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Abstract 

This study investigates the direct effect of components of celebrity endorsement (physical attractiveness, 
source creditability and celebrity brand matchup) on brand loyalty (attitudinal loyalty and behavioral 
loyalty). 220 general customers of branded products participated in the study. Multiple regression 
analyses were conducted to test hypotheses. Our result shows that physical attractiveness, source 
credibility expertise and celebrity brand match up has positive impact on developing attitude towards 
the brand. However, only physical attractiveness and celebrity brand matchup are associated with 
purchase intention. Practical and research implications of the findings are discussed and directions for 
future research are suggested. 

Keywords: Physical attractiveness, source creditability, trustworthiness, celebrity brand match-up, 
attitude towards brands, purchase intention  

 

Introduction 

Using celebrity endorsement to promote goods and services has become an established approach in many 
parts of the world. With the rapid invasion of electronic communication media in almost every home in 
the recent years, the use of celebrities has become even more popular. Renowned endorsers appear in 
approximately 25 percent of all genres of television commercials to boost and promote different products 
and brands, and data shows that roughly 10 percent of advertisers’ budget is disbursed on employing 
celebrities (White, Goddard, & Wilbur, 2009). With such strong importance, managers essentially need 
to determine ramification of a particular sponsorship (like celebrity endorsement) on different aspects of 
a brand’s conduct like brand loyalty (Aaker, 1991; Keller, 2008). 

The importance of celebrity endorsement has been well recognized and well respected in modern day 
marketing. Celebrity endorsement advertising has become a major feature of modern day marketing, 
which can be proved by the amount of money invested in celebrity endorsement (McCracken, 1989; 
Keller, 2008). A celebrity endorser is “any individual who enjoys public recognition and who uses this 
recognition on behalf of a consumer good by appearing with it in an advertisement” (McCracken, 1989, 
p. 310). The definition of the term celebrity has expanded a lot in current context. In previous time, 
mostly a movie star, TV star or a singer used to be labeled celebrity, but in real and current context, any 
individual who is successful and eminent in any discipline can be attributed into the group of celebrity 
(McCracken, 1989). 
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In both the western and eastern parts of the world, popularity of celebrity endorsements has soared 
due to a multitude of benefits companies have spotted by employing this form of advertisement. Due to 
explosion of media and information technology, today’s media is severely cluttered (Nelson-Field, 
Riebe, & Sharp, 2013). Day by day, it is becoming difficult for marketing managers to get customer’s 
attention, and they are looking for celebrities to grab customer’s attention with better opportunity to 
communicate their message to customers (Erdogan, Baker, &Tagg, 2001). There are other benefits of 
using celebrity. For example, it helps viewers to remember and recall message of advertisement and 
brand (Agrawal & Kamakura, 1995; Erdogan, 1999; Friedman & Friedman, 1979; Misra & Beatty, 
1990). Celebrity endorsements are worthwhile investments as they bring quick memorability, recall and 
recognition, and direct client connection with the audience (Choudhary & Sharma, 2015). Also, 
celebrities impart their own remarkable images to the advertisement and its associated brand, and can 
generate, magnify, and improvise brand image (Erdogan, 1999). From these one can conclude that 
celebrity endorsement helps products, services, and brands they represent.  

Hofstede’s (1980, 1983, 1991) typology of culture presents a robust framework to evaluate cross-
cultural differences. These dimensions are individualism/collectivism, power distance, uncertainty 
avoidance, and masculinity/femininity. Nepal has high uncertainty avoidance, enjoys collectivism, low 
masculinity, and has high power distance (Dissanayake & Semasinghe, 2015). On the contrary, English 
speaking western countries are low on power distance, low on uncertainty avoidance, enjoy 
individualism, moderately high on masculinity, and are short term oriented (Hofstede, 2011). Clearly, 
the typology of culture varies across cultures. So does the effectiveness of celebrity endorsement. A 
study showed that South Korea with a high power distance and a high uncertainty avoidance culture 
witnesses a higher share of celebrity endorsers than those in the US with a low power distance and a low 
uncertainty avoidance culture (Paek, 2005). This illustrates celerity endorsement studies in other cultural 
contexts cannot be generalized for Nepal with its own unique cultural dimensions. This study intends to 
contextualize the effectiveness of celebrity endorsement in unique Nepali cultural context.   

With several studies on celebrity endorsement focusing on advanced economies, very few of such 
research works have been conducted in developing countries. This has resulted in a situation of literature 
gap and the assumption that the consumer behavioral patterns in these nations are just reflection of ones 
in the developed economy (Oyeniyi, 2014).  One must not forget that research in recent years have 
demonstrated that ubiquitous generality of many marketing models may not hold (Mooij & Hofstede, 
2010). Additionally, culture remains an important determinant of consumer behavior (Aaker & Lee, 
2001; Farley & Lehman, 1994). Due to these cultural differences, the way in which components of 
celebrity endorsement, i.e. physical attractiveness, source credibility, and celebrity matchup, affect in 
brand loyalty may be different in western and eastern cultures. Furthermore, celebrities enhance 
customers’ attitudes regarding brands and products, but its contribution to generate repeat purchase 
intention as well as brand loyalty is not so clear (Byrne, Whitehead & Breen, 2003). 

This study, in part, is an effort to bridge this gap and explore the relevance and effect of celebrity 
endorsement in developing countries like Nepal. Hofstede’s (1980, 2001) work shows the effect of 
culture in various marketing models, thus making it necessary to test the theories across culture. This 
study attempts to further endorse the relationship between components of celebrity endorsement and 
loyalty. There is serious paucity of research work in developing countries regarding celebrity 
endorsement, despite the fact of them being recognized as a prospective market for celebrity endorsed 
products. Most of the studies have been country specific like in India (Jain, 2011) and Nigeria (Oyeniyi, 
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2014) leaving room to extend it to other national contexts. This study presents a new perspective of 
Nepali consumers about celebrity endorsement. 

 

Theoretical Framework and Research Hypotheses 

Given the amount of cost associated with celebrity endorsement, it is highly critical for a marketing 
manager to know whether it garners the desired effect or not. Although research findings are unclear 
about the power of celebrities to spawn genuine purchase behavior, documents reveal affirmative impact 
on economic returns of sponsoring companies (e.g., Agarwal & Kamakura, 1995; Chung, Derdenger, & 
Srinivasan, 2013; Elberse & Verleun, 2012; Mathur, Mathur, & Rangan, 1997). Amidst debate about 
productiveness of using celebrity endorsers, there is no doubt that celebrity endorsers are way more 
effective than non-celebrity endorsers in generating desirable outcomes provided that celebrities’ public 
persona align to that of product and target audiences (Erdogan, 1999). Thus, marketers can choose to 
use celebrity endorsers instead of non-celebrity endorsers if their public guise is congruent to customers.  

On the contrary, companies can never be fully assured about their substantial investment in celebrity 
endorsers. Once celebrities are associated with products or brands, brand equities of celebrities 
themselves are connected with them. If the celebrities receive negative publicity (high-profile scandals 
such as Michael Jackson, Kate Moss, and O.J. Simpson), it will greatly reduce the brand equity of the 
product as well, and the troublesome part is that companies have no control in lives of these celebrities 
(Busler, 2002; Erdogen 1999; Till & Shimp, 1998. Also, customers consistently try to judge if celebrities 
themselves use product or not before endorsing; if found negative, the effect of celebrity endorsement 
might reduce (Jain, 2008). In these lights, the risks of using celebrity endorsement cannot be overlooked. 
Marketers need to remain more alert in selection and deployment of celebrity endorsement for their hard-
built brands.  

Academicians have appointed study of cross-cultural difference as their central topic in their 
marketing literature (Zhang, Lam & Connaughton., 2003). It is well established that cultural differences 
are a vital feature in determining the various comprehension in attitudes, cognitions, beliefs, and values 
(Hofstede & Bond, 1983). In this entry, advertisers should not fail to take into account cultural 
differences, and more specifically, celebrity endorsers should be assessed in the light of cultural meaning 
they possess. (Choi, Lee, & Kim, 2005; Pornpitakpan, 1997; Till & Shimp, 1998). This give rise to an 
important fact that the effect of celebrity endorsers is likely to vary across cultural settings. Thus, this 
study has tremendous value in confirming or disconfirming to the established effects of celebrity 
endorsers in western cultural settings.  

Brand loyalty comprises both attitudinal loyalty and behavioral loyalty. The components of the brand 
endorsement should ultimately lead to brand loyalty both in behavioral and attitudinal terms. That is how 
the investment made in celebrity can be justified as to garner the bottom line that advertisers are looking 
for from it. 

Brand Loyalty 

Maintaining and enhancing brand loyalty has been widely admitted as a core objective of marketing 
activities (Aaker, 1991; Baldinger & Rubinson, 1996). In highly cited definition of brand loyalty, Aaker 
(1991, p. 25) expressed brand loyalty as "the degree of a consumer’s emotional attachment to a brand 
and suggests that it has six dimensions: consumer willingness to repurchase, price premium, satisfaction 
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rate, switching cost, preference over brand, and commitment to brand”. This clearly shows the reason 
why the efforts of marketer are to get the ultimate brand loyalty from its customers. 

And to the researchers brand loyalty stands as a complex multi-dimensional construct (Dick & Basu, 
1994; Ha, 1998; Javalgi & Moberg, 1997; Mellens, Dekimpe & Steenkampe, 1996). Two distinct 
approaches to study brand loyalty, viz.: attitudinal approach (Guest, 1944) and behavioral approach 
(Cunnigham, 1956), have been taken, which is still widespread and accepted today. Noticeably, in the 
90’s, both attitudinal and behavioral dimensions of loyalty were recognized as important constructs 
(Baldinger & Rubinson, 1996; Dick & Basu, 1994). It has been suggested that marketers should take 
into account both attitudinal and behavioral loyalty to determine customers brand loyalty (Bennett & 
Bove, 2002). A composite measure of attitudinal and behavioral loyalty is best for marketers.  

Attitude towards the Brand (Attitudinal Loyalty) 

The affective and cognitive parts of the brand loyalty are the main center of interest of attitudinal loyalty, 
which mainly measures brand preference of the customers (Gremler & Brown, 1998; Mellens et al., 
1996; Traylor, 1981). Consumers’ fondness of specific products or service can be termed as attitudinal 
loyalty (Kumar & Reinartz, 2006). The attitudinal modus operandi to loyalty puts emphasis on the 
importance of understanding the purchase driven experiences and further more amalgamate measures of 
attitude towards the object such as preference or liking (Pellemans, 1974; Ajzen & Fishbein, 1980; 
Mellens et al., 1996), and commitment (Traylor, 1981; Foxall, 1987; Martin & Goodell, 1991; Mellens 
et al., 1996). Thus, evidently, attitudinal loyalty contributes a lot in ensuring that customers procure the 
brand themselves, they will, by means of word-of-mouth, assist in creating a favorable statute of a 
business to others, which is critical to brand’s prosperity. 

Purchase Intention (Behavioral Loyalty) 

Behavioral loyalty means consumers’ repurchase behavioral or intension of specific brand from the 
available options (East, 1997; Ehrenberg, 1988, Russell-Bennett, 2007). It is a function of a favorable 
repeat purchase pattern (Bandyopadhyay & Martell, 2007). A number of aspects are said to have an 
effect on the purchase intentions of the consumers; however, behavioral loyalty guarantees that customer 
loyalty is converted into actual purchase behaviors.  

The refinement and upgradation of past researches on loyalty promulgate new proposition for 
evaluation of customer loyalty: (1) behavioral measurement, (2) attitudinal measurement, and (3) 
composite measurement (a combination of behavioral and attitudinal measurements) (Bowen & Chen, 
2001). The composite measurement provides coverage on both behavioral and attitudinal aspect of 
loyalty.  

Celebrity Endorsement 

Any distinct personality who is prosperous in the world of business, art, sports, entertainment, politics 
etc. but mostly TV star, movie star or musician can be known as a celebrity (McCracken, 1989). While 
endorsing, celebrity takes the form of an impersonal message source, with characteristics that include 
personal attributes like attractiveness, power, or credibility, and enable the endorsed to influence the 
consumer. As stated by Byrne et al. (2003), credibility refers to the knowledge, skill, and expertise 
related to the product/s, attractiveness refers to the likeability, familiarity, and similarity of the celebrity 
and power enables the endorser to bias the consumer. Most of the times, these are the reasons for using 
celebrity as an endorser of a brand.  
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Celebrity selection for a product or service is always a challenge, and a critical decision. Since 
Aristotle’s time, attempts have been made to recognize the decisive qualities of effective communicators 
(Giffin, 1967). An inevitable question is what type of celebrity endorser is effective – the ones who is 
attractive or the one who is considered trustworthy or the one who is expert or one should look for 
combination of all three. Looking at the investment that goes into celebrity endorsement, one should be 
careful to select celebrity endorser.  

Components of Celebrity Endorsement 

The study takes into considerations three most important components of celebrity endorsement – 
physical attractiveness, source credibility comprising of trustworthiness and expertise and 
celebrity/brand match up.  

Brand Loyalty and Physical Attractiveness: Endorsers’ physical exhibits like personality, likeability, 
and similitude to the receiver, also known as physical attractiveness, in fact delivers social value of the 
message source to the receiving consumers (Solomon, 2002). Physical attractiveness is of utmost value 
because most studies have shown that a physically attractive source is actually able to assist attitude 
change (Joseph, 1982; Mills & Harvey, 1972).  Also, a good- looking celebrity can be utilized to endorse 
a product that would promote the attractiveness component (Kahle & Homer, 1985). Television and print 
advertising commonly use physically attractive communicators to influence customers’ attitudes and 
beliefs and they have proven to be successful (Ohanian, 1991). In all the studies, physical attractiveness 
has emerged out to be a pivotal component of celebrity endorsers, and consequently abundance of use 
of the same can be seen in promotion to induce loyalty. 

Brand Loyalty and Source Credibility:  In celebrity endorsement, the endorser communicates 
message with the target audience. Source credibility model manifests that the perceived level of expertise 
and trustworthiness that customers see in the endorser determines the effectiveness of a message 
(Sternthal & Dholakia, 1978). If a person perceives truth in a piece of information, he or she sees it as 
credible. If the receiver is able to attribute genuineness and concreteness to the information received, 
accordingly they rate the information source or transmitter of the communication in relation to the 
information (Hovland, Janis & Kelley, 1953; Eisend, 2006). Thus, source credibility is another important 
component, as it helps customers make rational decisions, making a customer attached towards a brand 
ingraining loyalty. 

Brand Loyalty and Trustworthiness: As defined by Erdogan (1999), trustworthiness refers to the 
confidence that audience exhibits in the informant for providing information in an unprejudiced and 
genuine manner. Trustworthiness indicates the honesty and integrity of the spokesperson; thus it can be 
defined as the degree customers perceive endorsers to be believable, honest, and dependable. Advertisers 
are most likely to select those endorsers who are greater proportion in this aspect (Shimp, 2007). 
Trustworthiness contributes to source credibility, which in turns contributes to loyalty. 

Brand Loyalty and Expertise: Expertise is the extent to which a message communicator is trusted to 
be source of valid assertions (Hovland et al., 1953). Generally, endorsers occupy the position of experts 
in the eyes of the customer, if the endorser is perceived to be knowledgeable, skillful, and experienced 
about the product and services. Expert endorsers always perform in the positive side and are beneficial 
because they strengthen brand recall and positively influence customer’s buying intention (Erdogan, 
1999). Like trustworthiness, expertise also contributes to source credibility of an endorser.  

Brand Loyalty and Celebrity/Brand Match-up: Companies need to think hard before selecting 
celebrity to represent their brand about the congruence or celebrity/brand match-up. Celebrity/Brand 
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Congruency hypothesis states that there needs to be a match between the celebrity personality 
characteristics and brand attributes. And the degree of successful matchup can be ascertained by fitness 
between the brand and the celebrity (Erdogan, 1999). In most exact terms, this congruence helps in 
imparting of meaning from one to another, which is one of the key purposes of advertising (Misra & 
Beatty, 1990; Kamins & Gupta, 1994; Lynch & Schuler, 1994). 

Also, studies show further importance of celebrity/brand match-up. The congruency also makes the 
advertisement more influential and credible (Michael, 1989). Previous studies have shown, that more 
congruent celebrity/brand pair leads to the positive response to advertising in terms of attitude and 
purchasing intent (Kahle & Homer, 1985; Kamins, 1990; Misra & Beatty, 1990; Lynch & Schuler, 1994; 
Erdogan & Baker, 2000; Till & Busler, 2000; Batra & Homer, 2004). 

Thus the hypotheses set for the study are: 

H1a: Physical attractiveness is positively related to customer’s attitude towards advertised brand. 

H1b: Source credibility is positively related to customer’s attitude towards advertised brand. 

H1c: Celebrity brand match up are positively related to customer’s attitude towards advertised brand. 

H2a: Physical attractiveness is positively related to purchase intention of the customers. 

H2b: Source credibility is positively related to purchase intention of the customers. 

H2c: Celebrity brand matchup is positively related to purchase intention of the customers. 

The research model showing proposed interrelationships among different variables is shown in 
Figure 1. 
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Method 

Sample and Procedure 

300 questionnaires were distributed to the general consumers residing in Kathmandu valley. Altogether, 
220 questionnaires were returned and were found usable. The study setting for this study is non-contrived 
general setting. The subjects involved are the regular customers of product and services who are exposed 
to celebrity endorsement. A simple stimulus was developed in form of a section in the questionnaire 
where ‘name of the celebrity’ and advertisement that celebrity appeared in, were listed. Thirteen 
advertisements regularly shown in media with celebrities name alongside were listed. The respondents 
were selected conveniently based on their exposure to advertisements.  

Ethical standard guidelines were followed during data collection, where the participant remained 
unanimous and the participation was voluntary. Also, data was collected with informed consent by 
independent third party. This way a special attention was given to protect respondent anonymity and 
reducing evaluation apprehension. Pre-testing of the questionnaire was done to test the clarity of the 
questionnaire, suitability to the participants, to assess the needed time, the possible obstacle that could 
arise while responding to the survey. This way, in this study an attempt was made to reduce method 
biases through the careful construction of the items themselves.  

Fifty six percent respondents of the study were male. Eighty five percent of the respondents were of 
age 16-30, 12 percent of 31-45, and the remaining above 45. 85 % of the respondents had bachelor and 
masters level education. Approximately 57 percent respondents earn below 20 thousands monthly, 28 
percent earned above 20 thousands to 50 thousands, and the remaining respondents earned above 50 
thousands.  

Measures 

Already validated scales were used for capturing study variables. The instrument used for data collection 
was developed by Ohanian (1990) on five point Likert scale for his research work about Celebrity 
Endorsement. In his research, three dimensions namely celebrity attractiveness, trustworthiness, 
expertise were accessed by five items and the Purchase Intention by three items. Thus, the survey 
questions used here were adopted from previous studies (Ohanian, 1990; Kamins & Gupta, 1994; Khale 
& Homer, 1985). 

Chronbach’s alpha was used to assess the reliability of each scale used.  The outcome shows that the 
alpha coefficient of the scales ranged from .695 (expertise) to .821 (physical attractiveness). 

 

Results 

Pearson correlation coefficients between study variables as well as their mean, standard deviation, and 
internal consistency reliability (Cronbach’s alpha) are shown in the Table 1. 

The result indicates that all the relationships between different study variables are significant and in 
the expected directions. As said by Cohen (1983) any value ranging from 0.30 to 0.49 in the Pearson 
correlation analysis, is termed as having a medium strength in the relationship. Most of the relationships 
except between SCT and AB have at least medium strength. But, these correlation analyses, as suggested 
by several management researchers are not robust enough to test the proposed hypotheses.  Therefore, 
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regression equations were estimated to assess the relationships between AB and PI and other dependent 
variables. The results of regression analyses are shown in Table 2. 

Table 1 
Mean, Standard Deviation, Correlation Matrix and Cronbach’s Alpha 

  Mean SD 1 2 3 4 5 6 
1 PA 3.34 0.81 .82           
2 SCT 2.78 0.88 .49** .74         
3 SCE 2.57 0.85 .32** .58** .69       
4 CBM 2.64 0.70 .36** .53** .51** .71     
5 AB 2.79 0.72 .37** .29** .46** .44** .82  
6 PI 2.44 0.76 .44** .43** .33** .51** .56** .71 

Note: ** p < .01 
PA – Physical Attractiveness, SCT – Source Credibility Trustworthiness, SCE – Source 
Credibility Expertise, CBM – Celebrity Brand Match-up, AB – Attitude Towards Brand, PI – 
Purchase Intent 
Cronbach’s alpha shown in diagonal 

Relationships of Celebrity Endorsement with Attitude towards Brand and Purchase Intention 

A regression analysis was carried out to ascertain the strength of relationship of physical attractiveness, 
source creditability trust, source creditability expertise, and celebrity/brand match up with attitude 
towards brands. The regression results revealed that regression model is significant (F = 22.12, p < .01) 
and 28.7% variance in attitude towards the brand is explained by the independent variables of the 
regression model (R2 = .287).  Except source credibility trustworthiness, all other variables were found 
to be significant predictors of attitude towards brands.  

Table 2 
Multiple Regression Analyses Results  

 Dependent Variable 
Predictors AB    PI 
PA .25** 

-.12 
.29** 
.26** 

.24** 
SCT - .09 
SCE .02* 
CBM .42** 

R2 
F 

.28 
22.12** 

.38 
32.47** 

Note: * p < .05, ** p < .01 

PA – Physical Attractiveness, SCT – Source Credibility Trustworthiness, SCE – Source Credibility 
Expertise, CBM – Celebrity Brand Match-up, AB – Attitude Towards Brand, PI – Purchase Intention 

The strength of relationship of physical attractiveness, source creditability trust, source creditability 
expertise, and celebrity/brand match up with purchase intention was assessed using another regression 
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analysis. The regression model is significant (F = 32.47, p < .01) and 38.6% variance in purchase 
intention is elucidated by the chosen independent variables of the regression model. The regression result 
also reveals that except credibility trustworthiness, all other variables are significant predictors of 
purchase intentions.  

 

Discussion 

This study examined the influence of celebrity endorsement elements (physical attractiveness, source 
creditability trustworthiness, source credibility expertise, and celebrity brand match up) on customers’ 
attitudinal and behavioral loyalty (attitude towards a brand and purchase intention). It is widely accepted 
that celebrities are an effective and profitable marketing element. The persuasive and convincing 
technique of celebrity is derived from the attributes attached with celebrity, which is the reason for 
endorsement to more effective (Erdogan, 1999). Such attributes have been assessed for attractiveness, 
source credibility, and brand celebrity congruence.  

The study shows physical attractiveness of celebrities has positive impact on both attitude towards 
brands and purchase intention. This is consistent with the findings of Biswas,  Hussain, & O‟Donnell 
(2009) that the reasons for recalling celebrities included popularity, status symbol, attractiveness and 
glamour, likeability and recall value or familiarity of the celebrities. Also celebrities are considered to 
bring attention towards advertisement due to their likeability and attractiveness (Erdogan et al., 2001). 

Another study showed that physical attractiveness has positive impact on Indian customers but 
negative impact on Pakistani customers (Hassan & Ahmed, 2014). The three main factors - similarity, 
familiarity and liking for an endorser - are the antecedents of the effectiveness of a message as explained 
by Source Attractiveness Model (McGuire, 1985). In the Asian context, celebrities are ideals; people 
follow their life stories and life styles and they like them to the core. Thus, the physical attractiveness 
component of celebrity endorsement is important and advertisers need to take into consideration the 
physical attractiveness of celebrities while selecting them.  

The study shows that source creditability trustworthiness was not significant in explaining attitude 
towards brands, however source credibility expertise was. In case of purchase intention both were found 
to be non-significant. The Source Credibility Model proposes that the effectiveness of a message depends 
on perceived level of expertise and trustworthiness in an endorser (Ohanian, 1991). Maddux and Rogers 
(1980) reckoned that a celebrity endorser high in expertise leads to a more positive perception towards 
the brand. However, the fact is that most of the celebrities in Asian context are movie stars and sportsmen 
who lack expertise in the subjects endorsed. Thus the finding is consistent that source credibility 
trustworthiness in the celebrity endorser lacks. In recent trends, the experts (e.g. doctors, engineers etc.) 
are also used in advertisements. This may be the reason that expertise was significant to create attitude 
towards brands.  

The study shows that the brand and celebrity matchup have significant and positive impact on 
attitudinal and behavioral loyalty. The finding is consistent with previous study that a high congruency 
between the celebrity and the brand will encourage the furtherance of friendship between the brand and 
the endorser (Kamins, 1990). This leads to good association. Previous studies show that celebrity – 
product congruency technique is employed to promote brands, and this trend is highly evident in 
cosmetics brands. A higher degree of congruency could enhance the effect of the celebrity-endorsed 
brand hence establishing the genuineness of the brand (Kamins, 1990). Thus the marketers have to spend 
good deal of time, searching for appropriate celebrity based on their brand and brand image. 
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As the study supports the direct effect of physical attractiveness and celebrity brand match up on both 
behavioral and attitudinal loyalty of customers, the findings can have significant practical implications 
for marketing managers. Celebrity endorsement can be considered as one of the solutions for increasing 
attitudinal and behavioral loyalty among the customers. The insignificance of source credibility indicates 
that this component of celebrity endorsement may not be effective, thus may not be appropriate to be 
evoked. Marketing managers in organizations however needs to exploit both physical attractiveness and 
brand celebrity match up aspects of celebrity endorsement to generate loyalty. This study provides a 
clear guidance to marketers regarding the relevance and effect of celebrity endorsement in developing 
countries like Nepal. It confirms to the importance of celebrity endorsement in Nepal as a vital tool of 
promotion. 

 

Limitations and Suggestions for Future Research 

This study has several limitations that need to be addressed in future research. All the study variables 
were captured from self-reported measures and therefore self-report bias cannot be ruled out. 
Nonetheless, the findings of this study are in line with the findings of the studies carried out in the 
different cultural contexts suggesting that components of celebrity endorsement have effect on customer 
loyalty. 

This study may be replicated with samples from various other developing nations so as to validate 
the findings of present study. Also, the result of the study being positive, other areas of research like 
impact and efficacy of media source, type of celebrity and their impacts etc. can be conducted in 
developing nation. Furthermore, the convenient sampling was used in the study; future researches can 
use random sampling. Also, higher robust statistical techniques other than regression like Structural 
Equation Modelling (SEM) can be used in future research.    
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