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ABSTRACT
The objective of this research is to analyze the role of Brand Love and Brand Awareness as a mediator among masses. It also tends to find the relation between Consumer Purchase Intention and Celebrity Endorsement. To support the facts by gathering responses from questionnaires, 215 random people were chosen by convenience sampling whose age groups, educational qualifications, and income varied. Hayes’ Process, frequency distribution, correlation, and reliability analysis were employed to analyze the data statistically. In the findings, it was revealed that Brand Love plays a major role in explaining the relationship between Consumer Purchase Intention and Celebrity Endorsement. On the other hand, the analysis supported Brand Awareness as another factor which helps to comprehend the relation between Consumer Purchase Intention and Celebrity Endorsement. 
In the field of marketing, particularly in South Asia where not much heed is paid to their correlation, Consumer Purchase Intention and Celebrity Endorsement depend on each other in various ways. The role of Brand Love has always been neglected. This research, therefore, inspects the effects and describes the role of Brand Love as a mediator in understanding the dependencies of Celebrity Endorsement and Consumer Purchase Intention. 
Keywords: Celebrity Endorsement, Consumer Purchase Intention, Brand Awareness, Brand Love.
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[bookmark: _Toc18073881]INTRODUCTION
[bookmark: _Toc18073882]Background
The fundamental two objectives of marketing are to create brand awareness among customers and to improve the relationships with customers. Both of these objectives result in acquiring revenue and hence, also the profit (Kotler et al., 2015). To improve the relationships between the company and its customers, celebrity endorsement can serve the purpose. The customers are more inclined to purchase products or brands which are being used or marketed by celebrities they admire (Lee et al., 2015). 
A celebrity endorser is a person who is a famous figure in public and employs this fame in an advertisement to draw the attention of customers towards a consumer good (McCormick, 2016). As reported by Raithel and Hock (2019), this technique of celebrity endorsement was employed in the late 19th century for the first time. With the technological advancements and progress in time, it turned out to be more popular and an effective marketing technique, using the platform of commercial radio and television in during the 1930s and 1950s. Currently, the global expenditure on advertisement has crossed the 300 billion USD mark, and is expected to go beyond 330 billion USD by the end of the year 2019 (Aggarwal, 2018). With a steady growth of five percent, most of which is stemming from the emerging Asia, shows the extent to which companies are currently promoting their offerings (Manic, 2015). Meanwhile, the usage of celebrities. Considering the case of China, where celebrity endorsement is being widely used by brands in all product categories. Celebrities in China appear on not only television but also on social media, to promote a company’s offerings to their fans (Fath et al., 2017). As a result, brands gain a base of customers, generate brand awareness, which ultimately alters the purchase intention of the customer. The same patterns can be seen elsewhere in the world (Jiang et al., 2015). While brand awareness has been seen as a contributing factor when concerning celebrity endorsement and consumers’ purchase intention, the relationship of brand love and its impact, and how it interacts with such factors, is yet to be brought to light (Ashfaq, 2017). 
In this research, the influence of celebrity endorsements on the consumer’s purchasing inclination has also been described. In the research process, ‘reference group theory’ shall support in analyzing the relationship between celebrity endorsements and consumer purchase intentions. This theory implies that a celebrity endorsing a product tends to influence the customer’s preference for buying that product. The role of Brand Love is not generally analyzed in influencing the relationship between these two factors. This report, however, also takes that into account. This study will allow the impact of celebrity endorsement on consumer’s purchase intention in the case of United Kingdom, while measuring the extent of mediation from brand awareness and brand love. The study shall contribute by measuring the previously unknown impact of brand love, which will allow future researchers to conduct further studies in this area. Moreover, this study shall also benefit relevant departments and organisations, local and foreign, while also allowing marketing experts to consider the variables in order to correctly divide and review marketing campaigns. 
Literature Review
[bookmark: _Toc18073895]As per Wood and Shen (2016), the contribution of celebrity endorsements to promote a product or brand is accomplished in three phases. Firstly, the culture linked to that celebrity is assessed. In the next phase, the celebrity endorses the product and lastly, the successful endorsement results in the purchase by the consumers. In the present age, the celebrities enjoying the limelight of fame are employed by marketers as a tool for drawing the attention of their customers and influencing their product-related preferences (Mikulas and Svetlik, 2016). They use their fame to portray an image of the product or brand to spell-bound their consumers to try their product (Kumat et al., 2015). Usually, the advertising agencies feature sportspersons, singers and actors for marketing and promotion of products. Studies have revealed that celebrity-endorsed products incite a more positive influence as compared to non-celebrity endorsed products (Khan et al., 2016). The ratio of advertisements utilizing celebrity endorsements to those who still adhere to conventional advertisements is 1 to 4. Thus, celebrities effectively facilitate the target market (Kapitan and Silvera, 2016).
To make an effective and eye-catching advertisement, it should be ensured that the celebrity complements the product which is being advertised and does not steal the limelight of that product (Bennett et al., 2018). This strategy is adopted to acquire more market shares, as well as to increase sales. It can prove to be a game-changer for a brand if executed properly. A celebrity, in this case, has the responsibility to introduce an impression of a brand that it caters all the needs of the customers and to communicate the cultural features of the brand (Yu and Pappu, 2016). The popularity of celebrity determines his/her influential strength. Other than the personal attributes of a celebrity, his/her skills, trustworthiness and credibility also urge the customer to purchase that product. For instance, a cricket player being featured in an ad of cricket equipment is more likely to draw in customers as compared to a non-sports celebrity (Kumar, 2015). Contrarily, a celebrity who is not popular among masses and has some scandals will have adverse effects on the marketing campaign (Bhagyashree, 2015). Usually, advertisements are repeated to make the consumers aware of the product attributes and to engrave the product image on a consumer’s mind. Moreover, featuring celebrities in the advertisements urges the customers to purchase the product.
Brand Awareness holds preliminary importance which creates a long-lasting impact on consumers (Ndlela, 2016). It also plays a vital role in the marketing of any brand or product since it predicts how the product is being liked or the brand image is being perceived by the consumers and potential customers. For instance, brand awareness can be assessed in terms of recognition of the brand name (Priyankara et al., 2017). It also helps in promoting brand equity which considers the extent to which customers can recognize, identify and classify a brand in a particular category (Keller. 2016). Some of the attributes of brands, for example, its name, logo, symbol, metaphor, icon, and slogan can serve to create a ‘brand awareness’, likewise, another significant marketing strategy in Business-to-Consumer markets is to create and sustain the image of a brand (Susmita and Mohd Suki, 2015). To introduce a new product or to deal with less purchasing involvement, brand awareness comes into play. Moreover, the purchasing trends depict that a large number of consumers adhere to familiar brands they’ve been using because of their product suitability and quality (Barreda et al., 2015). Hence, a major portion of the advertising budget is spent on creating brand awareness, as increasing the recognition of a product has become a critically necessary part in order to allow a product to sustain in the market. By keeping a product in the customer’s cognition, brands can achieve long-term objectives, more brand popularity, which eventually results in greater sales and profits (Naik and Reena, 2018).
Advertisers repeat advertisements to “impress” the advertised name in the consumer’s mind to make them aware of the product, presuming that awareness will keep a brand in consumer’s evoked set (Bansal and Balhara, 2018). Albert et al., (2017) presented the idea that consumers are attracted more to the brands which feature the celebrity to whom they can relate. Ingavale (2016), revealed in a study that the sole purpose of celebrities endorsing a product is to change the minds of potential customers. The author also listed a few methods which help improve the market image of such products. Celebrity endorsements are helpful in changing customer buying preferences. Study also revealed that factors that aided in effectiveness of celebrity included customer-celebrity familiarity, likability, and relevance (McConnell and Goodhart, 2017). As per Bhagyashree (2015), stated that an advertisement featuring more than one celebrity has more chances of changing the customer’s minds. 
Brand awareness is the ability for decision makers to recall a brand. Brand awareness is among the prime objectives of advertisement in the modern world (Jamali and Khan, 2018). The brand awareness has become an important part that changes the perception of public about a brand (Karam et al, 2015). Brand awareness is indicated by two major phenomena of ‘brand recognition’ and ‘brand recall performance’. Brand recognition refers to a customer’s ability to identify a brand whereas brand recall performance refers to the customer’s ability to categorizing a product (Van Vinsven and Das, 2016). Consumers generally decide to purchase the brand which they can recall or recognize from their surroundings and memory (Jin et al., 2019). The impact of celebrity tweets for endorsing a product can mend and improve the social standing of a brand.
[bookmark: _Toc18073883]Problem Statement
As reported by Ndlela (2016), a product endorsed by any celebrity is likely to have more chances of drawing the attention of consumers and influence their buying preferences. At present, no research has been carried out to investigate the role of Brand Love as a mediator for explaining the relationship between the buying behavior of consumers and celebrity endorsement. This research, therefore, focuses on Brand Love to explore its role. Thus, it takes into account both, Brand awareness as well as Brand love to determine its influence on Celebrity Endorsement and Consumers’ Purchase Intention.
Questions of Research 
Considering the identified research gap stemmed from past researches, and an analysis of literature from a multitude of part researches, following questions have been devised that this study will help in answering:
· What is the connection between celebrity endorsement and consumer purchase intention?
· What role is played by brand awareness and brand love for mediating the relationship between celebrity endorsement and consumer purchase intention?
Objectives
The fundamental objective of this research is to study the influence of celebrity endorsement in creating brand awareness and to understand how it affects the consumer’s purchase intention. This study has been based on scientific literature, which will lead to an analysis of the selected variables upon which the study has been based. Through an analysis, findings of the study shall be recorded.
· This study shall investigate the previous researches which lead to the impact of celebrity endorsement on consumer’s purchase intention.
· This study shall discuss the effect of celebrity endorsement on consumer’s purchase intention.
· This study aims to identify the extent to which brand awareness mediates the relationship between celebrity endorsement and consumers’ purchase intention.
· This study shall bring into the light the gaps identified from past researches and analyze whether brand love mediates the relationship between celebrity endorsement and consumers’ purchase intention. 
· To consider the study’s consistency using cronbach’s alpha.
· To discover the extent of correlation between the selected variables.
· [bookmark: _Toc18073899]To discover the extent of mediation using PROCESS by Hayes.
Significance of Study and Expected Contribution
[bookmark: _Toc18073897]With the passage of time, the advertisements hiring celebrities for promotion of their brand has escalated. In previous studies, the idea has gained popularity that celebrity endorsements altogether change consumer preferences and help markets to increase their market shares. This research also takes help from previous studies. At present, the consumers develop associations with brands which contribute towards brand awareness (Nasir, 2016).
·        Is the celebrity famous and popular among masses? (Ingavale, 2016)
·        Is the celebrity suitable for advertising this product? (Ingavale, 2016)
·        Can the celebrity exhibit the cultural association of the product appropriately? (Choi and Lewis, 2017)
Hypothesis
H1: There exists a significant relationship between celebrity endorsement and brand awareness.
H2: There exists a significant relationship between celebrity endorsement and consumer purchase intention.
H3: There exists a significant relationship between brand awareness and consumer purchase intention.
H4: There exists a significant relationship between celebrity endorsement, brand awareness, and consumer purchase intention.
Theoretical Framework
[bookmark: _Toc18073886]Reference Group Theory (Stinchcombe, 2017)
[bookmark: _Toc18073887]Rothenesbuch et al. (2016), defined the ‘reference group’ as a real or fictional group which majorly influences the behavior and psyche of an individual. The three significant motivational influences of a reference group are informational, utilitarian and value expressive.
Informational reference group influence: 
In such kind of influence, each person tends to ask about items which are claimed to have positive credibility of possessing a free skill (Connolly and Director, 2018). It not only helps to improve but also sustain their present reservoir of knowledge and its identifiable situations. The person who is assigned the task of gathering information searches for the item related information from other groups or individuals who are known to have sufficient information about these items (Janssed et al., 2016). For instance, the individuals who are working with the items or the individuals who have used the item are sought for this purpose. Moreover, it was observed that a majority of individuals are keen to learn from other groups or individuals who might have faced similar circumstances or have previous experiences in the same field (Schild et al., 2018). Other than that, according to the attribution hypothesis, the decision an individual has to make is greatly influenced by other reference individuals or groups. For instance, experts, specialists and famous influential people tend to affect the choices made by an individual (Connolly and Director, 2018).
Utilitarian influence
In such kind of influence, the person requires to receive certain conformity to buy the situation. In the worst case, it is damaging for the brand if it does not conform timely or appropriately (Hauret and Williams, 2018). In order to conform to a perfect degree of certainty when settling on a buying decision, it is very crucial to analyze the inclination of an individual or a reference group. This occurs because of the social associations which are developed in this process. These social collaborations urge the individual to gain more acknowledgment and appreciation in his social circle. Consequently, this kind of influence creates an impact which is likely to emphasize incentives and regulations. For instance, a fan club, mark tribe or a group can serve the purpose. In light of the above discussion, the individual is eager to take up the task of fulfilling demands and meet their expectations (Schulz, 2015).
Value expressive influence
In this kind of influence, an individual seeks perfect sustainability conditions amongst his/her own group as well as in his/her reference group. The consistency in reference groups can be achieved by striving towards a mutual goal or objective (Hauret and Williams, 2019). For example, the use of purchased items and suggested or recommended items can help in doing so. It is very important that the individual views himself in an optimistic manner because he/she is very careful to maintain his/her positive image rather than a negative one (Fernandes and Panda, 2018). Admiring a person or a reference group in a product advertisement can encourage the consumers to buy that product, regardless of his needs (Lei et al., 2017).
To explain the phenomenon of celebrity endorsement in more detail, the reference group theory further investigated the unique and intriguing features of the celebrity market from a psychological point of view (Hoonsopon and Puriwat, 2016). It views the manner in which celebrities affect the consumers psychologically from their different points of view. Consequently, they are chosen by advertising agencies to market the product because of their social standing and economic well-being. Therefore, the celebrities are said to enforce the characteristics of a reference group upon the customers as well as the consumers for buying and using the particular product (Hammerl et al., 2016). It is due to these reasons that the reference group theory was discussed in the literature review of this research report. 
 The Social Adaptation Theory & the Elaboration Likelihood Model Theory (Kahle and Homer, 1985)
Individuals might have to confront irregularities in the operations for a short period. However, it helps them to improve their social traditions and explore their socially applicable strategies which are deemed appropriate (Laland et al., 2016). This technique can control group practices, such as values and confidence. The social adaptation theory restates that the subjective self-respect only deals with interpersonal ties and indicates a trend of multi-interpersonal attitudes and relationships (Vickstrom and Portes, 2018). The whole process of persuasion becomes complete and easy by taking the central route. The central route demands careful consideration of its facets which actually deliver the message. It also demands feedbacks and reviews from its readers or viewers (Giles, 2016). The person at receiving end intricately evaluates the message. Receiving the message through a central route encourages him/her to actively participate. Moreover, his thinking capabilities are broadened. It can, therefore, be said that the receiver should be mindful of the content a message delivers (Forbush et al., 2016). This makes the central route a smooth process. An individual might fail to carry out the process of central processing if he gets distracted or is unable to fetch the message. One of the drawbacks of this method is that if the receiver does not get drawn towards the message, he or she will completely neglect it (Ruan et al., 2019). It is very important to mention that the match-up proposition of the celebrity endorser selection relates to the social adaption theory. The celebrity endorser should be portrayed in a way which complements the product information at an intersection point (Spykman, 2017). This helps to make an impactful advertisement which can easily target potential customers and promise to fulfill their social needs. One of the hypothesis also recommends that an advertisement can be made more influential if more content is delivered through verbal communication by ‘matching-up’ the content with the dialogues (Men and Li, 2017).  It was further stated that the logic behind featuring celebrities in advertisements for promoting a product was to alter the buying behavior of consumers. The theory can also be implemented in determining whether the personal traits will control some aspects of the action sphere. However, those aspects still have to be concealed.
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Figure 1: corelation between variables 
[bookmark: _Toc18073900]Methodology
This research employed a positivist paradigm to discover and explore the domain of newly formed relationships. The researchers will inspect the relationship by taking help of statistics which were gathered and analyzed from primary data. For carrying out the research in a detailed way, an open-ended questionnaire will be drafted and circulated to get familiar with the opinion of common people. The method of convenience sampling will be used to gather and interpret data from the respondents. These respondents will be chosen randomly, of varying age, gender and professions. More than 200 people have been selected for research purpose under this project. These individuals, male and female, comprise of university students as well as professional people with age between 17 to 55. This targeted population serves as surrogate variables for the research.
The Likert scale will be used to gather information and insight on consumer behavior and trends from the respondents on a scale of 1 (strongly disagree) to 5 (strongly agree). The development of Likert (or Likert type) scale is based to serve and facilitate the purpose of research (Harpe, 2015). On rare occasions, the aim of the research is to comprehend and absorb the opinions or thoughts of participants about a particular ‘latent’ variable (the phenomenon of interest). This ‘latent’ variable is indicated by many ‘manifested’ items in the questionnaire (Voutilainen et al., 2016). These constructed variables not only explain a particular aspect of the phenomenon which is being researched on but also assesses the whole phenomenon in relation to that particular aspect in a relatively mutually exclusive way. In the present case, the scores of all the variables included in the questionnaire are summed up or combined during the analysis to a composite score. This score determines a unidimensional trait’s totality (Costa et al., 2018). For the statistical analysis of the gathered data, SSPS version 21 is also being used. A self-ministered questionnaire is drafted to assess the relationship of celebrity endorsement on consumers purchase intention. The research is based on a questionnaire to incorporate data collection instrument. Apart from the data gathered by questionnaires, quantitative data was also gathered. The results of quantitative data shall be statistically represented by a pie chart which showed the percentage of response for each option of an answer to the questionnaire. The type of this research can be declared as a quantitative one since it relates to various variables and explains the relationship between them (Brannen, 2017).
This research intends to explore the relationship between independent and dependent variables taking into account the mediating role of brand awareness and brand love. Mediation processes have a huge significance in many old-schools and newly formed theoretical school of thoughts in the field of business management (Muthen et al., 2017). New innovative methods have been introduced to address the dynamic requirements of researchers who are studying such indirect effects. This research provides not only a survey but also a development of four areas of active methodological research: (a) mediation assessment using longitudinal data, (b) causal inference for indirect effects, (c) mediation analysis for non-continuous and uncommon variables, and (d) mediation assessment in multilevel designs (Preacher, 2015). 
The extent of the researcher’s interference was kept as minimum as possible. The type of study in which the researchers do minimum interference is known to be a Field study. The study setting was called non-contrived study and unit of analysis of our research was individual. The time setting of this research was kept cross-sectional since the data has been collected for this research only once. Raw and unstructured data of the questionnaire was calculated directly from the Statistical Package of Social Sciences (SPSS – 21 version). Further questionnaire results were demonstrated through the pie chart in the form of percentages.
Marketing, consumer, and organizational behavior researchers who are keener about studying the mechanisms which influence the operations and the conditions which enhance or hinder such effects mostly depend on the statistical mediation and conditional process analysis (also known as the analysis of “moderated mediation”) (Hayes et al., 2017). Model estimation is particularly approached with the commonly used least-squares regression-based path analysis, like the one implemented in the popular PROCESS macro for SPSS and SAS (Hayes, 2012), or using a structural equation modeling program. In this research paper we address some the most commonly asked queries about the disparities between PROCESS and structural equation modeling and illustrate by giving an instance that, for noticeable variable models, the choice of which to use does not make a large difference, since the outcomes are almost identical. We conclude by considering different ways to reflect upon in order to make a decision between PROCESS and structural equation modeling (Hayes, 2017).
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