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With the increase in competition, brands often use celebrity endorsements in commercials in order to 
attract consumer interest and to create awareness concerning their products. Companies plan to draw the 
attention of the target group and thus increase their sales by using the attractive image of celebrities. 
However, not all commercials where celebrities take place bring along success. In this line, the purpose of 
the present study is to examine the effects of the celebrities that were featured in the commercials of a 
Turkish brand on the purchasing behavior of consumers. Within the scope of the study, the effects of the 
celebrities who took part in the commercials on the purchasing intention of consumers and the reasons of 
such effects were examined. According to the results of the study, it was determined that the celebrity 
endorsements used in the 2012 commercials of the brand actually affected consumers' purchase intention 
negatively. 
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Introduction 

In the face of the increasing competition, 
companies seek ways to render their products 
more attractive, to increase their sales and 
therefore to gain competitive advantage. 
Accordingly, companies often utilize 
commercials as an effective tool of the 
promotion mix. Commercials are both a low-
cost way for reaching a wide consumer group 
and an effective tool for creating brand image.  
Due to this reason, companies intend to attract 
consumer attention and enhance their sales 
through the commercials they broadcast. 
However, intense use of mass media may cause 
cluttering for the consumers. Therefore, the 
number of commercials that feature celebrities 
in order to prevent this cluttering increases in 
the recent years. The reason for this can be 
explained with the remember memorability of 
the commercials featuring celebrities being 
higher and the consumers' tendency to buy the 
products promoted in the commercials where 

the celebrities they like take part. Thereby, 
companies try to attract the attention of the 
target group by integrating the appearance and 
character of celebrities with the image of the 
brand. However, companies do not always 
attain success for using celebrity endorsement 
in their commercials. The most important 
reasons for this can be listed as the consumers 
finding the celebrity unreliable or not liking the 
celebrity, consumers do not always prefer 
seeing celebrities in commercials, the celebrity 
overshadowing the product (the consumer only 
remembering the celebrity, not the product 
after watching the commercial) or the celebrity 
having being played in too many commercials 
(overexposure) (Belch & Belch, 2012).   

In the present study, the effect of 
featuring celebrities in commercials, on 
consumers' purchasing behaviors was examined 
through the negative and positive effects of the 
commercials of a Turkish brand broadcasted in 
2012 and use celebrities, and the reasons of such 
positive and negative effects. 
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Theoretical Background  

Use of celebrity endorsement in commercials 
helps companies to introduce/promote their 
products and thereby brings significant yields 
to companies (Yannopoulos, 2012). One of the 
most important effects of featuring celebrities 
in commercials is the celebrities presenting the 
intended message in a more reliable form. The 
fact that celebrities are known by everyone 
makes them to be perceived more credible by 
the consumers, and this credibility in turn may 
reflect on the product or brand that is being 
advertised (Choi and Rifon, 2007). With the 
selection of the right celebrity, consumers' 
perception on a previously poorly regarded 
brand may be renewed, and the brand image in 
consumers mind can be changed to positive 
from negative (Waldt, Loggerenberg and 
Wehmeyer, 2009).  

As also mentioned before, use of 
celebrity endorsement is in fact a risky strategy 
that may also harm the image of the product 
(Belch and Belch, 2012). Despite the fact that 
the literature includes many studies on the 
positive effects of using celebrity endorsement 
in commercials on purchasing behaviors 
(Waldt, Loggerenberg and Wehmeyer, 2009; 
Yannopoulos, 2012; Choi and Rifon, 2007; 
Premeaux, 2008) there are also studies stressing 
the risky aspects of featuring celebrities in 
commercials. For instance, in a study included 
in the literature it was determined that the 
reflection of negative news -that may emerge 
concerning the celebrities decided to be 
featured in commercials- on the brand being 
advertised may also be negative (Till and 
Shimp, 1998). According to another study, 
occasionally the celebrities used in commercials 
may overshadow, or in other words take 
precedence over the brand or the product, and 
consequently consumers may have difficulties 
in remembering the product, although being 
able to recall the celebrity and the content of 
the commercial (Şimşek and Ugur, 2003). It is 
also stated in some other studies that a 
celebrity taking parts in multiple commercials 
may lower the consumers' trust and liking 
concerning the celebrity (Till and Shimp, 1998; 
Schlecht, 2003; Tripp, Jensen and Carlson, 

1994). Yannopoulos (2012) stated that featuring 
celebrities that cannot be associated with the 
brand actually affects purchasing behavior 
negatively.  

Accordingly, deciding on the celebrity 
to be featured in the commercial is a strategy 
that has to be dealt with by considering several 
factors. The fact that the singers, actors and 
actresses, athletes and fashion models selected 
to be featured in commercials are known by all 
is not a sufficient criterion (Fleck, Korchia and 
Le Roy, 2009). Advertisement strategy and 
creativity arrangements are as important as the 
how the celebrities to be featured in 
commercials are decided upon in order to 
create the desired awareness concerning the 
brand (Mehta, 1999).  In their study, Fleck, 
Korchia and Roy (2009) reported that the 
physical attraction of a celebrity has a positive 
effect in terms of the memorability of a brand. 
Yet, it is essential that the celebrity to be 
selected is perceived to be honest, reliable and 
credible by the target group. Likewise, it is 
important that the celebrity is in harmony with 
the image of the promoted brand. In the case 
that the celebrity used in the commercial is 
perceived to be reliable by the consumer, also 
the reliability of the brand may increase (Waldt, 
Loggerenberg and Wehmeyer, 2009). No matter 
how popular and well-known the celebrity is, if 
the consumer does not perceive him or her to 
be trust-worthy, the commercial may have no 
effect on the consumers' eagerness to purchase 
(Yi Lin, 2011). Another factor that affects the 
eagerness to purchase is the target group 
finding the celebrity close to themselves. The 
more the consumer finds the celebrity in 
commercials close to himself, the more his 
purchase intention may increase (Zahaf and 
Anderson, 2008). For example, Bush, Martin 
and Bush (2004) emphasized that the use of 
athletes in commercials affects youngsters' 
purchase intentions positively. The authors 
explained this with young consumers adopting 
the athletes they see in commercials as their 
role models and therefore inclining to purchase 
the products used by those individuals. In other 
words, in order to have the commercial create 
the desired effect and influence consumers' 
purchasing intention, the celebrity being 
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featured in commercial has to be suitable with 
both the brand and the target group. 
Otherwise, invested money and efforts may not 
yield any result (Keel and Nataraajan, 2012; 
Erdogan, Baker and Tagg, 2001).  

With the consideration of the factors 
that are -in the literature- reported to be 
important for selecting the celebrities to be 
used in commercials, it was conceived that 
examining the effects on the purchase 
intentions of featuring a world-famous celebrity 
in the commercials of a brand that runs its 
production and sales exclusively in Turkey 
would produce significant results. Therefore, 
the positive and negative effects on consumers' 
purchase intentions, of the celebrity-featuring 
commercials a Turkish brand set forth through 
the television, outdoor advertisements and 
magazines in the year 2012, and the reasons of 
these positive and negative effects were 
examined within the scope of the study. 

In line with the purpose of the study, 
the following study question was developed; 

Study Question: How do the celebrities 
taking part in the commercials of the brand 
affect consumers' intentions to purchase the 
products of the brand and what are the reasons 
laying under this effect? 

Methodology 

In order to be able to measure how the 
celebrities featured in the commercials of the 
brand affect consumers' tendencies of buying 
the products of the brand and the reasons 
laying under this effect, "Indepth Interview" as a 
qualitative study method was employed. 
Indepth interview is a special interview 
technique customized for the purpose of 
determining the knowledge and opinions of 
selected participants on a given subject. The 
interview is directed by a specialist by using 
inquiry and summarizing methods with the aim 
of revealing individuals' opinions and 
experiences (Baltas, 2003).  

Participants were limited to the 
academic staff and students of the Hacettepe 
University, businesses operating in different 
fields and households residing in the city of 
Ankara. It was paid attention that the 

participants had not been included in any 
similar studies in the past.  

Since the objective intended to be 
achieved in the study was to utilize participants' 
knowledge, opinions and experiences and to 
collect as much data as possible both in 
qualitative and quantitative terms, the 
participation level of the session moderator was 
planned to be kept at minimum. During the 
discussions an audio recording system was used 
due to the advantages of making it easier to 
have the purpose understood correctly, 
encouraging the answerers on answering more 
thoughtfully and enabling to turn back to a 
point during the discussions in case that the 
notes get lost (Gunn et al., 2001). For the 
purpose of determining the participants to be 
included in the study a total of 54 individuals 
were contacted either personally or through the 
phone and 36 of them stated their consent to 
participate the study. 

During the preparation of the interview 
form to be used in the study, particular 
attention was paid to the understandability of 
the questions, to prepare focused questions, to 
ask open ended questions and to avoid asking 
leading and multi-dimensional questions 
(Yıldırım and Şimşek, 2005).   

The author of the study also acted as 
the moderator during the sessions. The first 
part of this task is to explain the objective of the 
session. In addition, during the interviews the 
author also paid attention to some points that 
requires attention of a competent consultant. 
These are (Baltas, 2003; Yıldırım and Şimşek, 
2005) to encourage discussion through open 
ended questions, to ensure that the individuals 
provide detailed information on their thoughts, 
observations and experiences, achieving in-
depth information through asking scrutinizing 
questions for revealing what lays under of those 
that are spoken, avoiding misunderstandings by 
repeating the statements, avoiding to criticize 
the participants in any way, making no 
assumptions on the meaning of the provided 
statements, avoiding to express personal 
opinion and preventing departures from the 
subject. 

Initially, it was planned to have each 
session continue for an hour. Although each 
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session started with the discussion of the first 
topic in the agenda, within the natural 
progression of the sessions the order of the 
subjects being discussed was changed and it 
was decided to bring no restrictions or 
warnings in this regard. 

Results 

At first, the audio tapes recorded in each 
session were deciphered. Consequently, 
deciphered texts were obtained. In the second 
phase of the analysis, corrections were made on 
the deciphered texts and they were adapted 
from spoken language to written language.  
Later on, the texts of each session were read 
carefully and the answers provided by the 
participants concerning the items in the agenda 
were highlighted and separated from the 
discussions that are not directly related with 
the topic at hand.  

Different opinions were sorted into 
groups and classified, and the numbers of 
participants expressing each opinion were 
determined and recorded. As a result of this 
grouping, the main tendencies were 
determined. By once again examining the 
obtained data, common or different tendencies 
were sorted out in a list. In line with this, the 
following tables were prepared. 

The first agenda item of the interview, 
i.e. the question "how did the celebrity featured 
in the commercials of the brand affect your 
purchasing intention?" is included in Table 1. A 
great majority of our participants (28 
individuals) answered this question with the 
answer "negatively". Only 8 participants stated 
that the celebrities featured in the commercials 
in question affected their purchase intentions in 
a "positive" way. 

 

 
Table 1: Factors grouped under the first agenda item 

How did the celebrities featured in the commercials of the brand affect your purchasing intention? 

Positive 8 

Negative 28 

Total 36 

 
 

Another question included in the first 
agenda item directed to our participants was 
intended to examine "the reasons laying under 
the positive or negative effects on consumers' 
purchase intentions of the celebrity featured in 
the commercials of the brand". As it can be seen 
from Table 1, a significant part of the 
participants stated that the commercials in 
question affected their purchase intentions 
negatively. As the reasons for this the 

participants stated that they found the 
commercials unlikable and off-putting, that 
they do not like the brand, that they find the 
celebrities in the commercials unlikable, and 
that they find the commercials not logical. The 
frequency distributions of the reasons why the 
consumers' consider their purchase intentions 
were affected negatively by the commercials are 
presented in Table 2. 
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Table 2: Secondary factors grouped under the first agenda item 

What are the underlying reasons of the negative effects of the celebrities featured in the 

commercials of the brand on the consumers' purchase intentions? 

I have found the commercial to be unlikable and off-putting 5 

I do not like the brand 4 

I do not like the celebrity in the commercial 18 

The celebrities featured in the commercials are not suitable with the target group 11 

 
 

 
Another agenda item of the interview, 

i.e. the question "how did the celebrity featured 
in the commercials of the brand affect the 
image you have concerning the brand?" is 
included in Table 3. A great majority of our 
participants (27 individuals) answered this 

question with the answer "negatively". Only 9 
participants stated that the celebrities featured 
in the commercials in question affected their 
image they have concerning the brand in a 
"positive" way. 

 
Table 3: Factors grouped under the second agenda item 

How did the celebrity featured in the commercials of the brand affect the image you have in your mind concerning the brand? 

Positive 9 

Negative 27 

Total 36 

 
 
Another question included in the 

second agenda item directed to our participants 
was intended to examine "the underlying 
reasons of the positive or negative effects of the 
celebrity featured in the commercials of the 
brand, on the image of the brand the 
consumers have". As it can be seen from Table 
3, a significant part of the participants stated 
that the commercials in question affected the 
image of the brand negatively. As the reasons 
for this the consumers stated that they stated 
that its not believable that the celebrities in the 

commercials would actually purchase the 
products, that featuring celebrities in 
commercials would not change the image of the 
brand, that the prices of the products might 
have increased, that they find the celebrities in 
the commercials unlikable and that they 
consider giving parts to celebrities in 
commercials is an unnecessary expense. Table 4 
presents the frequency distributions of the 
underlying reasons why the consumers consider 
the brand image to be negatively affected due 
to the commercials. 
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Table 4: Secondary factors grouped under the second agenda item 

What are the underlying reasons of the negative effects of the celebrities featured in the commercials of the brand on the 

consumers' consideration of the brand image? 

I do not believe that the celebrities featured in the commercials would buy the products of this brand 9 

The prices of the brand have increased 1 

I find the celebrities in the commercials unlikeable 3 

Unnecessary money was spent for the commercials 3 

Featuring celebrities in commercials does not change brand image 9 

 
 
 
Table 5 presents another agenda item 

of the interview, i.e. the question "Do you 
consider the message conveyed by the 
celebrities featured in the commercials of the 
brand is credible and believable?" A great 
majority of our participants (33 individuals) 

answered this question with the answer 
"negatively". Only 3 participants considered the 
messages conveyed by the celebrities featured 
in the commercials to be credible and 
believable.

 
Table 5: Factors grouped under the third agenda item 

Are the messages conveyed by the celebrities in the commercials of the brand credible and believable? 

Positive 3 

Negative 33 

Total 36 

 
 
Another question included in the third 

agenda item directed to the participants was 
intended to examine "the underlying reasons 
why the participants find or do not find the 
messages conveyed by the celebrities featured 
in the commercials of the brand to be credible 
and believable". As it can be seen from Table 5, 
a significant part of the participants stated that 
they do not find the messages conveyed by 
these celebrities to be credible and believable. 
As for the reasons, the participants stated that 

the celebrities featured in the commercials 
would not actually purchase the products in 
question, that the messages contain 
inconsistent information, that the use of 
celebrity endorsements is in general not 
convincing and that the message is not 
understood. Table 6 presents the frequency 
distributions of the reasons why the consumers 
do not find the messages conveyed by the 
celebrities featured in commercials to be 
credible and believable. 
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Table 6: Secondary factors grouped under the third agenda item 
  

What are the reasons for the message conveyed by the celebrities featured in the commercials of the brand being considered not 

credible and unbelievable? 

I do not believe that the celebrities featured in the commercials would buy the products of this brand 14 

I believe the messages presented in the commercials are inconsistent 7 

In general, I do not consider celebrity endorsements in commercials to be plausible  3 

The message intended to be conveyed in the commercials is not clear 2 

 
 
With the consideration of these 

statements, it is possible to assert for the scope 
of the present study that using celebrity 
endorsements in commercials does not have 
positive effects on purchase intentions.  The 
primary reasons for the messages conveyed by 
celebrities are considered to be not credible and 
for determining the negative effects on brand 
image are the fact that the participants do not 
find the celebrities featured in the commercials 
believable, that they describe them as 
unlikeable and that they do not believe that the 
celebrities would use the products they 
advertise in the commercials. 

Conclusions 

Firms intend product design, branding, 
packaging, pricing, and place decisions 
strategies in order to strengthen competitive 
advantage and generate positive position in the 
minds of consumers. One of the widely used 
strategies is, use of celebrity endorsers where 
companies spend big sums of money in order to 
support their brands with endorsers (Erdoğan, 
2010). However, as also mentioned before, 
companies do not always attain success for 
using celebrity endorsement in their 
commercials. The most important reasons for 
this can be listed as the consumers finding the 
celebrity unreliable or not liking the celebrity, 
consumers do not always prefer seeing 
celebrities in commercials, the celebrity 
overshadowing the product (the consumer only 
remembering the celebrity, not the product 
after watching the commercial) or the celebrity 

having being played in too many commercials 
(overexposure) (Belch & Belch, 2012).   

According to the findings of the 
present study it was determined that the 
celebrities featured in the selected Turkish 
brands’ commercials had negative effects on the 
purchase intentions and brand image, and that 
the messages conveyed by them were not found 
credible. The most important reason for the 
negative effects on the consumers purchase 
intentions was determined to be the lack of 
association between the celebrities featured in 
commercials and the target group. Other than 
that, consumers' dislike of the celebrities 
featured in the commercials was determined to 
be another reason. In addition to these reasons, 
it was determined that consumers finding the 
commercial unlikable and off-putting, their 
dislike of the brand, not liking and finding the 
celebrities to be off-putting, finding the 
commercial to be not logical also affect their 
purchasing intentions negatively. Accordingly, 
companies may enhance consumers' purchase 
intentions by obtaining detailed information on 
their target group, determining the needs and 
life styles of the target group in details, and 
selecting the celebrities to be used in the 
commercials according to these determinations.  
Other than this, it is important to feature 
popular celebrities that are liked and 
considered credible by the target population.   

As it can be remembered, another 
finding of the study is the negative effects of the 
celebrities featured in the said commercials on 
the brand image the consumers have in their 
mind. The most important reason for this was 
determined to be consumers' consideration that 
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the celebrities featured in the commercials 
would not actually purchase the promoted 
products and that giving parts to celebrities in 
commercials would not change the image of the 
brand. In consideration of these findings, it is 
important for companies to ensure that the 
brand image associates with the celebrities they 
intend to feature in their commercials.   In 
other words, if a brand does not set forth the 
image of luxury products and rather addresses a 
market group of lower income, then the 
consumers may consider that celebrities would 
not prefer the products of that brand. 
Therefore, featuring regular people rather than 
celebrities may be perceived to be more 
meaningful.    

Finally, the message conveyed by the 
celebrities featured in the commercials of the 
brand was not found credible and believable. 
The reasons for this were stated to be once 
again the consumers' disbelief that the 
celebrities featured in the commercials would 
purchase the products of the said brand, the 
inconsistent information in the messages, 
consumers' consideration that the use of 
celebrity endorsements in the commercials is 
not credible and that the message is not clear.  
Accordingly, as also stated before, in cases 
where the consumers believe that the 
celebrities would not buy the products of a 

brand, using ordinary people rather than 
celebrities in commercials may be useful. Beside 
this, as it was also reported by Belch and Belch 
(2012), featuring celebrities in commercials may 
occasionally prevent the message to be 
understood by the consumers. 

In conclusion, using celebrity 
endorsements in commercials may be an 
important competitive strategy in a saturated 
market where product differentiation is low, 
particularly with the consideration of the 
increasing commercial cluttering of today.  
However, this strategy brings positive effects 
only in the case of selecting the correct 
celebrities. It is essential to maximize the 
positive effects of featuring celebrities in 
commercials due to the high amounts of 
expenses made. Due to this reason, the 
importance of the studies concerning the 
selection of the right celebrities increases also 
today for companies and researchers.   

The most important limitation of the 
study is the use of generalization due to the fact 
that the findings were obtained through 
qualitative study method. Only the answers of 
the questions within the scope of the study 
were sought. Therefore, obtaining generalisable 
data through a future quantitative study to be 
carried out with the use of the questionnaire 
method may be significant. 
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