SSAP5003 - Media and Consumer Psychology 
Using an attitude scale, conduct research exploring consumer attitudes to a product/service of your choice. With reference to appropriate theory and evidence, present your findings to the rest of your group. 

Title – Celebrity Endorsements: Does sex sell?
Introduction 
The use of high-profile celebrities has been used by companies to sell merchandise for many of years; Which in recent years, companies have adopted the use of celebrities to promote and endorse expensive merchandise and products to attract consumers.
Celebrities are willing to use their social platforms and image to sell products in order to gain more publicity and a higher income, regardless what they are promoting. Thus, achieved by pairing up with expensive brands that make profit and will boost their likability. 
The impact of these celebrities on the sales of merchandise can be explored by canvassing consumers about their attitudes towards celebrity-based television advertising (CBTA). Marketing in present day grasp the attention of consumers by broadcasting throughout all means of media. Not only does the use of creative television advertisements help sell products, but allow consumers to adopt the behaviours that the companies try to promote, such as an attractive lifestyle that are similar to the celebrities that endorse the products (Alsmadi, 2006). 
Celebrities are chosen through public domain likability, and with the target consumer audience in mind. Most perfume advertisements use attractiveness and relevant actors, models and television personalities with selling their products for the younger generation, and use older celebrities to grasp the attention of an older target audience.
Literature Review
The research considered the effectiveness of this type of marketing with relation to:
The Halo Effect Theory: Consumer perception of the merchandise being sold, and the use of “innocent” or “attractive” celebrities may influence a purchase due to a positive impression of the celebrity. 
Social Identity Theory: The influence of being a part of a group, and how this could impact the social identity of an individual if they do not conform to the norms of buying expensive products.
Theory of Planned Behaviour and Reasoned Action: Behavioural outcomes from consumers’ influence and societal norms. 

Why is researching the topic important
The research will add an insight to how gender differences and opinions impact the sales of endorsed products. It is important to research the influence of celebrity endorsements and high-end brands due to being able to distinguish the differences between the want and need response that an individual may experience when shown merchandise, and consumer behaviour. 

Aims of the study 
The aim of the research task was to determine the effectiveness of celebrity endorsements to sell products, and the use of glamorised, popular celebrities with selling high-end products such as fragrances. 

Hypotheses 
H1 – Males would be more inclined to buy a product due to durability, or the popularity of the brand.
H2 – Female purchasers buy products as a form of trying to emulate the look of celebrity endorsers.
H3 – The younger generation would be more influenced to buy branded products due to the association of celebrity endorsers. 

Methodology 
Design
An unrelated analysis was used due to the nature of the research conducted was of a between subject design. Thus, an exploration in which determined the effectiveness of celebrity endorsements to sell products, with consideration of the use of glamorous celebrities as a way of selling high-end products, and with consumer attitudes in mind. 
Dependent Variable – does consumer attitudes contribute to the sales of products that were endorsed by celebrities.
Independent Variables – Attitude differences between Gender and Age groups.
Gender – Male, Female
Age – Younger, Older 
 
Participants 
An opportunity sample of 30 participants took part within the study, which included a sample size of 17 females and 13 males, with an age range of 18 to 40+ year olds.
Table 1 – Demographic information received from participants.
	Variables
	Participants
N = 30


	Age Range
	<18
	18 – 25
	25 – 39
	40+
Gender
	Male
Female

	
0
20
7
3

13
17



The table shows the demographic data collected from the questionnaires that were distributed via social media. From viewing the table, there was a higher participating rate of 18 to 25-year olds, and a high female rate. 
Consent and Debrief forms
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Materials
A questionnaire was posted on social media platforms such as Facebook, through the means of Google Forms, in which participants voluntarily accessed via a link which directed them to a blank questionnaire to complete. Participants were presented with demographic questions regarding their age and gender, which enabled categorisation. Then, followed with the questionnaire which included three sections regarding their attitudes towards celebrity-based television advertisements, and whether they are influenced by celebrity endorsements when buying products (Alsmadi, S. 2006).

Procedure 
In order to measure consumer attitudes towards celebrity-based television advertising, a questionnaire adapted from a study conducted by Alsmadi (2006) was distributed through means of social media. Thus, on the topic of celebrity endorsements and influence on brand choice behaviour. The questionnaire included three main subject headings that explored attractiveness of celebrities, the influence of celebrity endorsements on brand choice behaviour, and celebrity product match-up.
Participants were able to voluntarily choose whether they would like to participate through accessing the link provided on the social media post, which then directed them to a consent form page. Participants were informed of approximate timeframe in which the questionnaire would take to complete, and that they are able to withdraw at any time through exiting the webpage. Participants were instructed to click continue to the next page in order to participate.
Following the consent page of the questionnaire, participants were presented with demographic questions regarding their gender and age group – which enabled categorising into specific groups. Participants were then presented with five YouTube video clips which highlighted the use of sex appeal in modern day media, with use of popular perfume advertisements from recent years, in which they were instructed that the viewing of clips was not compulsory, but beneficial in refreshing their memory. 
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Following this, the three-sectioned questionnaire regarding celebrity-based television advertisement were presented; Which were scored using a five-point Likert Scale. (what scale included, examples of questions)
After completing each section, participants were presented with a debrief form which included further information regarding the research task, and the intentions of researching consumer attitudes towards CBTA and the use of glamour and popularity to influence consumers in buying high-end products. They were also told the purpose of the study regarding their demographical information.
They were reminded that their information will be kept anonymous, and non-retraceable to them, and provided with an email address for further enquiries regarding withdrawal, research task and questions used. 
An unrelated analysis was used, where data collected was inputted through Microsoft Exel, and presented in forms of percentages, graphs and charts. 

Results
The following provides the main findings gathered from participants that answered the questionnaires online.
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[bookmark: _Hlk7642779]The following results indicate that although the use of celebrity endorsements enhances the appeal of high-end brands, attracts the attention of consumers by 60%, and the use of celebrity characteristics influences the image of the brand by 86.7%, these factors do not influence the consumer to buy the product. Thus, suggesting that consumers are attracted to the stories and sex appeal that popular television advertisement show to the public. However, regardless the popularity, wealth and appeal that the celebrity that endorses the product, consumers are not influenced to buy the products that are broadcasted and endorsed.

Discussion and Conclusion
Findings, Interpretation of Data and Literature Support
H1 – Males would be more inclined to buy a product due to durability, or the popularity of the brand.
H2 – Female purchasers buy products as a form of trying to emulate the look of celebrity endorsers.
H3 – The younger generation would be more influenced to buy branded products due to the association of celebrity endorsers. 

Supported?

Critique of Study and Future Research
Results and Analysis – 2x2 ANOVA would have been beneficial to the research data analysis to collect mean scoring, to measure the main effects of both independent variables and see whether there was an interaction between.
Nature of the research – Mixed methods would have allowed a further exploration to why attitudes were formed, and why the use of celebrities did not influence their purchases. Further questioning needed. Have the older generation adopted the youth ways and accepted the new norms?
Participant group – More participants would have created a fair scoring between groups, focus on a specific gender, generational differences. 
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QUESTIONS responses [

Celebrity Endorsements: Does sex sell?

The following questionnaire is a part of a research task that | have been assigned to explore as a L]
part of the Media and Consumer Psychology module of my University Psychology BSc Degree. The

aim of this research task s to determine the effectiveness of celebrity endorsements to sell o
products. In particular, the research will consider the use of ‘glamour celebrities as a way of selling -
high-end products such as fragrances. Your input will provide a valuable insight. =

The questionnaire will take approximately 10 minutes to complete. Please answer each section as
honestly as you can.

You will have the right to withdraw from answering further questions at any point through exiting
the web page. Personal information such as name and address will not be collected. However, data
received will be kept anonymous and non-retraceable to yourselves, and only be accessed by
myself and course tutor. By completing this questionnaire, you are consenting for data to be used.
If at any point afterwards that you feel as though you do not want your data to be used, please feel
free to contact me through the means of email (1601456@student.uwtsd.ac.uk).

Thank you for your participation.
After section 1 Continue to next section (%]
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After section 6 Continue to next section

(-]

Tr
Untitled section
1 would like to thank you all for taking part and completing this questionnaire on consumer L]
attitudes towards celebrity-based television advertising (CBTA). The aim of the research task is to
determine the effectiveness of celebrity endorsements in selling merchandise for popular brands. o
In particular, the research will consider the use of ‘glamour’ celebrities as a way of selling high-end -
=

products such as fragrances, with the aim of identifying gender and age differences.

1 would like to remind you that the information provided will be anonymous, and not retraceable
back to the participant. If you feel as though you do not want your data to be used, o f there are
any further questions regarding the research investigation or survey questions, please feel free to
contact me through the means of email (1601456 @student.uwtsd.ac.uk).
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After section 2 Continue to next section

Tr
Celebrity Based Television Advertisements
The following section is to highlight the use of sex in modern day media, with perfume L]
advertisements in particular. The following is not compulsory, however, it may be beneficial in
refreshing your memory. o

https://www.youtube.com/watch?
https://www.youtube.com/watch?
mar's world"
https://www.youtube.com/watch?
https://www.youtube.com/watch?
James
https://www.youtube.com/watch?v=HAGY_N4dE3Y - Hugo Boss - Gerard Butler

K-KJpqVDrQ - J'Adore Dior - Charlize Theron
-aRV-2_Un-kk - Coco Mademoiselle - Keira Knightley - “this is a

noumTpLMfk - Dior Sauvage - Johnny Depp
wQemj4-xiw - BOSS THE SCENT for Her - Anna Ewers & Theo
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