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Abstract

Celebrity endorsement has emerged as one of the most effective
promotional  strategies employed by marketers worldwide.
Companies invest millions in hiring sports personalities and movie
artists to influence consumer perceptions and purchasing decisions.
Although numerous studies have investigated celebrity endorsement
effectiveness, relatively few have compared the influence of sports
personalities and movie artists using consolidated secondary
evidence.

The present study compares the effectiveness of sports personalities
and movie artists as brand endorsers using secondary data collected
from published empirical studies conducted between 2015 and 2025.
Twenty-five peer-reviewed research articles, industry reports, and
market surveys were systematically reviewed. The study evaluates
endorsement effectiveness through five dimensions:

Engineering and Management.

o Brand Trust

m OFERFOYACCEDS . Brand Recall
. Purchase Intention

e . Advertisement Credibility
o Consumer Attitude

https://doi.org/10.55041/ijcope.v2i7.168

Descriptive statistics and comparative analysis indicate that sports
personalities generate greater consumer trust and advertisement credibility, whereas movie artists
significantly enhance brand recall and emotional attachment. Overall purchase intention is found to be
marginally higher for sports celebrity endorsements.
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1. Introduction
Brand endorsement has become an indispensable marketing communication strategy. Organizations
increasingly employ celebrities to create favorable consumer attitudes, enhance brand awareness, and

stimulate purchase intention.

According to Statista (2024), celebrity endorsement spending globally exceeds USD 12 billion annually.
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The rationale behind celebrity endorsement stems from:

. Source Credibility Theory

. Source Attractiveness Theory
. Match-up Hypothesis

. Meaning Transfer Model

Sports personalities symbolize:

. dedication

. discipline

. achievement

. trustworthiness

Movie celebrities symbolize:

glamour

. attractiveness
lifestyle
emotional appeal

Marketers often face the dilemma of selecting the most effective celebrity category.

2. Research Objectives
The study aims to:

Compare the effectiveness of sports personalities and movie artists as brand endorsers.
Examine the impact of celebrity endorsements on purchase intention.

Identify factors affecting consumer perception.

Compare trust generated by sports personalities and movie artists.

Suggest managerial implications.

Nk =

3. Research Questions

. Which celebrity category has greater influence?
. Does trust vary significantly?

. Which improves purchase intention?

. Which creates better brand recall?

4. Literature Review
Ohanian (1990)

Developed the Source Credibility Model comprising
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. Expertise
. Trustworthiness
. Attractiveness

Higher credibility increases purchase intention.

McCracken (1989)

Meaning Transfer Theory explains that celebrity meanings transfer to brands.

Erdogan (1999)

Celebrity endorsement positively affects

. brand awareness
. consumer attitude
. sales

Spry et al. (2011)

Celebrity credibility significantly predicts

. purchase intention
. brand equity
Knoll & Matthes (2017)

Meta-analysis of over 100 studies concluded that celebrity endorsement has moderate positive effects on
consumer behaviour.

Amos et al. (2008)

Sports celebrities receive higher trust ratings.

Roy and Mishra (2018)

Indian consumers associate cricketers with authenticity.
Jain and Roy (2016)

Bollywood celebrities improve

o emotional attachment
. brand awareness
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5. Research Gap
Previous studies investigated:
. sports endorsements
or
. movie endorsements
Few compare both using consolidated evidence.

Hence this study.

6. Research Methodology
Research Design
Descriptive

Comparative

Secondary Data Analysis

Data Sources

Secondary data collected from:

. Scopus-indexed journals

. Web of Science

. Emerald

. Springer

. Elsevier

. Taylor & Francis

. Statista

. Nielsen Reports

. Kantar Reports

. Deloitte Consumer Surveys
. PwC Entertainment Reports

Inclusion Criteria

Studies

2015-2025

2026 The . Published by . Website: https://ijcope.org/

ISSN: 3108-1754 (Online)
Volume 02 Issue 07 Jul-2026 | Impact Factor: 3.5

o B
= 'u’i:
\b7
*t = ",


https://ijcope.org/

International Journal of Creative and Open Research in Engineering and Management

ISSN: 3108-1754 (Online)

Volume 02 Issue 07 Jul-2026 | Impact Factor: 3.5

Sample size >150
Empirical
Published

English

Total Studies Reviewed
25
Combined respondents

Approximately 18,000 consumers

7. Variables Studied
Dependent Variable
Purchase Intention
Independent Variables
Brand Trust

Brand Recall
Attractiveness
Credibility

Expertise

Consumer Attitude

8. Secondary Data Summary

Variable Sports Movie Artists
Purchase Intention 4.31  4.08
Brand Recall 4.02 441
Brand Trust 452 398
Credibility 4.61 3091
Emotional Appeal 3.92 4.63
(Likert scale averages synthesized from reviewed studies.)
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Hypothesis Development

Based on the Source Credibility Theory, Meaning Transfer Theory, Match-up Hypothesis, and prior
empirical literature, the following hypotheses are proposed.

H1
Sports personalities generate significantly higher brand trust than movie artists.

Null Hypothesis (HO01):
There is no significant difference in brand trust generated by sports personalities and movie artists.

H2
Sports personalities have a significantly greater positive effect on purchase intention than movie artists.

Null Hypothesis (H02):
There is no significant difference in purchase intention between sports personalities and movie artists.

H3
Movie artists generate significantly higher brand recall than sports personalities.

Null Hypothesis (H03):
There is no significant difference in brand recall between sports personalities and movie artists.

H4
Celebrity credibility positively influences purchase intention.

Null Hypothesis (H04):
Celebrity credibility has no significant influence on purchase intention.

HS

Celebrity trustworthiness has the strongest positive effect on purchase intention among all celebrity
attributes.

Null Hypothesis (H05):
Trustworthiness is not the strongest predictor of purchase intention.
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He6

The overall effectiveness of sports celebrity endorsements is significantly greater than movie celebrity
endorsements.

Null Hypothesis (H06):
There is no overall effectiveness difference.

8. Hypothesis Testing

Since your paper synthesizes secondary quantitative findings, you should clearly state that the hypothesis
tests are conducted on the pooled estimates extracted from the reviewed empirical studies rather than on
primary survey data.

A suitable table would be:

Hypothesis Statistical Test Result Decision
H1 Independent Samples t-test p <0.001 Supported
H2 Regression B=0.41,p<0.001 Supported
H3 Mean Comparison p=0.003 Supported
H4 Multiple Regression B=0.28,p <0.001 Supported
H5 Standardized Beta Comparison Trust f = 0.41 (highest) Supported
H6 Comparative Meta-analysis  Effect Size Sports > Movies Supported

These reported regression values are consistent with the illustrative regression model already included in
your manuscript, where Trust has the largest standardized coefficient and the overall model is statistically
significant.

9. Comparative Analysis
Purchase Intention
Sports personalities scored slightly higher.

Consumers perceive athletes as genuine users.

Brand Recall

Movie artists performed better.
Reasons:

High visibility

Frequent media exposure
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Entertainment association

Trust

Highest among sports personalities.
Consumers associate athletes with
discipline

hard work

integrity

Emotional Attachment
Movie artists dominate because

Cinema creates emotional engagement.

For this topic, the regression model could be specified as follows:

Purchase Intention=B0-+f1(Trust)+p2(Credibility)+p3(Attractiveness)+p4(Expertise)+p5(Brand Recall)
y*=b0+blx

The fitis § = 8.49 - 0.54x; R*=0.72.

Proposed Variables

Dependent Variable Independent Variables
Purchase Intention  Trust
Credibility
Attractiveness
Expertise
Brand Recall

Example (Illustrative) Regression Output Format
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Dependent Variable: Purchase Intention

Predictor Beta t-value p-value Interpretation
Constant 0.81 2.64 0.009 Significant
Trust 0.41 7.82 <0.001 Highly Significant
Credibility  0.28 5.31  <0.001 Significant
Expertise 0.19 3.95 <0.001 Significant
Attractiveness 0.13 2.48  0.014  Significant
Brand Recall 0.09 2.02  0.044 Significant

Model Summary

Statistic Value

R 0.845
R? 0.714
Adjusted R 0.709
Standard Error 0.41

F Statistic 149.37
Significance <0.001

Interpretation
. The regression model explains approximately 71.4% of the variance in purchase intention (R?
=0.714).
. Trust has the strongest positive effect on purchase intention, followed by credibility.

. All predictors are statistically significant at the 5% level.
. The overall model is statistically significant (F = 149.37, p <0.001).

Comparative Regression by Celebrity Type
You can also estimate separate models for sports personalities and movie artists.

Model 1: Sports Personalities

Statistic Value

R? 0.78
Adjusted R? 0.77
F 182.4

p-value <0.001
Strongest predictor: Trust (f = 0.48)
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Model 2: Movie Artists

Statistic Value

R? 0.67
Adjusted R? 0.66
F 126.8

p-value <0.001
Strongest predictor: Attractiveness (f = 0.39)

Comparative Finding

The illustrative comparison suggests that endorsements by sports personalities produce a higher explanatory
power for purchase intention (R? = 0.78) than endorsements by movie artists (R> = 0.67). Trust emerges as
the dominant predictor in the sports model, whereas attractiveness is the leading predictor in the movie artist

model.
10. Discussion

Sports personalities influence

functional products
health

fitness

banking

insurance
education

Movie artists perform better in

fashion
luxury
beauty
lifestyle
entertainment

11. Managerial Implications

Companies should use sports personalities when promoting :

Financial services

Sports goods
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Healthcare
Automobiles

Technology

Movie artists are preferable for :

Cosmetics
Fashion

Luxury

Jewelry

Lifestyle products
12. Limitations

Only secondary data used.

Different studies employed different methodologies.

Cultural differences exist.
Publication bias possible.
13. Future Research
Meta-analysis

Machine learning prediction

Cross-country comparison

Social media influencer comparison

Al-generated celebrity endorsement studies

14. Conclusion

The comparative analysis indicates that both sports personalities and movie artists significantly influence
consumer behavior, but through different psychological mechanisms. Sports personalities are perceived as
more trustworthy and credible, leading to stronger purchase intentions, particularly for products requiring
functional reliability and expertise. Movie artists, in contrast, excel in generating brand recall, emotional
attachment, and aspirational appeal, making them especially effective for lifestyle and fashion-oriented
brands. Consequently, marketers should align celebrity selection with brand positioning and target audience
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expectations rather than assuming one category is universally superior.
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