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ABSTRACT: A celebrity endorsement is typically defined as a recognizable person who uses 

this recognition to promote goods or services through an advertisement. Celebrity endorsers are 

widely used to attract dimensions (Rifon et al., 2016). The purpose of this study is to examine the 

impact of three celebrity attributes (attractiveness, trustworthiness, and expertise) on consumer 

purchasing intention. Data for the study was collected through questionnaire from 257 

undergraduates in different regions of China. In other to achieve the objective of this study, three 

research hypotheses were formulated and analyzed using SPSS 26.0. The study found a positive 

and significant relationship between celebrity endorsement and consumer purchasing intention. 

Also, it indicates that all of the three dimensions (attractiveness, trustworthiness, and expertise) 

positively related to consumer purchasing intention. Therefore, the paper argues that celebrity 

endorsement is an effective marketing strategy for building a strong brand, and suggests that 

marketers must be careful enough to ensure a good endorser-brand fit in order to promote their 

products to a new height. (Ateke et al., 2015). 
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I. INTRODUCTION 

 The cosmetics industry in China is an overly competitive one with challenges not only 

from domestic brands but also from foreign brands. Marketers are using various kinds of strategies 

to further expand sales and attract more consumers. In recent years, the use of celebrity 

endorsement in cosmetics marketing plays an important role in the company’s promotion strategies. 

Adopting an endorsement strategy enables companies to establish a credible image in terms of 

expertise, trustworthiness, and attractiveness (Till & Shimp, 1998). The use of celebrities, 

especially movie stars, singers, and athletes to promote products is widespread in many countries 

(Pornpitakpan, 2004). Here are some statistics that describe the use of celebrity endorsement in 

different countries to promote the products: There is 20-25% use of celebrities in advertising 

campaign in the US, while 25% in the UK, 57% in South Korea, 85% in Japan, and there is almost 

54% in Pakistan (Rifon et al., 2016).  

 Celebrity endorsement is a type of channel in brand communication through which a 

celebrity acts as the brand’s spokesperson and certifies the brand’s claim and position by extending 

their personality, popularity and social status or expertise in the field to the brand (Sivesan, 2013). 

In other words, celebrity endorsement develops as the intellectual leaders who have the ability to 

convey the characteristics of brands and drive the consumers’ preferences. As a result of this newly 

applied marketing technique, it has been observed from the behaviors of the consumers and 

company’s growth that celebrity endorsement is a more effective, truthfulness and attractive tool 

for the promotion of the product (Nasir et al., 2016).  

 Hundreds of studies have been conducted on the role of celebrities in various fields such 

as marketing, communication, psychology, financial services, hospitality, automobile, etc.  

(Ghotbivayghan et al., 2015). Previous studies have focused on the characteristics of effective 

celebrities (Magnini et al., 2008) and the role of celebrity endorsement on brand image and 

consumers’ retention (Lee et al., 2008). Sivesan (2013) investigates the impact of celebrity 

endorsement on brand equity in the cosmetic product in Sri Lanka, finding that celebrity 

endorsement is positively correlated with brand equity.  

 The problem of whether or not celebrity endorsement greatly influences consumer behavior 

has been a focus of lots of management who want to attract more consumers of their products or 

service. As for this issue, the main objective of this research is to investigate the impact of the 

celebrity endorsement on students’ purchase intention of cosmetic products. For example, what is 

the benefit of celebrity endorsement and how can celebrity’s endorsement affect the attitude of 

consumers towards the certain brand product (Nasir et al., 2016). In addition, this study would be 

of immense benefit to cosmetics companies who are in a state of the dilemma on whether or not 

to use celebrities to endorse their products.    

 

II. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 

 As a promotion strategy applied by a great number of companies, celebrity endorsement 

has been studied by massive marketers since 1893, the first time the concept was proposed in the 

field of marketing when Lillie Langtry endorsed Pears’ Soap (Hung, 2014). In previous research, 

the effectiveness of celebrity endorsement in different fields has been examined. For example, 

Magnini et al. (2018) have investigated the use of celebrity endorsers for hospitality firms. Ateke 

et al. (2015) has studied the nexus between celebrity endorsement and brand image in the fast-food 

industry. Also, most researchers focus on the relationship between celebrity endorsement and 

consumers’ understanding of corporate image, credibility, and loyalty (Ghotbivayghan et al., 2015).  
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In line with these arguments, this review attempts to find out the relationship between celebrity 

endorsement and students’ purchase intention for cosmetics products.   

 A number of concepts that need to be explained to investigate the impact of celebrity 

endorsement on students’ purchase intention. The following primary concepts are selected for 

definition: celebrity endorsement, trustworthiness, expertise, attractiveness and purchase intention.  

 

Celebrity Endorsement 

 In marketing, different tools are applied to promote sales, get the consumers’ attention and 

arouse purchase intention (Melford & Nwulu, 2015). In all of these tools, celebrity endorsement 

has become an influential and successful one. Huge resources and money are spent on celebrities 

to promote products or put an advertisement on the Internet, newspaper, television and magazines, 

hoping such an endorsement will induce positive attitudes towards the brand and ultimately 

improve sales and profits by increasing consumers’ purchase intention for the brand. 

 By definition, celebrities are persons who are recognized by a large share of a certain group 

of people, mainly because of the publicity related to their lives (Silvera & Austad, 2004; Schlecht, 

2003). They are people with prominent positions in society and enjoy a certain degree of public 

attention and influence (Ateke et al., 2015). In addition, celebrities in China have a large fan base 

who are willing to respond to the endorsers’ appeal and consume a great number of products in 

order to support their idols. There are some attributes that determine the level of consumers’ belief 

of celebrity endorsement, including trustworthiness, expertise, personality, private life 

management, attractiveness, competence, relationship and reputation. In relation to these attributes, 

a number of researchers have identified trustworthiness, expertise, and attractiveness as the most 

significant attributes of celebrity endorsers (Amos et al., 2008; Han & Ki, 2010). 

 Trustworthiness is the degree to which the target audience perceives that the celebrity is 

able to convey a sense of integrity, honesty, and believability through the medium of advertising 

(Tripp et al., 1994). When celebrities make endorsements, they must possess a high level of 

trustworthiness because this directly provides consumers with the confidence to believe and accept 

the information conveyed by the endorser (Magnini, 2008). Most consumers attach great 

importance to the quality of cosmetics products, thus the celebrity endorser with a high level of 

trustworthiness is more likely to positively motivate consumers’ purchase intention.  

 Expertise is defined as the extent to which an individual’s skill or experience, knowledge 

or expertness is sought by others to assist in decision-making (Amos et al., 2008; Lord & Putrevu, 

2009). A celebrity selected to participate in an endorsement must have an acceptable level of 

expertise to make an effective and valid assertion (Magnini, 2008). In this way, the message 

communicated to consumers will be more powerful and persuasive. Similarly, in the endorsement 

of cosmetics, endorsers with sufficient make-up knowledge and skills tend to attract more 

consumers.  

 Attractiveness refers to the sum of a celebrity’s physical appearance, dress and accessories, 

beauty, elegance, sexual appeal, manners, and etiquette (Han & Ki, 2010; Lord & Putrevu, 2009). 

In addition, attractiveness derives from not only the person’s physical appearance, but also their 

social status personality, or his or her similarity to the receiver (Priyankara et al., 2017). Therefore, 

attractive traits can be both external or internal performance of celebrities. Consumers will regard 

the celebrity as the object of their infatuation, and they will also associate themselves with the 

commonality of celebrities.  

 For the successful celebrity endorsement, the celebrity’s characteristics must well reflect 

the attributes of the product (Li& Scaringella, 2014). It is necessary because advertising will be 
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less persuasive if celebrities do not have the attributes of products. Celebrity endorsers can have 

both positive and negative influence on the brand, thus the brand should carefully choose their 

endorsers.  

 

Purchase Intention  

 Schiffman and Kanuk (2000) defined purchase intention as a transaction behavior that 

consumers tend to exhibit after evaluating a product. In other words, purchase intention is a 

measurement of consumer purchase likelihood. Higher purchase intention always represents the 

higher possibility that consumers purchase the products. Consumers always purchase products or 

services based on their preferences, existing information, increased consumer familiarity with the 

product, price promotion and the external environment (Wang et al., 2013). Moreover, the use of 

celebrity endorsement is one factor that influences consuming behavior.    

 

Hypothesis Development  

 Based on the literature review, three basic independent variables were identified: 

trustworthiness, expertise, and attractiveness.  
 People in collectivist cultures (e.g., China) have collective interests over individual 

interests. Due to collectivists’ emphasis on similarities and mixing with others, they need to feel 

the sense of interpersonal trust before such similarities can happen and last. The trustworthiness 

of the source has a positive effect on persuasion (Pornpitakpan, 2004). The following hypothesis 

is established on the relationship between the trustworthiness of celebrity endorsement: 

 

Hypothesis 1: The celebrity endorser’s perceived trustworthiness will positively influence 

students’ purchase intention. 

 

 Speck, Schumann, and Thompson (1988) proposed that celebrities, who are seen as an 

expert in a particular area, create a higher brand recognition than celebrities who are perceived as 

non-experts. The level of celebrity expertise is crucial for its persuasiveness (Amos et al., 2008). 

In China’s cosmetics industry, most brands hire beauty vloggers to try out their products because 

they are professional enough and could give consumers more skills and knowledge. Ohanian (1991) 

found that celebrity endorsers’ perceived expertise significantly explained subjects’ intentions to 

purchase the product. These findings result in the following hypothesis:  

 

Hypothesis 2: The celebrity endorser’s perceived expertise will positively influence 

students’ purchase intention. 

 

 The person who wants to buy cosmetics products must be very concerned about 

attractiveness. An example is Cate Blanchett for Giorgio Armani Beauty. A great number of 

consumers are attracted by Blanchett and they dream to be associated with that pretty image. Based 

on this example, the following hypothesis is proposed:  

 

Hypothesis 3: The celebrity endorser’s perceived attractiveness will positively influence 

students’ purchase intention. 
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Conceptual Framework 

 A conceptual framework created below shows the relationship between independent and 

dependent variables. The study aims to identify the impact of attractiveness, trustworthiness and 

expertise of the endorsers on students’ purchase intention for cosmetics products.  

 

 

FIGURE 1 

Conceptual Framework 

 

  
 

 

 

 

III. RESEARCH METHODOLOGY 

  

Data Collection 

 This research uses a quantitative methodology to test the relationship between three 

components (trustworthiness, expertise and attractiveness) of celebrity endorsement and students’ 

buying intention in cosmetics products. Data are collected from both primary and secondary 

sources. For the primary data collection, the questionnaire is distributed among undergraduates in 

China and it is issued on a platform called questionnaire star. Questionnaire is designed with five-

point Likert- scaling system where 1 = “strongly disagree”, 3 = “neutral”, 5 = “strongly agree”. 

Considering eliminating costs, a sample of 257 undergraduates between the age of 19 and 23 is 

taken. Participants were asked to answer the questionnaire individually on the Internet. Secondary 

data is information that has been previously gathered for some purposes other than the current 

research project. In this study, the secondary data are collected from the sources such as 

newspapers, online articles, academic research works and publications (Sivesan, 2013).   

 

Data Analysis  

 Multiple Linear Regression Model is used to test the relationship between each individual 

component of celebrity endorsement and purchase intention. 

 

PI = β0 + β1TW +β2E + β3A + e 

 

Where PI is purchase intention, β0 means constant factor, β1TW is trustworthiness, β2E is 

expertise, β3A is attractiveness and e represents the error term.  
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 The concept of each variable has already defined and discussed in the literature review. In 

addition, with the help of views and findings in previous research, the indicators of the variables 

are determined and their measurement criteria are shown in Table 1 (Priyankara et al., 2017). These 

indicators are also reference for the questionnaire design.  

   

 

TABLE 1 

Operationalization and Variables 

 
Independent 

Variable 
Indicator Measurements 

 

Trustworthiness 

-Confidence 

- Honest 
- Sincerity 

- Strength 

 

Consumer’s attitude about the confidence of the celebrity. 

Consumer’s attitude of whether the celebrity is honest. 
Consumer’s attitude on the sincerity of the celebrity. 

Consumer’s attitude about the moral courage of celebrity. 

 

 

Expertise 

-Knowledge  
- Experience 

- Authority  
- Training  

 

Consumer’s attitude whether the celebrity has practical knowledge  
Whether the celebrity has sufficient experience in his or her field or area.  

Consumer’s attitude whether the celebrity has the power to influence others’ actions or behavior.  
Consumer’s attitude whether the celebrity has obtained practical training relevant to his or her field.  

 

 

Attractiveness 

-Appearance  

- Desire  
- Attention  

- Interest  

 

Consumer’s attitude of the celebrity’s external outlook.  

Consumer’s attitude of whether he or she prefers to the celebrity.  
Consumer’s attitude of a celebrity’s ability to hold the attention.  

Consumer’s attitude whether interest or not the celebrity character.  

 

 

 

 

TABLE 2  

Consumer Purchasing Intention 

 
Dependent 

Variable 
Indicator Measurement 

 
 

Consumer 

purchase 

intention 

Selecting 
Consumer’s attitude of whether the celebrity can help him or her to select goods or services. 

 

Purchasing 
Consumer’s attitude of whether the celebrity can influence the consumer’s purchasing intention. 
 

Using 
Consumer’s attitude of whether the celebrity influenced him or her to use good and service. 

 

Evaluating 
Consumer’s attitude of whether the celebrity can help him or her to evaluate products. 

 

Deposing 
Whether consumer has disposed products according to the celebrities’ opinions. 
 

 

 The collected responses are entered into SPSS 26.0 and all the different types of questions, 

such as multiple-choice, ranking question and Likert Scales are analyzed according to the rules 

(Pokharel & Pradham, 2017).  
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IV. RESULTS 

The Sample Characteristics 

  About 280 questionnaires were given to the students and 257 valid questionnaires with 

responses were finished eventually. Among all the respondents, 50.71% of the respondents were 

male and 49.29% were female. Respondents were initially limited to the undergraduates in the 

age group of 19-23. Therefore, age had no significant correlation with any of the major variables 

and it was not included in the analysis reported below and will not be discussed further. 

 

Descriptive Statistics  

 In the questionnaire, when it comes to “How frequently do you encounter celebrity-

endorsed advertisements for cosmetics products?”, a total of 66.31% of the respondents chose 

“very often” or “occasionally”, only 12.77% of people never encounter.  

 Correlation analysis showed in Table 3 is used to measure the strength of a relationship 

between the impacts of celebrities’ attributes (attractiveness, expertise, trustworthiness,) and 

purchase intention of Chinese consumers (Pokharel & Pradham, 2017). 

 

TABLE 3 

Correlations Metrix for Consumer Purchasing Intention towards Variables of Celebrity’s 

Trustworthiness, Expertise and Attractiveness 

 

 Classification 

 Purchase 

Intention 
Trustworthiness Expertise Attractiveness 

Purchase 

intention 

Pearson Correlation 1 .422** .509** .575** 

Sig. (2-tailed)  .000 .000 .000 

N 257 257 257 257 

Trustworthiness 

 

Pearson Correlation .422** 1 .326** .222** 

Sig. (2-tailed) .000  .000 .000 

N 257 257 257 257 

Expertise 

Pearson Correlation .509** .326** 1 .288** 

Sig. (2-tailed) .000 .000  .000 

N 257 257 257 257 

Attractiveness 

Pearson Correlation .575** .222** .288** 1 

Sig. (2-tailed) .000 .000 .000  

N 257 257 257 257 

Note: **. Correlation is significant at the 0.01 level (2-tailed). 

 

 The results of the preliminary analysis of correlations indicated the relationships between 

celebrity endorsement and purchase intention. Celebrity’s trustworthiness and purchase intention 

of consumers have positively correlated and the relationship is significant at the 0.01 level (2- 

tailed). The correlation value is 0.422. Celebrity’s expertise and purchase intention have positively 

correlated with a coefficient of 0.509 and the relationship is significant at the 0.01 level (2-tailed). 
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Attractiveness has positively correlated with purchase intention with a coefficient of 0.575 and 

relationship is significant at the 0.01 level (2- tailed). 

  

 

TABLE 4 

Multiple Regression Analysis on Celebrity Endorsement 

 

Variable 
Standardized 

Coefficient Beta 

Unstandardized 

B 
Sig. (P-Value) VIF Statistics 

Trustworthiness 0.224 0.243 0.000 1.141 

Expertise 0.311 0.360 0.000 1.183 

Attractiveness 0.435 0.423 0.000 1.113 

   

 In Table 4, the corresponding p-value of independent variables was 0, which was less than 

0. 05. Therefore, there is a significant relationship between celebrity endorsement and purchase 

intention of consumers. In other words, celebrity’s trustworthiness, expertise and attractiveness 

have statistically a significant contribution in explaining variations of purchase intention.  

 The Variance Inflation Factor (VIF) measures the impact of collinearity among the 

variables in a regression model. When VIF is high there is high multicollinearity and instability of 

the b and beta coefficients. The VIF values of the regression model were between 1.113 and 1.183, 

which were below 10, so there was no “collinearity” in this regression model.  

 

V. DISCCUSSION 

           This research identified factors from the influence of consumer purchasing intention in 

relation to celebrity endorsement advertising in Chinese cosmetics products (Priyankara et al., 

2017). The study indicates that respondents’ purchase intention is positively influenced by 

celebrity endorsement when purchasing cosmetics products (Pokharel &Pradham, 2017). It has 

become a trend to use celebrities to endorse products in the field of cosmetics for building brands 

as well as the image of companies. After analysis, it is clear that the majority of participants are 

well aware of the importance of celebrity endorsing products, because 79.08% of participants 

admitted that compared to a non-celebrity endorsed advertisement, celebrity-endorsed 

advertisements were more possible to catch their attention. By analyzing the main attributes of the 

celebrity, including attractiveness, trustworthiness and expertise, it is found that there is a 

significant relationship between consumers’ purchase intention and these three attributes. This 

result is supporting all three hypothesizes showed in Table 5. In the questionnaire, most people 

agreed that the trustworthiness, expertise and attractiveness of celebrities influenced their purchase 

decision. They believed that the celebrity who was confident, honest, sincere and moral would 

positively affect their buying behavior. Also, the expertise dimension, including knowledge, 

experience authority and training of celebrity, was one of the significant factors for consideration. 

As for attractiveness, most respondents attached great importance to the celebrity’s external 

outlook and whether they had the ability to hold consumers’ attention. In total, celebrity 

endorsement would influence consumer’s selection, purchase, use and evaluation of a particular 

product.   
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TABLE 5 

Summary of The Test Hypothesis 

 

Hypothesis Statement Remarks 

H1 
The celebrity endorser’s perceived trustworthiness will 

positively influence students’ purchase intention. 
Accepted 

H2 
The celebrity endorser’s perceived expertise will positively 

influence students’ purchase intention. 
Accepted 

H3 
The celebrity endorser’s perceived attractiveness will positively 

influence students’ purchase intention. Accepted 

 

Compare to the Expected Results 

 The results of the research are similar to the expected results, which indicates that the 

celebrity endorsement is significantly associated with the purchase intention of consumers. 

However, in the expected results, it is predicted that of the three celebrity attributes (expertise, 

attractiveness, and trustworthiness), celebrities’ perceived expertise of celebrities was significantly 

related to consumers’ purchase intention. Compare to celebrity’s trustworthiness and 

attractiveness, most students are persuaded by celebrities with a high level of expertise and have 

intentions to purchase a particular product (Ohanian, 1991). In this study, the correlation value 

shows that the attractiveness of celebrities has the strongest relationship with consumers 

purchasing intention, instead of the expertise as expected. It’s probably because choosing a 

celebrity with wonderful external looking may increase consumers’ personal preference for a 

particular product and also increase sales volume. In China, a great number of people transfer their 

preference for celebrities into actual purchasing power to drive sales. Therefore, many companies 

would select famous movie stars, singers or idols to improve the reputation of their brands. That’s 

why attractiveness may be the main factor in celebrity endorsement.   

 

Compare to other Researchers 

 In the previous researches, there are views contrary to the results in this study as well as 

views consistent with this study. Ohanian (1991) indicated in his study that celebrity’s 

attractiveness and trustworthiness had no relationship with consumers’ purchase intention. 

Pornpitakpan (2004) points out that Ohanian’s (1991) findings were questionable and not in 

accordance with some other studies that found positive results of celebrity’s attractiveness and 

trustworthiness. Pornpitakpan (2004) indicates that all three credibility dimensions, including 

expertise, attractiveness, and trustworthiness, are positively related to the purchase intention of 

consumers. Even, Singaporean respondents in his study seemed to value the celebrities’ 

attractiveness and trustworthiness more. He argues that the relationships apply to almost all 

individual celebrity models, as well as to global models based on aggregated data (Pornpitakpan 

2004). The results in this study are positively correlated to Pornpitakpan’s views. It also confirms 

to the study that there exists significant relationship between purchase intention and all attributes 

comprising attractiveness, trustworthiness, popularity, expertise and other factors (Pokharel 

&Pradham, 2017). Based on the findings, it can be concluded that companies must pay attention 

to variables in celebrity endorsement when introducing products in advertisements. 
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Reliability 

 The questionnaires used in this study are anonymous so that respondents have no concerns 

for giving their answers. The answer from questionnaires are reliable, so the results are free from 

participants’ error. Also, this study applied Cronbach's Alpha to measure whether each 

independent variable in the questionnaire can test the dependent variable. The results of the data 

analysis under Cronbach’s Alpha are directly generated from SPSS. The interpretation for the 

results is a description of results generated by SPSS which proves its objectivity, so the results are 

free from researcher bias.  

 Table 6 shows that the Cronbach's Alpha value of every variable is between 0.790 and 

0.845, indicating that the overall questionnaire has stable and consistent reliability (Wang et al., 

2013). 

 

TABLE 6 

Reliability Statistics 

 

Variable Cronbach's Alpha N of items 

Consumer purchase intention 0.825 5 

Trustworthiness 0.814 5 

Expertise 0.790 5 

Attractiveness 0.845 5 

 

Validity  

 This research applies KMO and Bartlett's Test to examine the validity of the results. The 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy is a statistic that indicates the proportion of 

variance in variables that might be caused by underlying factors. High values (close to 1.0) 

generally indicate that factor analysis may be useful with your data. If the value is less than 0.50, 

the results of the factor analysis probably won't be very useful. Table 7 shows that the value is 

0.869, which can exhibit good validity.  

 

 

TABLE 7 

KMO and Bartlett's Test 

 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.869 

 

Bartlett's Test of Sphericity 

Approx. Chi-Square 2160.037 

df 109 

Sig. 0.000 

 

Theoretical Contribution 

 Cosmetics industries are possible in gaining a substantial level of profit through creating 

eye-catching advertisements so that there is an important relationship between celebrity 

endorsement and purchase intention. This paper will make a significant contribution to the 

literature on the use of celebrity endorsement in cosmetics products for further research. Moreover, 

the study provides clear criteria and guideline for the choice of celebrity who will give them a 

maximum benefit for the company and consumers both. 
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VI. CONCLUSION 

 The purpose of this research is to investigate the impact of celebrity endorsement in 

advertising on students’ purchase intention of cosmetics products. The study uses the quantitative 

methodology and 257 valid questionnaires with responses were taken finally. Questionnaire is 

designed with five-point Likert- scaling system where 1 = “strongly disagree”, 3 = “neutral”, 5 = 

“strongly agree”. The data are analyzed by SPSS with the regression module and correlation matrix. 

The results suggest that there is a strong and positive correlation between celebrity endorsement 

and purchase intention in the cosmetics industry in China. All of the three dimensions 

(trustworthiness, expertise and attractiveness) are an important basis for hiring endorsers of 

cosmetics products. Therefore, with the widespread use of celebrities in advertising, effective 

instruments to measure celebrity’s trustworthiness, expertise and attractiveness are necessary to 

assess the likely impact of using each individual (Pornpitakpan 2004). 

 The study exists some limitations. First, respondents were categorized as undergraduates, 

so the study ruled out many demographics’ factors, such as the occupation and income of the 

participants. These factors may have a significant influence on the purchase intention of cosmetics 

products. Second, the targeted sample was not precisely selected, because they came from various 

cities. In China, different cities may have different living standards and consumption habits. This 

study focused only on celebrities’ three attributes (trustworthiness, attractiveness, and expertise). 

More studies are necessary for other attributes such as personality, popularity, talented, similarity, 

familiarity, and match-up congruence. The study did not consider the gender differences, female 

and male had different buying motivation for cosmetics. 

 For further research, there could also consider several dimensions like personality, 

popularity, talented, similarity, familiarity, and match-up congruence of the celebrity endorser. 

Also, only cosmetic products were selected for this study. Other types of products or services can 

examine the influence of consumer buying intention in relation to celebrity advertising for other 

fields (Priyankara et al., 2017). 
 

APPENDIX 

Questionnaire: Impact of Celebrity Endorsement in Advertising on Students’ 

Purchase Intention of Cosmetics Products 
 

 Dear respondents, it is requested to kindly take a few minutes out and complete this 

questionnaire as this will assist me in carrying out my thesis. Any problem please contact 

zhaxiao@kean.edu 

 

1. What's your gender?  

 Male 

 Female  

 

2. How frequently do you encounter celebrity endorsed advertisements for cosmetics products?  

 Very often 

 Occasionally 

 Hardly 

 Never 

 

3. Which advertisement catches your attention the most for cosmetics products?   
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 Celebrity endorsed advertisement  

 Non-celebrity endorsed advertisement  

 

4. Rate these factors based on their importance and effectiveness that celebrities in the cosmetics 

field should possess.  

 Trustworthiness  

 Expertise 

 Attractiveness  

 Other factors (Product-celebrity matchup; Sense of similarity...) 

 

5. Please check only one choice on consumer buying intention 

 

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

Agree 

The celebrity can help me to select goods 

or services. 
     

The celebrity can influence my 

purchasing intention. 
     

The celebrity influenced me to use goods 

or services. 
     

The celebrity can help me to evaluate 

products. 
     

I have disposed products according to the 

celebrities’ opinions. 
     

 

 

 

6. Please check only one choice on celebrity's trustworthiness 

 

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

Agree 

Trustworthiness of celebrity influences 

my purchase decision. 
     

I have full confidence in products 

endorsed by celebrities. 
     

I believe the celebrity is honest.      

I believe the celebrity is sincere.      

I believe the celebrity has moral courage.      

 

 



14 

 

7. Please check only one choice on celebrity's expertise 

 

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

Agree 

Expertise of the celebrity influence my 

purchase decision. 
     

The celebrity has practical knowledge on 

his or her specialized area. 
     

The celebrity has power to influence 

others action or behavior. 
     

The celebrity has obtained a practical 

training relevant to his or her field. 
     

The celebrity has sufficient experience in 

his or her field or area. 
     

 

 

8. Please check only one choice on celebrity's attractiveness 

 

 

 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

Agree 

Attractiveness of celebrity influence my 

purchase decision. 
     

I'm care about the celebrity’s external 

outlook. 
     

The celebrity has the ability to hold the 

attention. 
     

I prefer some products endorsed by 

certain celebrities 
     

I am interested in some of the products 

endorsed by certain spokespersons. 
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