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Abstract— It is a well-known fact that advertising increases 

consumer buying behaviour. Persuasion techniques play an 

important role in advertising and it is the key to change the 

attitude of people towards buying. The goal of persuasion is 

to attract and convince the consumers. The advertising 

companies use celebrity endorsement to target the young 

people who are attracted to hero-worship and are fascinated 

by information technology. Both are utilised well by the 

advertising agencies to target such population. This 

descriptive study was conducted, using a survey among a 

purposely selected sample of 258 college students, who 

view TV more than one hour a day, to identify the rural 

student psychology in understanding celebrity commercials. 
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I. INTRODUCTION 

Advertisements are considered the nervous system of the 

business world. The human nervous system is created to 

give sensations from external objects; similarly, 

advertisements are focused on informing the people about 

various products that come to the market. The main goal of 

advertising is to attract the potential buyers. In the modern 

consumerist society, advertisement, therefore, becomes 

essential to compete in the ever-increasing consumer 

market. Companies are trying various ways of reaching out 

to people to get the attention by various creative and 

innovative means. As IT becomes the main road of 

communication today, viral marketing, cloud marketing and 

various other marketing techniques are used to advertise the 

products and to stretch out to consumers. In view of gaining 

more attention and appeal from people, companies use 

celebrities as an effective method of marketing strategy [1]. 

The ancient method of advertising was the word of mouth 

communication which is even today a powerful advertising 

strategy all over the world. Although the first known printed 

advertisement appeared in March 1648, advertising in 

magazines began only in recent times [2]. Many 

psychologists developed persuasive techniques to capture 

the people’s attention and to sell the products. The familiar 

advertising strategies used today are the by-product of 

American Psychologist J. B. Watson [3]. The first 

psychologist to study scientifically the process of persuasion 

was Gale Harlow in 1895, who theorised that affective and 

cognitive aspects, issue involvement, personal influence and 

unconscious attitude formation were the process of 

persuasion leading to buying [4]. In his writing ‘the theory 

and practice of advertising’ Scott identified people as highly 

suggestible and obedient. He further initiated feedback 

system, asking the customers to complete coupons and mail 

it back to the company [5]. Hollingworth was yet another 

pioneering psychologist who studied ‘effective advertising’. 

He elaborated that capturing the human attention is the key 

to advertising. He further explored that giving a message to 

make the customer remember it, leads to the purchasing 

power [6].  

J. B. Watson (1878-1958) was the man behind 

introducing various advertising techniques using 

psychology. He was a behaviourist psychologist from Johns 

Hopkins University who took the world on his side by the 

classic experiment Little Albert. His entrance to the field of 

marketing advertisement was a mere accident. The dismissal 

from Hopkins University following a scandal forced Watson 

to enter the advertising business for survival. He took a job 

with the J. Walter Thompson advertising agency and in 

1935 Watson switched jobs to become an advertising 

executive at the William Esty Company where he remained 

until his retirement in 1945. Though it was accidental, 

Watson used his theory of behaviourism and studied 

emotions of fear, rage, and love in his experiments to 

improve the effects of advertising. 

Almost all the psychologists focus on persuasion as 

the key in advertising and the key to change the attitudes of 

people towards buying. Persuasion techniques have been 

studied by social psychologists in the early 20th-century. 

The goal of persuasion is to convince the consumers to 

internalise the persuasive argument and adopt this new 

attitude as a part of their core belief system. One commonly 

used technique of persuasion is that of authority. This is 

based on the idea that people will respect the opinions of 

someone whom they admire or accept as a hero or a 

knowledgeable person. People feel comfortable and 

confident to buy a product when they know that a person 

with an authority has recommended the product. Of course, 

the person with authority needs to have expert knowledge in 

that field. For example, a dentist can recommend a brand of 

toothpaste. Would anyone buy a brand of toothpaste because 

a car mechanic recommends it? 

India is a country of diverse cultural practices, 

languages, customs and unique thinking. Joint family, 

dependence on parents, arranged marriages, male 

dominance, devotion and religious affinity are strong socio-

cultural factors that dominate every sphere of living. Cult 

status is given to film stars, cricket players and popular 

personalities, politicians and, hero-worship is rampant. 

Television serials have become part of Indian household 

talks and cricket games are highly sought discussions in 

daily life than work and profession for many. This current 

Indian psyche and the worldview are reflected in the 

marketing and advertisement arena. 

Celebrity endorsement is a multi-billion-rupee 

business in India. Film stars and sportsperson (mainly 

cricket stars) are given high celebrity status and perceived as 

attractive, talented and extraordinary personalities [7]. 

McCracken sees celebrity endorsement in marketing as “any 

individual who enjoys public recognition and who uses this 

recognition on behalf of a consumer good, by appearing 

with it in an advertisement ... thus they bring their own 
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culturally related meanings” [8]. The characteristics which 

differentiate celebrity from the common people are 

popularity, a high degree of recognition in the society or 

culture, attention grabber and high degree of fame in their 

respective field. People like to see celebrities and their 

favourite heroes in commercials and some stars are seen 

selling more than one product. A celebrity may appear in 

commercials in many ways: as a spokesperson or 

salesperson, an endorser even though s/he may not be an 

expert in the brand, provides testimony about the personal 

experience of the product and its superiority, or an actor in 

the advertisement. This has been classified by McCracken as 

an explicit mode in which the celebrity announces a product; 

implicit mode in which the celebrity uses verbal or physical 

communication for the product and, imperative mode which 

is, the celebrity suggests the audience use the endorsed 

product while the celebrity only appears with the product in 

the co-present mode. 

A couple of centuries back in Europe, Popes and 

Kings endorsed health products. In India, it is estimated that 

almost 60 percent commercials use celebrities but only 20 

percent commercials use celebrities at the world level; India 

is also one of the top ten countries where celebrity 

endorsement is one of the popular methods of advertising 

[9]. Hsu & Mcdonald stated that marketers spend a huge 

amount of money on celebrity endorsement contracts as they 

believe that celebrities are efficient representative for their 

product or brand [10]. The psychology behind celebrity 

endorsement as Silvera and Austad understands is that 

celebrities are considered highly trustworthy, believable, 

persuasive and likeable [11]. The following table shows 

some of the popular commercials in Tamil Nadu. 

No Product Celebrity 

 Bru Coffee 
Karthi and Kajal 

Aggarwal 

 3-Roses Tea Vikram and Trisha 

 
Aashirvaad Food 

Products 
Sneha 

 Sunrise Coffee Surya and Jothika 

 Kalyan Jewellers Aishwarya Rai 

 
Pothys 

SubhaMuhurtham 
Trisha 

 RamarajDhothis Jayaram 

 Joy Alukkas Vijay and his mother 

 Boost MS Dhoni 

 Chennai Silks Ashna Zaveri 

 RMKV Sarees Jyothika 

 Sri Ganapathi Silks Poorna 

 
Sri Kumaran 

ThangaMalikai 

Sathyaraj, Amalapaul, 

Saranya 

Table 1: Some Popular Tv Commercials In 2014-2015 

The right choice of celebrity is also a key factor. 

Identification of the right celebrity based on credibility and 

attractiveness are the key element behind celebrity 

endorsements [12]. Celebrity endorsements increase day by 

day as many companies use this as a strategy to attract 

potential buyers, compensation paid to them is also 

increasing [13]. For example, a comedy actor cannot 

endorse a sports vehicle, where a celebrity of a specific 

stature can do it; so also, beauty products and food items. 

Glamorous advertisements target the young generation and 

urban college students are ipso facto are open to various 

mass media and to the use of information technology. 

However, students from rural areas tend to have a different 

psyche, worldview and social outlook [14]. In view of this, 

the study is focused on rural college students and their 

psychology in understanding celebrity advertisement by 

answering the following questions: 

1) Do rural college students prefer celebrities in 

commercials? 

2) What are the popular advertisements liked by rural 

college students? 

3) Do rural college students buy a product because it is 

endorsed by celebrities? 

4) How do rural college students view celebrity 

commercials in general? 

II. METHODOLOGY 

This descriptive study was conducted in the rural areas of 

Coimbatore and Tiruppur districts of Tamil Nadu. Data was 

collected from 258 rural college students in and around 

Pollachi, Udumalaipettai, Kinathukadavu, Madathukulam 

area. Only the students who watch TV regularly (more than 

one hour a day) were taken as subjects purposely for the 

survey. A 32-item survey questionnaire, prepared by the 

authors was utilised to collect data. Appropriate descriptive 

as well as the numerical analysis was done as per the 

requirements. 

III. RESULTS AND DISCUSSION 

Most the subjects in the study were UG students (82%) in 

the age bracket of 17- 20. The sex ratio of the students was 

equally distributed (male 48.6 % & female 51.4%). Most the 

subjects come from middle-class families (61%) and only a 

few were from upper middle class as reported by them. The 

subjects watch TV more than one hour every day and were 

very familiar with the popular TV commercials in the year 

2014- 2015. 

U
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Diplom

a 

Mal

e 

Femal

e 

Lowe

r 

class 

Mid

- 

clas

s 

Up-

clas

s 

82 14 4 48.6 51.4 33.5 61 5.5 

Table 2: Subjects Background Details In Percentage 

 The young people are somewhat equally divided in their 

opinion and attitude towards celebrity endorsements in 

commercials and products. 

 Fifty three percent of the young people being studied 

approve celebrities endorse products. 

 Forty three percent did not approve and they believe 

that celebrities are greedy and therefore come for 

commercials; few students have no clear opinion on this 

topic. 

 Only four percent of the subjects bought products 

because they are advertised by popular celebrities. 

 The popular product bought, influenced by celebrity 

commercial, was ‘Boost’.  

 Jewellery, food items, beauty and fashion products, 

motorcycles are other popular products bought by them 

influenced by commercials. 

 Less than nine percent of the subjects believe that the 

products are good because it is advertised by celebrities. 
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 Seventy one percent of the subjects do not believe a 

product to be good because it is advertised by 

celebrities. 

 Nearly five percent of the subjects believe that 

commercials are by nature cheat the customers giving a 

false impression about the products. 

 Fifty four percent believe that the commercials give 

some message about the products.  

 Seventy percent believe that commercials by celebrities 

are good to introduce a product in the market 

 It helps to build a brand. 

 Fifty four percent believe that the commercials give 

some knowledge about the quality and nature of the 

products to the customers.  

 More than seventy percent of the subjects have one or 

other favourite commercials which they enjoy watching 

in the TV or movie house; not because they want to buy 

the products. 

 Twenty seven percent of the subjects did not select any 

commercials as their favourite.  

 Sixty two percent of the students generally enquire 

about the products and go for it, based on the opinion 

gathered from their friends.  

 Nearly sixty five percent of the subjects buy products 

only if they are of affordable price. 

 Few percent of students consider commercials as a 

disturbance to their viewing movies or other programs. 

 There are no noticeable gender differences in the 

results. 

A. Preference for Celebrities in Commercials 

As a part of hero-worship in the adolescent period, college 

students prefer their favourite heroes appear in commercials 

and like to watch them. The following table gives in rank-

order the top five TV commercials identified as favourites. 

Popular 

Commercials 
Celebrities 

Rank 

Order 

Boost MS Dhoni 1 

Sunrise 

(Nescafe) 
Surya and Jothika 2 

Joy Allukas Vijay and his mother 3 

Sri Kumaran 

Thanga 

Malikai 

Sathyaraj, Amalapaul, 

Saranya 
4 

Aashirvaad 

Food Products 
Sneha 5 

Table 3: The Top Five Preferred Commercials 

B. The Common Belief towards Commercials 

Generally, the students believe that it is not the 

advertisements rather the quality inspire and motivate them 

to buy it. Most the students prefer to buy a product after 

enquiring the quality, mainly with their friends who use it 

and then decide to buy or rate the products. At the same 

time, very few students prefer to buy and use goods because 

it is endorsed by their favourite celebrities. Students like to 

view the advertisements to know more about the products 

before they are motivated to buy. Among the 

advertisements, their favourite actors do not influence their 

decision making and they believe that such advertisements 

do not guarantee the quality of the products.  

Some students believe that advertisements are just 

wastage of time and consider it a disturbance that interferes 

with the continuity of their favourite TV show or program. 

Also, they believe that advertisements are meant to attract 

the people towards the product. Few others have the belief 

that some advertisements are made and broadcasted in such 

a way that it helps people to increase their knowledge about 

the products. Students also like the high technology and the 

graphics used in the commercials more than the products it 

advertises. Most the subjects buy products only if they are of 

affordable price. This reflects the overall mindset of the 

rural mindset in India which is very cost conscious. 

IV. CONCLUSION 

Advertisement plays a crucial role for any business, 

influencing the buying behaviour of people. Celebrity 

endorsements play a vital role in expanding any business 

and product. Brand images are created by celebrities and 

they attract the younger generation. It can also be used as a 

strong weapon to compete with competitors in the market. 

The study results give a complex picture of the perception 

and understanding of rural college students on celebrities in 

advertisements. The college students like to see their 

favourite heroes and heroines in commercials. However, it 

does not fully influence their buying behaviour, but the 

students believe that brand building is done by such 

commercials. Some young people are very critical and they 

consider commercials in TV as a disturbance to watch their 

favourite regular programs. Even though many students are 

influenced by the advertisements, they buy only after 

consulting their friends about the price and the quality. 
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