing at changing belief of consumer and can generate intention of 

purchasing. In this world comparatively now it becomes a general trend celebrity 

endorsement using as a model. For effective advertising the product prerequisite argues 

that celebrity image and product/brand image should be matching.  
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One of the argument made by Sheth et al. (1999) on stimulus characteristics like objects 

and brands and stories etc which help in shaping the perception, keeping in mind the 

context of delivering (social and cultural) and characteristics of customers (experience, 

knowledge and expertise).It comes under stages where consumer either be acquainted 

with the connection between celebrity and brand/product or refuse this association.Till 

and Shimp (1998) Celebrity endorsement has an ability of building credible image not 

only that it provides opportunity but also helps in making strategy. Element like 

Expertise, trustworthiness, persuasiveness and objectiveness are considered important in 

making a proposal of credible image. According to 30 years research shows that one of 

the elements of celebrity endorsement credible is perceived more compelling compared 

to low credibility sender (Hovland and Weiss, 1951; McGuire, 1969; Hass, 1981). 

Solomon et al.(2002) indicate trustworthiness , objectivity and expertise are considered as 

a source of credibility. Loudon and Della Bitta (1993) here mention some indication of 

source credibility like trustworthiness, likeability, status, expertise and physical 

characteristics. The outline of source credibility perceived and expected doing this 

performance for money. King (1989) According to the study 64% young people has lost 

their faith on believing the credibility of celebrity endorser. Especially young people 

perceived these celebrities came in advertisement only to generate money.In some studies 

it has been concluded celebrity endorsement and its sources has an impact on consumer 

attitude diverse literature is available on it .The most influencing factors which changes 

the attitude towards the brand and advertisement were physical attractiveness, source of 

credibility and compatibility. Advertisement is one of the best features transferring the 

idea or product about brand and changing the consumer attitude. The factors through 

which consumer like celebrity commercial, celebrity who seems more having a 

professional skills and good appearance, outlook and career fortitude. The strategy of 

celebrity endorsement advertisement under the true situation certainly show validation of 

all your cost which has been connected with the advertising. Celebrity endorsement 

considered as strategy for promotion. It has been evaluated in the market; both celebrity 

endorsement and advertisement mixed strategies together show the effective celebrity 

quality. The concept of source of credibility and physical attractiveness, based on the 

agreed assumption & multiple products endorsed. Consumer starts believing on the 

celebrity and his promises delivered during the advertisement. 

 

 The purpose of the study is to find the influence of a celebrity Shahid Afridi 

appeared in the polio campaigns advertisement for endorsement does bring any change in 

consumer attitude. These are objectives of the research: 

 

 Explore the impact of factors effecting on celebrity endorsement  

 Impact of celebrity endorsement factors in effecting attitude towards polio 

campaigns  

 Identifying the right celebrity to endorse for polio campaigns  

  

 The significance of the study will help if we develop campaign related to social 

marketing especially polio campaigns, to observe the effect of celerity endorsement in 

changing the attitude towards the polio campaigns. The advertisement prepared by the 

companies, such ads does have any lasting effect on changing the attitude. This study will 

be advantageous for the companies who build such campaigns as well as to know the 

effect of celebrity endorsement. 
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II.  Methodology  
 Methodology used is survey research. The data is collected form vicinity of 

Peshawar from different universities students, housewives, and private and public sector 

employees. The importance of solving personally administered questionnaire is due its 

response rate is very high and effective. The sample size consists of random 140 

respondents.  For data assortment structured questionnaire has been used. Five point 

semantic differential scale questions used which were closed ended in nature. These main 

questions which are further divided into sub questions measure the association between 

the independent and dependent variables. Semantic differential scale varied from very 

unlikely =1 to very likely =5. 

 

 Cronbach alpha test is used for in order to measure the reliability question in the 

questionnaire. Through the method of cronbach we calculate the amount of confidence 

coefficient which is 0.86 or 86% obtained. This number 86% shows that the applied 

questionnaire enjoys the confidential reliability. 

 

III.  Demographic Data 

age  

  
Frequency Percent Valid Percent 

Cumulative 
Percent 

Valid less than 20 3 2.1 2.1 2.1 

20-39 110 78.6 78.6 80.7 

40-59 25 17.9 17.9 98.6 

60 and above 2 1.4 1.4 100.0 

Total 140 100.0 100.0  

 

Table 1 

A sample of 140 respondents has responded the questionnaire which was about the polio 

campaign, in which the aggregate age of the respondent has shown. 2.1% of the 

respondents have age less than 20 years, 78.6% have age in between 20-30 years, 17.9% 

have age in between 40-59 and 1.4% has age more than 60.  

 

gender  

  Frequency Percent Valid Percent Cumulative Percent 

Valid male 84 60.0 60.0 60.0 

female 56 40.0 40.0 100.0 

Total 140 100.0 100.0  
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Table 2 

The table shows that 60% of the respondents were male and 40 % respondents were 

female. 

 

marital status 

  Frequency Percent Valid Percent Cumulative Percent 

Valid single 87 62.1 62.1 62.1 

married 48 34.3 34.3 96.4 

divorced 3 2.1 2.1 98.6 

widow 2 1.4 1.4 100.0 

Total 140 100.0 100.0  

 

Table 3 

The table shows that 62.1% respondents to the questionnaire were single, 34.3% were 

married, 2.1% were divorced and 1.4% was widow.. 

 

qualification  

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid high school 13 9.3 9.3 9.3 

bachelor degree 67 47.9 47.9 57.1 

graduate of professional 
degree 

60 42.9 42.9 100.0 

Total 140 100.0 100.0  

 

Table 4 

The table shows few of the respondents were from the high school which is 9.3%, 47.9 % 

were from bachelor degree and 42.9 were from the graduate of professional degree.  

 

occupation 

  
Frequency Percent Valid Percent 

Cumulative 
Percent 

Valid student 75 53.6 53.6 53.6 

businessman 9 6.4 6.4 60.0 

government employee 21 15.0 15.0 75.0 

private employee 20 14.3 14.3 89.3 

other 15 10.7 10.7 100.0 

Total 140 100.0 100.0  

 

Table 5 

The table shows that 53.6% respondent to the questionnaire were student  , 6.4% were 

businessman , 15% were government employee, 14.3% were private employee  and 

10.7% were other (includes housewives).  

 



Muhammad Imran Wazir, Usman Zahoor      819 

how many times have u seen this advertisement  

  Frequency Percent Valid Percent Cumulative Percent 

Valid once 27 19.3 19.3 19.3 

twice 18 12.9 12.9 32.1 

often 42 30.0 30.0 62.1 

rarely 35 25.0 25.0 87.1 

never 18 12.9 12.9 100.0 

Total 140 100.0 100.0  

 

Table 6 

The table shows that 19.3% has seen the advertisement once, 12.9 % seen it twice, 30% 

seen it often, 25% seen it rarely, 12% seen it never.  

 

Regression Analysis  

Table 7 

Variables Entered/Removed
b
 

Model Variables Entered 
Variables 
Removed Method 

1 compatibility, Physical 
Attractiveness, Source of 
Credibility 

. Enter 

a. All requested variables entered.  

b. Dependent Variable: Attitude  

 

The dependent variable is attitude while the independent variables are physical 

attractiveness, source of credibility and compatibility which comes under celebrity 

endorsement. 

 

Table 8 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .450
a
 .202 .185 .75590 

a. Predictors: (Constant), compatibility, Physical Attractiveness, Source o credibility 

 

The table shows that the 18.5% of the dependent variable is affected due to the 

independent variable. This shows a weak relationship between celebrity endorsement 

(physical attractiveness, source of credibility, compatibility) and attitude. 

 

Table 10 

ANOVA
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 19.694 3 6.565 11.489 .000
a
 

Residual 77.708 136 .571   

Total 97.401 139    
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a. Predictors: (Constant), compatibility, Physical Attractiveness, Source of Credibility 

b. Dependent Variable: Attitude     

 

There is a significant association between celebrity endorsement and attitude towards the 

polio campaign  

 

There is no significant association between celebrity endorsement and attitude towards 

the polio campaign  

 

As the p value less than 5% so we accept the alternative hypothesis and conclude that 

there is a significant association between celebrity endorsement and attitude towards the 

polio campaign. The value of sum of square of regression should be greater than residual 

sum of squares this shows the strong association between the two variables, as we 

concluded from the above table the value of sum of square of regression is 19.6 which 

less than residual value which is 77.7 .it mean there is weak association between celebrity 

endorsement (physical attractiveness, source of credibility, compatibility) and attitude. 

 

Table 11 

Coefficients
a
 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.621 .367  4.418 .000 

Physical Attractiveness .264 .090 .269 2.921 .004 

Source of Credibility .125 .085 .141 1.476 .142 

compatibility .166 .112 .137 1.479 .141 

a. Dependent Variable: Attitude     

 

Due to 1 unit change occur in attitude, will bring .264 changes in physical attractiveness. 

Due to 1 unit change occur in attitude, will bring .125 changes in source of credibility. 

Due to 1 unit change occur in attitude, will bring .166 changes in compatibility. 

 

IV.  Conclusion  
 After conducting a research we finally come to conclusion that there is a 

reasonable significant association exists between celebrity endorsement and attitude 

towards the polio campaigns. As celebrity endorsement and its sub-element physical 

attractiveness show the significant association with attitude towards the polio campaign 

and its advertisement, but source of credibility and compatibility are also the sub element 

of celebrity endorsement which doesn’t show the significant association with attitude 

towards the polio campaign and its advertisement.  It is being observed if celebrity 

appeared in the advertisement, people’s attitude towards the polio campaign 

advertisement found changed. Due to appearance of Shahid Afridi as celebrity in the 

polio campaign advertisement different shift have been found in consumer attitude. From 

this result reasonable change occur in consumer attitude due the celebrity endorsement. 

UNHCR and WHO and prime minister monitoring & co-ordination cell for eradication of 

polio selected Shahid Afridi for this campaign, who having a very much influence on the 
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people especially in Peshawar. Hence it was concluded statistically it is found that 

celebrity Shahid Afridi has an influence on consumer in changing the attitude towards 

polio campaign and creating awareness in the society. 
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