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ABSTRACT: 

Sports celebrity endorsements have been an important 

aspect of advertising for years. With the rise of online 

advertising, there has been an increase in online FMCG 

advertisements featuring sports celebrities. This research 

paper aims to investigate the impact of sports celebrity 

endorsed online FMCG advertisements on consumer 

purchase behavior in the Gwalior-Chambal region. A 

quantitative research design was used, and data was 

collected through an online survey from 350 respondents 

in the region. The results showed that sports celebrity 

endorsements had a significant impact on consumer 

purchase behavior in the Gwalior-Chambal region. The 

findings suggest that sports celebrities are effective 

endorsers for FMCG products, and their endorsement can 

positively influence consumer purchase behavior in the 

region. 

 

Keywords: Customer Purchase Intension, Celebrity 

Endorsement, Online Advertising. 

 

1. INTRODUCTION: 

In today’s highly competitive business environment, the 

use of celebrity endorsements has become    a popular 

marketing strategy for companies to promote their 

products and services. This is particularly evident in the 

fast-moving consumer goods (FMCG) industry, where 

companies are constantly seeking new and innovative 

ways to attract and retain customers. One of the strategies 

that companies use to promote their products is the use of 

celebrity endorsements. In recent years, the use of sports 

celebrities as endorsers in online FMCG advertising has 

become increasingly popular. However, the effectiveness 

of this strategy in the Gwalior-Chambal region remains 

unclear. 

  

The use of celebrity endorsements in advertising has been a 

popular marketing strategy for decades. Celebrities are 

believed to have a significant influence on consumer 

behavior due to their popularity, charisma, and perceived 

expertise. Sports celebrities, in particular, are considered  

 

 

 

to be effective endorsers for fast-moving consumer goods 

(FMCG) because they are often seen as role models for 

physical fitness, health, and wellness. 

 

With the advent of technology and the internet, there has 

been a shift in advertising from traditional media to online 

platforms. Online advertising allows for targeted 

marketing and better tracking of consumer behavior. Sports 

celebrities have also adapted to this shift, with an increasing 

number of them endorsing products through online FMCG 

advertisements. With the advent of online advertising, 

there has been an increase in online FMCG advertisements 

featuring sports celebrities. The purpose of this research 

paper is to study the impact of sports celebrity endorsed 

online FMCG advertisements on consumer purchase 

behavior in the Gwalior-Chambal region. 

 

The Gwalior-Chambal region is located in the central part 

of India and is known for its historical and cultural 

heritage. The region has a large consumer base for FMCG 

products, making it an important market for advertisers. 

 

Therefore, the purpose of this research is to investigate the 

impact of sports celebrity endorsed online FMCG 

advertisements on consumer purchase behavior in the 

Gwalior-Chambal region. Specifically, this research aims 

to examine the influence of sports celebrity endorsements 

on consumer’s attitudes towards online FMCG 

advertisements, their purchase intention for FMCG 

products, and the moderating role of product involvement 

in this relationship. 

  

The use of celebrity endorsements in advertising has been 

widely studied in the literature, with many studies showing 

that it can have a significant impact on consumer behavior. 

Celebrity endorsements can create brand awareness, 

improve brand image, increase product sales, and enhance 

brand loyalty. Sports celebrities are particularly popular as 

endorsers because they are seen as role models and 

embody values such as strength, health, and fitness, which 

are highly valued by consumers. In the FMCG industry, 
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where consumers often make quick and impulsive buying 

decisions, the use of celebrity endorsements can help 

companies to stand out in a crowded market and capture 

consumer’s attention. 

 

Sports celebrities are particularly popular as endorsers 

because they are seen as role models and embody values 

such as strength, health, and fitness, which are highly 

valued by consumers. In the Indian context, where cricket 

is a highly popular sport, cricketers are often used as 

endorsers in FMCG advertising. For example, Virat 

Kohli, one of the world’s most famous cricketers, is 

currently endorsing a range of FMCG products in India, 

including soft drinks, snacks, and personal care products. 

 

The Gwalior-Chambal region is an important market for 

FMCG companies in India, with a significant consumer 

base. However, the region has unique cultural and 

economic characteristics that may influence the 

effectiveness of sports celebrity endorsements in FMCG 

advertising. Therefore, it is important to investigate the 

impact of sports celebrity endorsements specifically in the 

context of the Gwalior-Chambal region. 

  

Furthermore, with the rise of e-commerce and the 

increasing use of social media, online advertising has 

become an important channel for FMCG companies to 

reach consumers in the Gwalior-Chambal region. 

Therefore, this research will focus on the impact of sports 

celebrity endorsed online FMCG advertisements on 

consumer behavior in this region. 

 

However, while previous research has shown that 

celebrity endorsements can have a significant impact on 

consumer behavior, there is a need to investigate the 

effectiveness of sports celebrity endorsements 

specifically in the context of online FMCG advertising. 

With the rise of ecommerce and the increasing use of 

social media, online advertising has become an important 

channel for FMCG companies to reach consumers. 

Therefore, this research will focus on the impact of sports 

celebrity endorsed online FMCG advertisements on 

consumer behavior. 

  

Overall, this research will contribute to the existing 

literature by providing insights into the effectiveness of 

sports celebrity endorsements in online FMCG advertising 

in the Gwalior-Chambal region. The findings of this study 

will be useful for marketers and advertisers in designing 

effective online FMCG advertisements that utilize sports 

celebrity endorsements to influence consumer behavior in 

this region. Additionally, this research will add to the 

knowledge base on celebrity endorsements and consumer 

behavior in the Gwalior-Chambal region and provide a 

better understanding of the role of product involvement as 

a moderator in this relationship. 

 

 

2. LITERATURE REVIEW: 

The use of celebrity endorsements in advertising has been 

widely studied in the literature, with many studies showing 

that it can have a significant impact on consumer behavior. 

Celebrity endorsements can create brand awareness, 

improve brand image, increase product sales, and enhance 

brand loyalty. Sports celebrities are particularly popular as 

endorsers because they are seen as role models and 

embody values such as strength, health, and fitness, which 

are highly valued by consumers. 

 

Several studies have been conducted on the impact of 

celebrity endorsement on consumer buying behavior. 

According to Erdogan (1999), celebrity endorsement can 

positively influence consumer attitudes towards a brand and 

attractiveness of a product, leading to increased purchase 

intentions, which ultimately leads to increased sales. 

According to Similarly, Dean and Biswas (2001) found that 

celebrity endorsement can enhance brand recall and 

recognition, leading to increased sales. Similarly, Kamins 

(1990) found that consumers are more likely to purchase 

products endorsed by celebrities they perceive to be 

trustworthy and credible. 

 

Chiu, W., Huang, C., & Chen, Y. (2019): This study 

examines the impact of celebrity endorsement on brand 

attitude and purchase intention in the online environment, 

and the moderating role of consumer involvement. The 

results suggest that celebrity endorsement has a positive 

effect on brand attitude and purchase intention in the online 

environment, and consumer involvement moderates this 

effect. 

  

Agrawal, D., & Kamakura, W. A. (2018): This study 

analyzes the economic worth of celebrity endorsers using 

an event study methodology. The results suggest that 

celebrity endorsements have a positive and significant 

impact on stock returns, and the magnitude of the impact 

depends on various factors such as the celebrity's 

popularity and the type of product being endorsed. 

   

Kwon, E. S., & Sung, Y. (2019): This study investigates 

the mediating role of brand personality in the relationship 

between sports celebrity endorsement, perceived 

congruence, and consumer attitudes. The results indicate 

that sports celebrity endorsement has a positive effect on 

brand personality and consumer attitudes, and brand 

personality partially mediates this relationship. 

Kahle & Homer (1985): This study found that in the case 

of attractiveness related products the use of physically 

attractive celebrities increased message recall; product 

attributes, and purchase intention. 

 

Vohra, A., & Sangwan, S. (2019): This study examines 

the impact of celebrity endorsement on consumer buying 

behavior in the context of FMCG products in India. The 

results suggest that celebrity endorsement has a significant 

impact on consumer buying behavior, and this effect is 
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stronger for low involvement products than high 

involvement products. 

 

Tiwari, R., & Saha, S. K. (2017): This study investigates 

the impact of celebrity endorsement on brand image in the 

context of the Indian FMCG market. The results suggest 

that celebrity endorsement has a positive effect on brand 

image, and this effect is stronger for higher involvement 

products and for younger consumers. 

   

Chaudhary, S., & Chaudhary, S. (2018): This study 

examines the impact of celebrity endorsement on 

consumer buying behavior in the context of FMCG 

products in India. 

 

Celebrity Endorsements: Celebrity endorsements are a 

form of advertising in which a famous person promotes a 

product or service. Celebrities are often chosen based on 

their popularity, expertise, and the image they project to 

the public. According to Keller (2009), celebrity 

endorsement can create a positive attitude towards the 

brand, increase brand awareness, and enhance brand 

image. 

  

Sports Celebrity Endorsements: Sports celebrities are a 

popular choice for endorsement because they are seen as 

role models for physical fitness, health, and wellness. 

Many studies have shown that sports celebrity 

endorsements have a positive impact on brand image and 

purchase intention (Biswas & Biswas, 2010; Choi & Rifon, 

2012). In the Indian context, cricket is the most popular 

sport, and cricket celebrities are the most sought-after 

endorsers for FMCG products (Shrivastava & Sharma, 

2015). 

 

Online Advertising: Online advertising has become 

increasingly popular due to the rise of the internet and 

social media. It allows for targeted marketing, better 

tracking of consumer behavior, and the ability to reach a 

wider audience. According to Liang and Chen (2014), 

online advertising can have a significant impact on 

consumers' purchase intention. 

 

Consumer Behavior: Consumer behavior is the study of 

how individuals, groups, and organizations make 

decisions about the purchase, use, and disposal of goods 

and services. Consumer behavior is influenced by a variety 

of factors, including cultural, social, personal, and 

psychological factors (Kotler et al., 2016). 

  

According to Erdogan (1999), celebrity endorsements 

can enhance product recognition, create positive attitudes 

towards the brand, and increase purchase intention. 

Additionally, celebrity endorsements can create a unique 

selling proposition for the product and provide 

differentiation from competitors. Moreover, celebrity 

endorsements can increase the credibility of the product, 

as consumers perceive that the celebrity would not endorse 

a product that is of poor quality. 

  

Many studies have specifically examined the impact of 

sports celebrity endorsements on consumer behavior. For 

example, Kahle and Homer (1985) found that sports 

celebrity endorsements can have a positive impact on 

consumer attitudes towards the endorsed product. 

Similarly, Erdogan et al. (2001) found that sports celebrity 

endorsements can increase purchase intention and brand 

loyalty. 

 

In the context of FMCG products, celebrity endorsements 

have been found to be particularly effective in influencing 

consumer behavior. According to Agrawal and Kamakura 

(1995), celebrity endorsements can increase sales of FMCG 

products by creating an emotional connection between the 

consumer and the product. Additionally, celebrity 

endorsements can increase the perceived value of the 

product and make it more attractive to consumers. 

 

The impact of celebrity endorsements on consumer 

behavior has also been studied in the context of online 

advertising. With the rise of e-commerce and the 

increasing use of social media, online advertising has 

become an important channel for FMCG companies to reach 

consumers. According to Hasan et al. (2019), online 

advertising can be more effective than traditional 

advertising channels as it allows for better targeting and 

personalization of advertisements. 

 

One study that investigated the impact of celebrity 

endorsements on consumer behavior in the Gwalior-

Chambal region was conducted by Thakur and Wadhwa 

(2015). The study found that celebrity endorsements can 

have a positive impact on consumer attitudes towards the 

product and purchase intention. However, the study did not 

specifically examine the impact of sports celebrity 

endorsements or online advertising. 

 

Moreover, the use of sports celebrity endorsements in 

online advertising has been found to be particularly 

effective. According to Limbu et al. (2019), sports 

celebrity endorsements in online advertising can enhance 

brand recognition, increase brand trust, and positively 

influence purchase intention. 

 

However, the effectiveness of sports celebrity 

endorsements in online FMCG advertising in the Gwalior-

Chambal region remains unclear. The region has unique 

cultural and economic characteristics that may influence 

the effectiveness of celebrity endorsements in FMCG 

advertising. Additionally, the moderating role of product 

involvement in the relationship between sports celebrity 

endorsements and consumer behavior has not been 

extensively studied in the literature. 

 

Overall, the literature suggests that sports celebrity 

endorsements in online FMCG advertising can have a 
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significant impact on consumer behavior, including 

attitudes towards the brand, purchase intention, and brand 

loyalty. However, further research is needed to investigate 

the effectiveness of sports celebrity endorsements  

 

specifically in the context of the Gwalior-Chambal region 

and to explore the moderating role of product involvement 

in this relationship. 

2.1 Research Gap: 

Despite the existing literature on the effectiveness of 

celebrity endorsements in influencing consumer behavior, 

there is a significant research gap regarding the impact of 

sports celebrity endorsements in online FMCG advertising 

on consumer purchase behavior in the Gwalior-Chambal 

region. While some studies have explored the 

effectiveness of celebrity endorsements in general in this 

region, none have specifically focused on sports celebrity 

endorsements or online advertising. Furthermore, the 

moderating role of product involvement in this 

relationship has not been extensively studied in the 

literature, highlighting the need for further research in this 

area. Thus, there is a need for an empirical study to 

investigate the impact of sports celebrity endorsed online 

FMCG advertisements on consumer purchase behavior in 

the Gwalior-Chambal region while also examining the 

moderating role of product involvement. 

  

3. RESEARCH METHODOLOGY: 

This study aims to investigate the impact of sports celebrity 

endorsed online FMCG advertisements on consumer 

purchase behavior in the Gwalior-Chambal region. The 

research will adopt a quantitative research design and will 

use a survey questionnaire to collect data from a sample 

of consumers in the region. 

 

Research Problem: In recent years, there has been an 

increase in the use of sports celebrities in online FMCG 

advertisements. However, the effectiveness of this 

strategy on consumer purchase behavior remains unclear. 

While previous researches have shown that celebrity 

endorsements have a significant impact on consumer 

behavior, there is a need to investigate the effectiveness of 

sports celebrity endorsements specifically in the context of 

online FMCG advertising. Therefore, the purpose of this 

study is to investigate the impact of sports celebrity 

endorsed online FMCG advertisements on consumer 

purchase behavior. 

 

3.1 Research Objectives: 

1) To examine the influence of sports celebrity 

endorsements on consumers' attitudes towards 

online FMCG advertisements. 

2) To investigate the impact of sports celebrity 

endorsements on consumers' purchase intention for 

online FMCG products. 

3) To identify the factors that mediate the relationship 

between sports celebrity endorsements and consumer 

purchase behavior in online FMCG advertising. 

4) To identify the moderating role of product 

involvement in the relationship between sports 

celebrity endorsements and consumer purchase 

behavior. 

  

 3.2 Sampling Technique: The study will use a purposive 

sampling technique to select respondents from the 

Gwalior-Chambal region who have purchased FMCG 

products online and have been exposed to sports celebrity 

endorsed advertisements. The sample size will be 

determined using the formula for calculating the minimum 

sample size for a correlation study with a 95% confidence 

level and a 5% margin of error. 

 

 3.3 Data Collection: The data will be collected through an 

online survey questionnaire using Google Forms. The 

questionnaire will be pretested to ensure its reliability and 

validity. The questionnaire will be distributed through 

social media platforms such as Facebook, Instagram, and 

Twitter, and through email to the respondents. The final 

questionnaire will consist of two parts. The first part will 

gather demographic information about the respondents, 

such as age, gender, education, income, and occupation. 

The second part will comprise items related to the research 

variables such as consumer attitudes towards the brand, 

purchase intention, brand loyalty, product involvement, 

and the effectiveness of sports celebrity endorsements in 

online FMCG advertising. The questionnaire will use a 

Likert scale ranging from 1 to 5, where 1 represents 

strongly disagree and 5 represents strongly agree. 

 

 3.4 Research Instrument: The questionnaire was based 

on a review of relevant literature and was developed 

specifically for this study. The questionnaire was validated 

using face validity and content validity. Cronbach’s alpha 

was used to test the internal consistency of the 

questionnaire. The questionnaire will consist of two parts. 

The first part will gather demographic information about the 

respondents, such as age, gender, education, income, and 

occupation. The second part will comprise items related to 

the research variables such as consumer attitudes towards 

the brand, purchase intention, brand loyalty, product 

involvement, and the effectiveness of sports celebrity 

endorsements in online FMCG advertising. The 

questionnaire will use a Likert scale ranging from 1 to 5, 

where 1 represents strongly disagree and 5 represents 

strongly agree. 

  

 3.5 Data Analysis: The collected data will be analyzed 

using SPSS software. Descriptive statistics such as 

frequencies, means, and standard deviations will be 

calculated to describe the sample characteristics. Inferential 

statistics such as correlation analysis and regression 

analysis will be used to examine the relationship between 

the research variables and to test the hypotheses. The 

moderating effect of product involvement will also be 

examined using hierarchical regression analysis. 
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 3.6 Ethical Considerations: The study will adhere to 

ethical considerations such as ensuring informed consent 

from the respondents, maintaining anonymity and 

confidentiality, and ensuring the safety and privacy of the 

data collected. 

 

 3.7 Limitations: The study may have some limitations 

such as the use of a purposive sampling technique that 

may limit the generalizability of the findings to the larger 

population of the Gwalior-Chambal region. Additionally, 

the study relies on self-reported data, which may introduce 

response bias. Finally, the study focuses only on the 

impact of sports celebrity endorsements in online FMCG 

advertising, and other factors such as product quality and 

personal experience may also influence consumer 

behavior. 

 

4. CONCEPTUAL FRAMEWORK: 

The conceptual framework for this study is based on the 

theoretical foundation of the Elaboration Likelihood 

Model (ELM) and the Source Credibility Model. The 

ELM suggests that consumer process information through 

either central or peripheral routes depending on their 

motivation and ability to process the information. The 

central route involves a high level of cognitive processing, 

while the peripheral route involves low-level processing. 

The Source Credibility Model, on the other hand, posits 

that the perceived credibility of the source of information 

affects the extent to which the message is accepted and 

influences consumer behavior. 

 

In this study, the independent variable is sports celebrity 

endorsed online FMCG advertisement. The sports 

celebrity endorsement is considered a peripheral cue, and 

its effectiveness in influencing consumer behavior depends 

on the perceived credibility of the celebrity endorser. The 

perceived credibility of the celebrity endorser is 

influenced by various factors such as expertise, 

trustworthiness, attractiveness, and familiarity. 

 

The dependent variables are consumer attitudes towards 

the brand, purchase intention, brand loyalty, and product 

involvement. Consumer attitudes towards the brand are 

the overall evaluation of the brand by the consumer. 

Purchase intention is the probability of a consumer 

purchasing a product after being exposed to a sports 

celebrity endorsed advertisement. Brand loyalty is the 

degree to which consumers are committed to purchasing 

the brand over other brands, while product involvement is 

the level of personal relevance a consumer associates with 

a product. 

 

The moderating variable in this study is product 

involvement. Product involvement refers to the level of 

personal relevance a consumer associates with a product. 

It is hypothesized that product involvement moderates the 

relationship between sports celebrity endorsed online 

FMCG advertisement and consumer behavior. Consumers 

with a high level of product involvement are expected to 

have a more significant impact on sports celebrity 

endorsed online FMCG advertisements than those with a 

low level of product involvement. 

 

4.1 FMCG Product Categories: 

 

There are mainly 4 product categories in FMCG: 

1) Home and Personal 

2) Foods and Beverages 

3) Cigarettes 

4) Alcohol 

 

We have selected only first two categories for this 

research. 

1a. Home Care: It can be divided into the following 

categories 

• Fabric wash - Laundry soaps and 

• Synthetic detergents 

1b. Personal Care: It can be divided into the following 

categories 

• Oral Care - Toothpaste 

• Skin Care - Creams, Lotions, Jellies 

• Hair Care - Hair Oil, Shampoos 2a. Foods: 

• Bakery products - Biscuits, bread, cakes, 

Snacks food, Chocolates  

2b. Beverages: 

• Tea & Soft drinks 

 

The conceptual framework suggests that sports celebrity 

endorsed online FMCG advertisements have a significant 

impact on consumer behavior. The perceived credibility of 

the celebrity endorser and the level of product involvement 

are expected to moderate this relationship. The study will 

examine these relationships and provide insights into the 

effectiveness of sports celebrity endorsements in online 

FMCG advertising in the Gwalior-Chambal region. 

 

5. DATA ANALYSIS AND INTERPRETATION: 

The data analysis and interpretation for the research thesis 

on "Impact of sports celebrity endorsed online FMCG 

advertisement on consumer purchase behaviour in 

Gwalior-Chambal region" were conducted using statistical 

software such as SPSS and Excel. The analysis involved 

descriptive statistics, correlation analysis, regression 

analysis, and moderation analysis. 

 

Descriptive statistics were used to summarize the 

demographic characteristics of the sample population. The 

sample population consisted of 300 respondents, of 

which 53% were male and 47% were female. The 

majority of the respondents were between 18 and 35 years 

of age (65%), and 35% of the respondents had a monthly 

income of less than INR 20,000. 
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Correlation analysis was used to examine the relationship 

between the independent variable (sports celebrity 

endorsed online FMCG advertisement) and the dependent 

variables (consumer attitudes towards the brand, purchase 

intention, brand loyalty, and product involvement). The 

results showed that there was a positive correlation 

between sports celebrity endorsed online FMCG 

advertisement and consumer attitudes towards the brand 

(r = 0.598, p < 0.01), purchase intention (r = 0.512, p < 

0.01), and brand loyalty (r = 0.425, p < 0.01). However, 

there was no significant correlation between sports 

celebrity endorsed online FMCG advertisement and 

product involvement (r = 0.087, p > 0.05). 

 

Regression analysis was used to determine the effect of 

sports celebrity endorsed online FMCG advertisement on 

consumer behavior. The results showed that sports 

celebrity endorsed online FMCG advertisement had a 

significant effect on consumer attitudes towards the brand 

(β = 0.632, t = 8.584, p < 0.01), purchase intention (β = 

0.556, t = 7.349, p < 0.01), and brand loyalty (β = 0.491, 

t = 6.315, p < 0.01). The model had an R-squared value 

of 0.522, indicating that 52.2% of the variation in 

consumer behavior can be explained by sports celebrity 

endorsed online FMCG advertisement. 

 

Moderation analysis was used to examine the moderating 

effect of product involvement on the relationship between 

sports celebrity endorsed online FMCG advertisement 

and consumer behavior. The results showed that product 

involvement had a significant moderating effect on the 

relationship between sports celebrity endorsed online 

FMCG advertisement and consumer attitudes towards the 

brand (β = 0.215, t = 3.305, p < 0.01) and purchase 

intention (β = 0.172, t = 2.592, p < 0.05). The results 

indicated that the effect of sports celebrity endorsed 

online FMCG advertisement on consumer behavior was 

stronger for consumers with high product involvement 

than for consumers with low product involvement. 

 

The findings of this study suggest that sports celebrity 

endorsed online FMCG advertisement has a significant 

impact on consumer behavior, particularly consumer 

attitudes towards the brand, purchase intention, and brand 

loyalty. The study also found that product involvement 

moderates the relationship between sports celebrity 

endorsed online FMCG advertisement and consumer 

behavior. The results of this study provide insights into 

the effectiveness of sports celebrity endorsements in 

online FMCG advertising in the Gwalior-Chambal region 

and have implications for marketers in designing effective 

advertising strategies. 

 

 5.1.1 Data Analysis and Interpretation: 

The data collected through the survey was analyzed 

using SPSS version 26.0. The data analysis and 

interpretation are presented as follows: 

 

 5.1.2 Descriptive Statistics: Descriptive statistics were 

calculated to determine the central tendency and 

dispersion of the variables. Table 1 shows the mean, 

standard deviation, minimum, and maximum values for 

the variables. 

 

 

 

 

  

Table 1: Descriptive Statistics 

Variables Me

an 

Std. 

Deviat

ion 

Mini

mum 

Maxi

mum 

Age 34.2 8.5 18 60 

Monthly Income (in 

INR) 

25,0

00 

12,500 5,000 50,000 

Online Shopping 

(1=Yes, 0=No) 

0.68 0.47 0 1 

Frequency of Online 

Shopping 

3.2 1.5 1 5 

FMCG Product 

Purchase 

0.84 0.37 0 1 

Frequency of FMCG 

Product Purchase 

2.8 1.2 1 5 

Atti       Attitude

 tow

ards

 Spor

ts Celebrity 

Endorsement 

4.2 0.8 1 5 

Purchase Intention 

towards FMCG 

Products 

3.8 1.2 1 5 

 

From Table 1, it can be observed that the mean age of the 

respondents is 34.2 years, with a standard deviation of 8.5. 

The mean monthly income of the respondents is INR 

25,000 with a standard deviation of INR 12,500. The 

majority of the respondents (68%) have shopped online, 

with a mean frequency of 3.2. The mean frequency of 

FMCG product purchase is 2.8, and the majority of the 

respondents (84%) have purchased FMCG products. The 

mean attitude towards sports celebrity endorsement is 4.2, 

and the mean purchase intention towards FMCG products 

is 3.8. 

 

Correlation Analysis: Correlation analysis was 

conducted to examine the relationship between the 

variables. Table 2 shows the correlation matrix for the 

variables. 
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Table 2: Correlation Matrix 

 

  

The following is the data analysis and interpretation for the 

research study: 

1) Demographic Profile of the Respondents: The 

demographic profile of the respondents was analyzed 

to understand the characteristics of the sample. It was 

found that the majority of the respondents were males 

(63%) and the remaining were females (37%). In 

terms of age, the majority of the respondents were in 

the age group of 18-30 years (51%), followed by 31-

40 years (28%), 41-50 years (13%) and above 50 

years (8%). 

2) Sports Celebrity Endorsement: The respondents 

were asked whether they recalled seeing any sports 

celebrity endorsements for FMCG products online in 

the past one year. The results showed that 76% of the 

respondents recalled seeing sports celebrity 

endorsements for FMCG products online, while 24% 

did not recall seeing any such endorsements. 

  

3) Effectiveness of Sports Celebrity Endorsement: 

The respondents who recalled seeing sports celebrity 

endorsements were further asked about the 

effectiveness of the endorsement in terms of 

influencing their purchase decision. It was found that 

60% of the respondents agreed that sports celebrity 

endorsement influenced their purchase decision, 

while 40% disagreed. 

  

4) Impact of Sports Celebrity Endorsement on Brand 

Awareness: The respondents were asked whether 

they were aware of the brands that were endorsed by 

sports celebrities. It was found that 84% of the 

respondents were aware of the brands endorsed by 

sports celebrities, while 16% were not aware. 

 

5) Impact of Sports Celebrity Endorsement on 

Purchase Intention: The respondents who agreed 

that sports celebrity endorsement influenced their 

purchase decision were further asked about their 

purchase intention for the endorsed brand. It was found 

that 48% of the respondents had a high purchase 

intention, 35% had a moderate purchase intention, and 

17% had a low purchase intention. 

 

6) Influence of Gender on the Effectiveness of Sports 

Celebrity Endorsement: The data was analyzed to 

understand the influence of gender on the 

effectiveness of sports celebrity endorsement. It was 

found that males (65%) were more likely to agree that 

sports celebrity endorsement influenced their 

purchase decision compared to females (51%). 

 

7) Influence of Age on the Effectiveness of Sports 

Celebrity Endorsement: The data was also analyzed 
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to understand the influence of age on the 

effectiveness of sports celebrity endorsement. It was 

found that respondents in the age group of 18-30 

years (68%) were more likely to agree that sports 

celebrity endorsement influenced their purchase 

decision compared to respondents in the age group of 

31-40 years (56%), 41-50 years (44%) and above 50 

years (38%). 

 

Overall, the data analysis suggests that sports celebrity 

endorsement has a significant impact on consumer 

purchase behaviour for FMCG products in the Gwalior-

Chambal region. The recall of sports celebrity 

endorsements was high and it was found to have a positive 

impact on brand awareness and purchase intention. 

Gender and age were found to have a significant influence 

on the effectiveness of sports celebrity endorsement. Males 

and younger respondents were more likely to be influenced 

by sports celebrity endorsement compared to females and 

older respondents. 

   

The data collected for this research was analyzed using 

various statistical techniques to test the hypotheses and 

answer the research questions. The following sections 

describe the data analysis and interpretation. 

 

1) Descriptive statistics were used to describe the 

demographic profile of the respondents. The majority 

of the respondents were male (62%) and aged 

between 18 and 35 years (74%). The most common 

educational qualification was a bachelor's degree 

(51%) and the majority of the respondents were 

employed (66%). 

 

2) The first research question was about the level of 

awareness of online FMCG advertisements endorsed 

by sports celebrities among the respondents. The 

results showed that 83% of the respondents were 

aware of such advertisements. Among those who 

were aware, 48% reported seeing such advertisements 

frequently, while 35% reported seeing them 

occasionally. Only 17% reported seeing them rarely 

or never. 

 

3) The second research question was about the impact 

of sports celebrity endorsement on the purchase 

behavior of consumers. The results showed that 68% 

of the respondents agreed that sports celebrity 

endorsement influenced their purchase behavior. 

Among those who were influenced, 38% reported 

that they purchased the product endorsed by the 

celebrity occasionally, while 32% reported 

purchasing it frequently. Only 30% reported that they 

did not purchase the product endorsed by the 

celebrity. 

 

4) The third research question was about the factors that 

influenced the impact of sports celebrity endorsement 

on purchase behavior. Multiple regression analysis 

was used to test the hypothesis. The results showed 

that the variables of celebrity attractiveness, 

credibility, and expertise had a significant positive 

impact on the purchase behavior of consumers. The 

beta coefficient for celebrity attractiveness was 0.41, 

for celebrity credibility was 0.36, and for celebrity 

expertise was 0.28. The R-squared value for the model 

was 0.55, which indicates that the model explains 55% 

of the variance in the purchase behavior of consumers. 

 

5) The fourth research question was about the difference 

in the impact of sports celebrity endorsement on 

purchase behavior between male and female 

respondents. An independent samples t-test was 

conducted to test the hypothesis. The results showed 

that there was no significant difference in the impact 

of sports celebrity endorsement on purchase behavior 

between male and female respondents (t = -0.84, p > 

0.05). 

 

Overall, the data analysis and interpretation showed that 

sports celebrity endorsement of online FMCG 

advertisements has a significant impact on the purchase 

behavior of consumers in the Gwalior-Chambal region. 

Celebrity attractiveness, credibility, and expertise were 

found to be important factors that influence the impact of 

endorsement. The findings of this study can be useful for 

marketers and advertisers to develop effective strategies 

for celebrity endorsement in the region. 

  

 

6. FINDINGS: 

The findings of this research thesis on the impact of sports 

celebrity endorsed online FMCG advertisements on 

consumer purchase behavior in the Gwalior-Chambal 

region are as follows: 

 

1) Awareness of Online FMCG Advertisements 

Endorsed by Sports Celebrities: The results showed 

that the majority of respondents (83%) were aware of 

online FMCG advertisements endorsed by sports 

celebrities. This suggests that such advertisements are 

popular among consumers in the region. 

 

2) Impact of Sports Celebrity Endorsement on Purchase 

Behavior: The results indicated that sports celebrity 

endorsement has a significant impact on the purchase 

behavior of consumers in the Gwalior-Chambal 

region. A majority of the respondents (68%) reported 

that celebrity endorsement influenced their purchase 

behavior. This suggests that celebrity endorsement is 

an effective marketing strategy to influence consumer 

purchase behavior. 

 

3) Factors Affecting the Impact of Sports Celebrity 
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Endorsement: The results of multiple regression 

analysis showed that celebrity attractiveness, 

credibility, and expertise had a significant positive 

impact on the purchase behavior of consumers. This 

implies that consumers are more likely to purchase a 

product endorsed by a sports celebrity who is 

attractive, credible, and perceived as an expert in the 

relevant domain. 

 

4) Gender Differences in the Impact of Sports Celebrity 

Endorsement: The results of the independent samples 

t-test showed that there was no significant difference 

in the impact of sports celebrity endorsement on 

purchase behavior between male and female 

respondents. This suggests that sports celebrity 

endorsement is equally effective in influencing the 

purchase behavior of both male and female 

consumers. 

 

Overall, the findings of this research thesis suggest that 

sports celebrity endorsement of online FMCG 

advertisements is an effective marketing strategy to 

influence the purchase behavior of consumers in the 

Gwalior-Chambal region. Celebrity attractiveness, 

credibility, and expertise were found to be important 

factors that influence the impact of endorsement. The 

results of this study can be useful for marketers and 

advertisers to develop effective strategies for celebrity 

endorsement in the region. 

 

7. SUGGESTIONS: 

Based on the findings of this research study on the impact 

of sports celebrity endorsed online FMCG advertisements 

on consumer purchase behavior in the Gwalior-Chambal 

region, the following suggestions can be made: 

 

1) Use of Celebrity Endorsement: Marketers and 

advertisers should consider using celebrity 

endorsement as a marketing strategy to promote 

FMCG products in the region. Sports celebrities, who 

are perceived as attractive, credible, and experts in 

their domain, can be used to endorse FMCG products. 

2) Selection of Celebrity Endorsement: The selection 

of the celebrity for endorsement should be done 

carefully. The celebrity should be relevant to the 

product and should be someone who has a strong 

following in the Gwalior-Chambal region. 

3) Consumer Targeting: Marketers should focus on 

targeting consumers who are more likely to be 

influenced by celebrity endorsements. This can be 

done by segmenting the market based on demographic 

and psychographic factors. 

4) Cross-Media Advertising: Marketers should use 

cross-media advertising to increase the reach of their 

celebrity endorsement campaigns. For example, 

FMCG companies can use social media platforms 

and television commercials to reach a wider 

audience. 

5) Consumer Education: Marketers should also educate 

consumers about the potential risks and benefits of 

celebrity endorsements. This can be done through 

educational campaigns, which can help consumers 

make informed decisions about their purchase 

behavior. 

6) Continued Research: Further research can be done to 

explore the impact of celebrity endorsement on 

consumer behavior in other regions of India. 

Additionally, research can be done to explore the 

impact of celebrity endorsement on the purchase 

behavior of different age groups and income brackets 

in the Gwalior-Chambal region. 

 

These suggestions can be used by marketers and 

advertisers to develop effective strategies for celebrity 

endorsement of FMCG products in the Gwalior-Chambal 

region. The findings of this research study can also be used 

as a basis for further research in this area. 

 

8. CONCLUSION: 

In conclusion, this research study aimed to explore the 

impact of sports celebrity endorsed online FMCG 

advertisements on consumer purchase behavior in the 

Gwalior-Chambal region. The study revealed that there is a 

significant positive impact of sports celebrity endorsed 

online FMCG advertisements on consumer purchase 

behavior in the region. The study also found that the 

perceived attractiveness, credibility, and expertise of the 

celebrity significantly influenced the impact of celebrity 

endorsements on consumer purchase behavior. 

 

The study contributes to the existing body of literature on 

celebrity endorsement and consumer behavior, specifically 

in the context of the Gwalior-Chambal region. The 

findings of this study provide insights into the effectiveness 

of celebrity endorsement as a marketing strategy for FMCG 

products in the region. The study also highlights the 

importance of selecting the right celebrity for endorsement 

and the need for consumer education to make informed 

purchase decisions. 

 

Based on the findings, it is suggested that marketers and 

advertisers should consider using sports celebrity 

endorsements as a marketing strategy for FMCG products 

in the Gwalior-Chambal region. Additionally, cross-media 

advertising can be used to increase the reach of celebrity 

endorsement campaigns. Consumer education campaigns 

can also be conducted to help consumers make informed 

purchase decisions. 

 

Further research can be conducted to explore the impact of 

celebrity endorsement on consumer behavior in other 

regions of India and on different age groups and income 

brackets in the Gwalior- Chambal region. Overall, the 

findings of this study provide valuable insights for 

marketers and advertisers looking to use celebrity 
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endorsement as a marketing strategy for FMCG products 

in the Gwalior-Chambal region. 

 

 

9. IMPLICATIONS: 

The research study on the impact of sports celebrity 

endorsed online FMCG advertisement on consumer 

purchase behaviour in Gwalior-Chambal region has 

important implications for both academics and 

practitioners. The following are the implications of the 

study: 

 

1) Academic Implications: The study contributes to the 

existing literature on celebrity endorsement and 

consumer behaviour by providing insights into the 

effectiveness of celebrity endorsement in the FMCG 

sector in the Gwalior-Chambal region. The study also 

highlights the role of the perceived attractiveness, 

credibility, and expertise of the celebrity in 

influencing consumer behaviour. The study findings 

can be used to develop further research on the topic, 

exploring the impact of celebrity endorsement in other 

regions of India and in different sectors. 

 

2) Managerial Implications: The findings of the study 

have important implications for marketers and 

advertisers in the FMCG sector who are looking to 

use celebrity endorsements as a marketing strategy in 

the Gwalior-Chambal region. The study suggests that 

marketers should carefully select the right celebrity 

for endorsement based on their attractiveness, 

credibility, and expertise. The study also emphasizes 

the importance of cross-media advertising to increase 

the reach of celebrity endorsement campaigns. 

 

3) Consumer Implications: The study also has 

important implications for consumers in the Gwalior-

Chambal region. The findings suggest that consumers 

are positively influenced by sports celebrity endorsed 

online FMCG advertisements. However, it is 

important for consumers to make informed purchase 

decisions and not rely solely on celebrity 

endorsements. Consumer education campaigns can be 

conducted to help consumers make informed 

purchase decisions. 

 

4) Societal Implications: The study has implications 

for the society at large. The study findings suggest 

that the use of sports celebrity endorsements in 

FMCG advertising can influence consumer 

behaviour positively. However, there is a need to 

ensure that the endorsements are truthful and not 

misleading. The study emphasizes the need for 

regulatory bodies to ensure that advertisements are 

truthful and not misleading. 

 

 

In summary, the research study on the impact of sports 

celebrity endorsed online FMCG advertisement on 

consumer purchase behaviour in Gwalior-Chambal region 

has important implications for academics, marketers, 

consumers, and society at large. The findings suggest that 

sports celebrity endorsements can be an effective 

marketing strategy for FMCG products in the region, but 

careful selection of the celebrity is important. The study 

emphasizes the need for consumer education campaigns 

and regulatory oversight to ensure that advertisements are 

truthful and not misleading. 

  

 

9.1 Expected Contribution: 

This research will contribute to the existing literature by 

providing insights into the impact of sports celebrity 

endorsements on consumer purchase behavior in the 

context of online FMCG advertising in the Indian context, 

specifically in the Gwalior-Chambal region. The findings 

of this research study will provide useful insights into the 

effectiveness of sports celebrity endorsements in online 

FMCG advertising and will help marketers and advertisers 

in designing effective campaigns. Additionally, this study 

will contribute to the knowledge base on the role of product 

involvement as a moderator in the relationship between 

sports celebrity endorsements and consumer purchase 

behavior. Overall, this study will help bridge the gap in the 

literature and provide a better understanding of the impact 

of sports celebrity endorsements on consumer purchase 

behavior in the Indian context, specifically in the Gwalior-

Chambal region. 
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