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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
Celebrity endorsement has become a critical marketing strategy, influencing consumer behaviour across various product categories, including fast-moving consumer goods such as toothpaste. Companies leverage celebrities' popularity, credibility, and appeal to create a favourable brand image and stimulate consumer purchase intentions (OgunsijiandLadipo, 2017). This strategy is particularly significant in the oral care industry, where brands like Oral-B have employed high-profile figures to enhance brand visibility and consumer trust. In the Nigerian market, where advertising plays a pivotal role in shaping consumer preferences, celebrity endorsement has emerged as a persuasive tool for competitive advantage (OgunsijiandLadipo, 2017). The alignment of celebrity attributes with brand values can have a profound impact on consumer perceptions, making it essential to understand its effectiveness in influencing buying decisions.
The global toothpaste market is highly competitive, with brands striving to differentiate themselves through innovative advertising approaches. Oral-B, a leading toothpaste brand, has utilised celebrity endorsements as a core component of its marketing strategy. These endorsements aim to convey messages of trust, efficacy, and superior quality, which resonate with consumers' desires for reliable oral care solutions (Kumar, 2020). However, while the strategy has proven successful in many markets, its effectiveness in Nigeria remains under-researched, particularly regarding how it influences consumer buying behaviour. The cultural and socio-economic diversity in Nigeria necessitates an in-depth examination of how celebrity endorsements resonate with the target audience (Adeola et al., 2022).
Consumer buying behaviour is a complex phenomenon influenced by various factors, including personal preferences, cultural norms, and advertising stimuli. Celebrity endorsements tap into the psychological dimensions of consumer decision-making by appealing to aspirations, trust, and social identity. For a product like Oral-B toothpaste, which promises superior oral health, aligning the brand with trusted and admired figures can enhance its appeal. However, the effectiveness of this approach depends on the perceived authenticity and credibility of the endorsing celebrity. Understanding these dynamics is crucial for determining the overall impact of celebrity endorsements on consumer choices.
In Nigeria, advertising campaigns featuring celebrities are a common sight, reflecting the importance of star power in brand communication. This trend is particularly noticeable in the personal care sector, where Oral-B has consistently engaged popular figures to promote its products. Such campaigns not only aim to increase sales but also to establish long-term brand loyalty (EzeandChinonye, 2017). Despite the widespread adoption of celebrity endorsements, there is limited academic research on its influence on consumer buying behaviour in the Nigerian context. This study, therefore, seeks to fill this gap by exploring the specific impact of celebrity endorsements on the purchasing decisions of Oral-B toothpaste consumers.
Additionally, the effectiveness of celebrity endorsements is influenced by the socio-cultural context within which they are deployed. In Nigeria, factors such as trust in the celebrity, perceived product efficacy, and cultural relevance play critical roles in shaping consumer responses (Nwankwo et al., 2013). For instance, a celebrity's alignment with Nigerian values and norms can significantly affect the advertisement's reception. Oral-B's marketing strategies, therefore, need to consider these contextual variables to ensure effective communication and brand resonance. This research aims to provide insights into how these socio-cultural factors mediate the relationship between celebrity endorsements and consumer buying behaviour.
Ultimately, this study seeks to contribute to the growing body of knowledge on advertising effectiveness, particularly in the Nigerian oral care market. By focusing on Oral-B toothpaste, the research aims to highlight the nuances of celebrity endorsement as a marketing tool and its implications for consumer behaviour. Understanding these dynamics will not only benefit Oral-B but also provide valuable insights for marketers in similar industries. Moreover, the findings will inform advertising strategies and policies, ensuring that celebrity endorsements are used effectively to achieve desired marketing outcomes.
1.2 Statement of the Problem
Previous research has extensively explored the role of celebrity endorsements in influencing consumer buying behaviour, with many studies highlighting the effectiveness of this strategy in enhancing brand visibility, credibility, and consumer trust. However, most of these studies have been conducted in global or Western contexts, with limited attention given to the unique socio-cultural dynamics of emerging markets like Nigeria. While some research has examined the impact of celebrity endorsements on general consumer behaviour in Nigeria, there is a noticeable lack of focus on specific product categories such as oral care. Additionally, the factors that mediate the relationship between celebrity endorsements and consumer purchase decisions, such as cultural alignment, perceived product efficacy, and the credibility of the endorsing celebrity, remain under-researched in the Nigerian context. Oral-B toothpaste, a prominent brand in the oral care market, has heavily relied on celebrity endorsements to position itself as a trusted and superior product. However, it is unclear to what extent these endorsements influence consumer perceptions and actual purchase decisions within the diverse and competitive Nigerian market. This study seeks to fill this gap by providing an in-depth analysis of how celebrity endorsements impact the buying behaviour of Nigerian consumers specifically for Oral-B toothpaste, thereby offering valuable insights for both academic research and marketing practice.


1.3 Aim and Research Objectives
Aim
The aim of this study is to examine the influence of celebrity endorsement in advertisements for Oral-B toothpaste on the buying behaviour of consumers in Nigeria which are achieved through the following objectives:
1. To determine the extent to which celebrity endorsements affect consumers' perceptions of Oral-B toothpaste.
2. To assess the influence of celebrity credibility on consumer trust and purchase intentions for Oral-B toothpaste.
3. To evaluate the role of socio-cultural factors in mediating the relationship between celebrity endorsements and consumer buying behaviour.
1.4 Research Questions
1. How do celebrity endorsements shape consumers' perceptions of Oral-B toothpaste?
2. What is the impact of celebrity credibility on consumer trust and purchase intentions for Oral-B toothpaste?
3. To what extent do socio-cultural factors mediate the relationship between celebrity endorsements and consumer buying behaviour for Oral-B toothpaste?


1.5 Significance of the Study
This study is significant as it provides valuable insights into the effectiveness of celebrity endorsements as a marketing strategy, particularly in the context of Oral-B toothpaste and the Nigerian consumer market. By examining how celebrity endorsements influence buying behaviour, the study offers practical implications for marketers seeking to enhance brand appeal and consumer loyalty through strategic advertising. The findings will help businesses understand the specific attributes of celebrity endorsements, such as credibility and alignment with cultural values, that resonate with Nigerian consumers.
Moreover, the study contributes to academic literature by addressing the gap in knowledge regarding the role of socio-cultural factors in mediating the relationship between celebrity endorsements and consumer behaviour in emerging markets. This focus is particularly important given the limited research on the oral care industry in Nigeria, providing a basis for further studies in this area. Policymakers in the advertising sector may also benefit from the study's insights, as it highlights the ethical and cultural considerations necessary for designing effective marketing campaigns.
For Oral-B and similar brands, the research will offer data-driven recommendations on how to optimise their advertising strategies to achieve better consumer engagement and increased sales. Additionally, the study will assist marketers in tailoring campaigns that align with the diverse preferences and expectations of Nigerian consumers, ensuring more impactful communication.
The research also holds relevance for educators and students in marketing and consumer behaviour disciplines, providing a case study that bridges theoretical concepts and practical applications. It emphasises the importance of context-specific marketing strategies, thereby enriching the understanding of advertising dynamics in a globalised yet culturally diverse market.
Ultimately, the study’s findings aim to foster more effective and culturally sensitive marketing approaches, contributing to the success of brands in highly competitive industries and advancing the field of advertising research in emerging markets like Nigeria.
1.6 Scope of the Study
This study focuses on the influence of celebrity endorsements in advertisements for Oral-B toothpaste on consumer buying behaviour in Nigeria. It examines how attributes such as celebrity credibility, attractiveness, and trustworthiness impact consumer perceptions, trust, and purchase decisions, while also exploring the mediating role of socio-cultural factors like cultural alignment and societal values. Geographically, the study is limited to Nigeria, targeting urban and semi-urban consumers aged 18 and above, who are likely to make independent purchasing decisions. The research is restricted to Oral-B toothpaste, excluding other oral care products or brands, and concentrates on celebrity endorsement campaigns featured in traditional and digital media within the past five years. This scope ensures a focused and contextually relevant analysis of the phenomenon under study.


CHAPTER TWO
LITERATURE REVIEW
2.1 Conceptual Framework
2.1.1 Celebrity Endorsement: An Overview
Celebrity endorsement is a strategic marketing tool where well-known public figures promote brands to enhance visibility, credibility, and consumer engagement. Key elements such as trustworthiness, expertise, and attractiveness contribute significantly to the success of these endorsements, as noted in several studies (Gupta et al., 2020; Wang &Scheinbaum, 2018). Trustworthiness, in particular, is a dominant factor, often determining whether consumers perceive the endorsement as genuine and reliable. Experts argue that these attributes not only influence immediate purchase decisions but also strengthen brand loyalty over time.
The theoretical foundation of celebrity endorsements is anchored in models like the Source Credibility and Source Attractiveness frameworks, which explore how characteristics of the endorser impact consumer attitudes. The Match-Up Hypothesis also plays a pivotal role, emphasizing the importance of congruence between the celebrity’s image and the product being promoted (Roy & Jain, 2021). For instance, a health-conscious celebrity endorsing a fitness product creates a natural alignment that fosters trust and relevance, driving better consumer responses.
Recent trends reveal a growing overlap between traditional celebrity endorsements and influencer marketing. While traditional celebrities rely on fame and widespread appeal, influencers often engage audiences through relatability and direct interaction on social media platforms. Studies indicate that influencer endorsements can sometimes be more impactful in niche markets due to their ability to create authentic, trust-driven relationships with consumers (Jin et al., 2019). This shift highlights the adaptability of endorsement strategies in evolving digital landscapes.
The digital age has also introduced challenges in authenticity and transparency. The rise of virtual influencers and controversies over false claims have led to stricter regulatory frameworks to safeguard consumer interests. Researchers like Chou and Lien (2020) emphasize the need for clearer disclosures and alignment of endorsements with brand values to maintain credibility and trust in digital advertising environments.
Moreover, cultural and socio-economic factors significantly influence the effectiveness of celebrity endorsements. Successful campaigns often incorporate culturally relevant messages that resonate with specific consumer segments. This approach ensures that endorsements are not only persuasive but also contextually meaningful, as seen in studies focusing on emerging markets like Nigeria and India (Gupta et al., 2020).
In conclusion, celebrity endorsement remains a dynamic and multifaceted marketing tool. Its efficacy depends on a combination of endorser traits, cultural relevance, and strategic alignment with brand goals. As consumer expectations evolve, marketers must adopt innovative approaches to maintain authenticity and relevance in an increasingly competitive global marketplace.
2.1.2 Advertisement Strategies for Oral-B Toothpaste
Oral-B employs a range of advertisement strategies tailored to promote its products effectively while maintaining its reputation as a trusted oral care brand. The brand leverages multiple advertising avenues, integrating traditional and digital approaches to appeal to diverse consumer groups. These strategies include partnerships with professionals, celebrity endorsements, digital marketing, and product-specific campaigns.
Firstly, Oral-B frequently collaborates with dental professionals to endorse its products. Dentists are featured in advertisements emphasizing Oral-B's commitment to oral hygiene, which reinforces consumer trust in the brand's efficacy. Free samples are often distributed through these professionals, further strengthening the association between Oral-B and expert oral care recommendations. This professional endorsement strategy sets Oral-B apart from competitors, as it aligns its messaging with health-focused credibility (MBA Skool, 2024).
The brand also utilizes celebrity endorsements to increase visibility and appeal. In various markets, celebrities promote Oral-B's offerings through television commercials and social media campaigns. This strategy not only enhances brand recognition but also broadens its appeal among younger and aspirational audiences. Such endorsements align with Oral-B's aim of making dental hygiene both desirable and accessible (Marketing91, 2024).
Oral-B integrates digital marketing extensively, utilizing platforms like YouTube, Instagram, and Facebook for targeted campaigns. These platforms allow the brand to share educational content, such as proper brushing techniques, and highlight product innovations. Influencer partnerships further amplify Oral-B's reach, making its campaigns relatable to audiences who trust peer recommendations over traditional advertising formats (Makara Journal of Health Research, 2023).
In addition to these approaches, the brand engages in promotional pricing during dental health awareness months or major shopping seasons. Discounts and bundled offers encourage product trials, especially for high-value items like electric toothbrushes. These promotions are often communicated through advertisements and e-commerce platforms, appealing to cost-conscious consumers without diminishing the brand's premium perception (Marketing91, 2024).
Oral-B tailors its advertising strategies to different geographic markets, acknowledging varying consumer preferences. For instance, in regions with heightened price sensitivity, advertisements emphasize affordability alongside quality, whereas in affluent markets, innovation and premium features take precedence. This localized advertising approach ensures resonance with diverse consumer bases (Osum, 2024).
Lastly, the company engages in experiential marketing by partnering with events or conducting dental health workshops. These initiatives are promoted through traditional and online media, providing consumers with interactive opportunities to engage with the brand. Such strategies foster deeper consumer loyalty by associating Oral-B with a proactive approach to dental health (MBA Skool, 2024).
By combining educational messaging, professional endorsements, and innovative advertising methods, Oral-B sustains its market leadership and continuously attracts new consumer segments. This multifaceted approach ensures that the brand remains a go-to choice for oral care across demographics and regions.
2.1.3 Consumer Buying Behaviour
Consumer buying behaviour refers to the decision-making processes and actions of individuals when selecting, purchasing, and using goods or services. It is influenced by a complex interplay of psychological, personal, cultural, and social factors. Psychological elements such as motivation, perception, and attitudes are critical. Motivation drives the consumer's need to purchase, while perception shapes how they interpret product information and advertising. For example, consumers often perceive high-priced items as higher quality, even when this may not always be true. Attitudes, built over time, determine whether a consumer is likely to prefer a product over its competitors (Teixeira et al., 2024).
Personal factors, including age, income, occupation, and lifestyle, significantly shape purchasing patterns. For instance, younger consumers may prioritize trendiness and technology in products, while older demographics might focus on reliability and value. Income levels dictate the affordability of products, influencing whether consumers opt for premium brands or budget-friendly alternatives. Lifestyle choices, reflecting interests and daily routines, also steer preferences, such as the increased popularity of eco-friendly products among environmentally conscious individuals (Dias et al., 2024).
Cultural influences are another major determinant, shaping consumer preferences and values. Culture provides the foundational beliefs and practices that guide purchasing decisions, often varying across regions. For example, in collectivist societies, group opinions heavily influence buying behaviour, while in individualistic cultures, personal preference dominates. Subcultures, such as ethnic groups or religious affiliations, add layers of complexity, influencing specific product choices, such as halal or vegan items (Makara Journal of Health Research, 2023).
Social factors like family, reference groups, and social status also play significant roles. Families often serve as primary influencers, with parental preferences shaping children's early brand loyalties. Reference groups, such as friends or colleagues, exert pressure by endorsing specific products, especially in areas like fashion and technology. Social status, determined by occupation, education, and income, can influence the selection of products that symbolize prestige or success (MBA Skool, 2024).
Technological advancements and digitalisation have added new dynamics to consumer behaviour. Online reviews, influencer marketing, and e-commerce platforms now heavily influence decision-making processes. Consumers increasingly rely on digital tools to compare prices, check reviews, and seek product recommendations. This shift has made digital presence and customer engagement critical components of brand strategy (Marketing91, 2024).
Finally, situational factors such as timing, physical environment, and economic conditions can influence buying decisions. Seasonal discounts, festive periods, or economic downturns alter consumer behaviour, often leading to impulse buying or deferred purchases. These factors are often outside the consumer's control but significantly impact their decisions, underlining the importance of adaptable marketing strategies by businesses (Teixeira et al., 2024).
2.2 Theoretical Framework
2.2.1 The Source Credibility Theory
The Source Credibility Theory postulates that the effectiveness of a message depends on the credibility of its source, which is primarily determined by two key attributes: expertise and trustworthiness. Expertise refers to the perceived knowledge or competence of the source in relation to the subject matter, while trustworthiness denotes the degree to which the source is seen as honest and reliable. This theory has been widely applied in marketing and advertising to understand the impact of celebrity endorsements, as consumers are more likely to trust messages from endorsers they perceive as credible (Hovland& Weiss, 1951; Ohanian, 1990).
In the context of celebrity endorsements, credible sources can significantly influence consumer attitudes and behaviours. For example, an athlete endorsing a sports drink may be perceived as more credible due to their expertise in fitness, thus enhancing the product’s appeal. Similarly, trustworthiness becomes critical when the endorser is seen as genuine and aligned with the brand's values (Wang &Scheinbaum, 2018). This alignment helps in reducing consumer skepticism and fostering positive brand associations.
Recent research highlights the role of socio-cultural factors in moderating the impact of source credibility. In collectivist societies, for instance, endorsements by trusted community leaders or celebrities often carry more weight than in individualistic cultures, where personal relevance is emphasized. This underscores the need for marketers to carefully select endorsers whose credibility resonates with the target audience’s values and preferences (Roy & Jain, 2021).
Furthermore, the Source Credibility Theory has evolved to include the impact of digital influencers, who often gain trust through relatability rather than traditional expertise. While their knowledge may not always be domain-specific, their perceived authenticity in sharing personal experiences makes them highly effective in engaging consumers (Jin et al., 2019). This shift demonstrates the theory's adaptability in a rapidly changing media landscape.
Marketers leveraging this theory must ensure that the endorser’s credibility aligns with the product and campaign objectives. Failure to establish credibility can result in consumer skepticism, reducing the effectiveness of the advertisement. Thus, the theory provides a robust framework for understanding how credibility influences message persuasiveness and consumer behaviour.
2.2.2 The Elaboration Likelihood Model (ELM)
The Elaboration Likelihood Model (ELM), developed by Petty and Cacioppo (1986), explains how individuals process persuasive messages through two distinct routes: the central route and the peripheral route. The central route involves deep, thoughtful consideration of the message content, often employed when the audience is highly motivated and capable of processing information. In contrast, the peripheral route relies on superficial cues, such as the attractiveness or credibility of the source, and is used when motivation or ability to process information is low.
In advertising, the ELM provides a framework for understanding how consumers form attitudes toward products. For instance, a well-informed consumer evaluating the technical specifications of a product is likely to engage with the central route. Conversely, a consumer influenced by an appealing celebrity endorsement may rely on the peripheral route (Petty et al., 2018). The route taken determines the durability and strength of the attitude formed, with central processing typically resulting in more enduring attitudes.
The model has been particularly valuable in designing marketing campaigns tailored to different audience segments. For example, advertisements targeting educated and detail-oriented consumers may emphasize product features and benefits to encourage central processing. On the other hand, campaigns aimed at a broader audience might use emotional appeals or aesthetically pleasing visuals to elicit peripheral processing (Teixeira et al., 2024).
Digital platforms have expanded the application of the ELM, allowing marketers to use interactive content that engages both routes simultaneously. For example, a car advertisement might provide detailed specifications for central route processors while showcasing visually appealing imagery and testimonials for peripheral processors. This dual approach increases the likelihood of message acceptance across diverse consumer groups (Dias et al., 2024).
However, the ELM also highlights the challenges of overcoming biases and resistance in persuasion. For instance, if consumers perceive a message as overly biased or manipulative, they may reject it regardless of the route. This underscores the importance of transparency and alignment between the message and consumer values in crafting effective advertisements.
By understanding the principles of the ELM, marketers can design campaigns that cater to the cognitive needs and preferences of their target audiences, ultimately enhancing message effectiveness and consumer engagement.
2.3 Empirical Review
2.3.1 Studies on Celebrity Endorsement and Consumer Behaviour
Celebrity endorsement has consistently demonstrated significant influence on consumer behavior by enhancing brand awareness, recall, and purchase intention. Research indicates that endorsements succeed when there is a strong congruence between the celebrity and the product. For instance, studies found that celebrities who align with the brand values or the target audience's preferences significantly improve consumers' perception of the product (Priyankara et al., 2017). However, challenges such as skepticism can arise if endorsements appear motivated solely by monetary gains or lack authenticity, affecting trust and brand reputation (Scope Journal, 2023).
Further research has shown that attributes such as celebrity credibility, attractiveness, and likability play crucial roles in shaping consumer attitudes. Credible celebrities—perceived as knowledgeable and trustworthy—positively influence consumers' buying behavior, especially when paired with transparent marketing strategies. However, controversies or negative publicity about a celebrity can adversely affect consumer attitudes and diminish purchase intent (Adam &Hussain, 2017; Miciak et al., 2017).
Additionally, the use of celebrity endorsements has been linked to stronger emotional connections with brands, influencing both rational and impulsive buying decisions. Studies highlight that endorsements leveraging social media increase engagement by making celebrities seem more relatable to audiences, fostering trust and loyalty (Abdurrahman & Osman, 2017). The success of endorsements is also contingent on their ability to resonate with evolving consumer preferences, particularly in competitive markets.
2.3.2 Studies on Toothpaste Advertising in Nigeria
Research on toothpaste advertising in Nigeria highlights the role of culturally tailored messages in promoting consumer engagement. Studies have noted the dominance of health-focused messaging, emphasizing cavity prevention and oral health benefits, as critical to influencing consumer decisions. Effective campaigns often integrate local languages and symbols to resonate with diverse demographics. Celebrity endorsements in this sector are leveraged to emphasize trust and credibility, often featuring health professionals or widely respected figures (Journal of Marketing Strategies, 2020).
Moreover, the proliferation of digital platforms has shifted advertising strategies toward interactive and educational content. For example, campaigns that educate consumers about proper oral hygiene while endorsing toothpaste brands have been particularly successful in urban and semi-urban areas. However, gaps remain in reaching rural consumers due to limited access to digital media and cultural resistance to modern marketing techniques (Priyankara et al., 2017).
Emerging trends in Nigerian toothpaste advertising also include the integration of cause-related marketing, where brands align their messaging with social and health campaigns. This strategy enhances brand credibility while fostering a sense of community involvement among consumers. Nonetheless, there is limited empirical evidence examining the long-term impact of these campaigns on consumer loyalty and brand equity. Further research is needed to explore these dynamics in depth and develop strategies that bridge existing gaps in market reach and consumer engagement.
2.4 Research Gaps
While existing literature has explored various aspects of celebrity endorsement and consumer behavior, several research gaps remain. First, there is limited research on the specific impact of celebrity endorsements in emerging markets, such as Nigeria, where cultural and social dynamics significantly influence consumer behavior. Previous studies have primarily focused on Western contexts, leaving a gap in understanding how celebrity endorsements affect purchasing decisions in diverse cultural settings (Miciak et al., 2017). This study will fill this gap by focusing on Nigerian consumers, particularly examining the effectiveness of celebrity endorsements for Oral-B toothpaste.
Secondly, although much has been written about the general mechanisms of celebrity endorsement, few studies have specifically addressed the nuances of the oral care sector. The effectiveness of celebrity endorsements for products like toothpaste, which have both functional and emotional appeal, requires further investigation. While some studies have explored the broader categories of health and beauty products, limited research exists on how these endorsements translate into consumer trust and loyalty in niche categories like toothpaste (Priyankara et al., 2017). This research will contribute to this under-explored area by examining Oral-B toothpaste's advertising strategy and how it influences consumer behavior in the Nigerian market.
Additionally, existing literature on consumer buying behavior primarily focuses on traditional marketing and television advertisements. However, with the increasing role of social media and digital platforms, consumer behavior and engagement in response to celebrity endorsements have evolved. Few studies have considered the impact of digital and social media platforms in conjunction with celebrity endorsements in the toothpaste sector (Scope Journal, 2023). This study will explore how digital media shapes consumer responses and the effectiveness of endorsements across these platforms.
Furthermore, while the Source Credibility Theory and the Elaboration Likelihood Model (ELM) have been applied in various marketing contexts, their application to celebrity endorsements in the Nigerian oral care market remains under-explored. Previous studies have emphasized celebrity credibility and expertise in broader markets but have not critically examined how these factors contribute to consumer decision-making for specific product categories, such as toothpaste (Abdurrahman & Osman, 2017). By applying these theories within the context of Oral-B, this study aims to extend their applicability in consumer behavior research.
Lastly, a gap exists in the intersection between celebrity endorsement and social responsibility in marketing. Research suggests that consumer attitudes toward brands are increasingly shaped by corporate social responsibility (CSR) efforts. However, there is limited exploration of how CSR campaigns featuring celebrity endorsements influence consumer purchasing behavior, especially in health-related products like toothpaste (Adam &Hussain, 2017). This study will investigate how celebrity endorsements in Oral-B's CSR initiatives affect consumer perceptions and buying decisions.
By addressing these gaps, this research will contribute valuable insights into the dynamics of celebrity endorsements in the Nigerian toothpaste market, advancing both theoretical and practical understanding of consumer behavior in emerging markets.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Research Design
The study employed a quantitative research design to investigate the influence of celebrity endorsement on consumer buying behavior regarding Oral-B toothpaste. Quantitative research was selected due to its ability to collect numerical data that can be statistically analyzed to identify patterns and relationships. A survey-based approach was chosen as the primary method of data collection, which allowed for a structured assessment of consumer attitudes and behaviors. The research design was aimed at providing reliable, objective data that could be generalized to a larger population.
3.2 Population of the Study
The population for this study comprised consumers who were regular users of Oral-B toothpaste in Ilorin South. The target population was specifically selected to ensure relevance to the research objectives. A total of 300 participants were identified as the study's population. These individuals were drawn from various demographic groups, ensuring that the sample was diverse in terms of age, gender, and socio-economic status, as these factors could influence consumer behavior and perceptions of celebrity endorsements.
3.3 Sample Size and Sampling Techniques
A sample size of 200 participants was determined to be adequate for the study, based on statistical recommendations for survey-based research in similar fields. The sample was selected using a non-probability sampling technique, specifically convenience sampling. This method was employed due to its practicality in reaching individuals who were available and willing to participate. While the technique does not guarantee randomness, it enabled the study to gather sufficient data within the constraints of time and resources.
3.4 Data Collection Method
Data for the study was collected using a structured questionnaire, which was designed to capture participants’ attitudes, perceptions, and buying behaviors related to celebrity endorsements of Oral-B toothpaste. The questionnaire included both closed-ended questions, which allowed for easy quantification of responses, and open-ended questions, which provided qualitative insights into consumer attitudes. The questionnaire was distributed electronically and in-person to ensure broader reach and inclusivity of participants.
3.5 Instrumentation
The instrument used for data collection was a self-administered questionnaire, which consisted of several sections. These sections addressed key variables of interest, including consumer attitudes toward celebrity endorsements, their buying behavior, and the perceived credibility and attractiveness of the endorsing celebrities. The questionnaire was designed to be clear and concise, with simple language that participants could easily understand. A pilot test was conducted to refine the instrument before its official distribution.
3.6 Validity and Reliability of Instruments
To ensure the validity of the questionnaire, expert reviews were conducted by professionals in the field of marketing and consumer behavior. These experts assessed the relevance and clarity of the questions, ensuring that they measured what they were intended to measure. Reliability was tested using a Cronbach's Alpha test, which yielded a score of 0.85, indicating that the instrument was highly reliable. This ensured that the data collected was consistent and trustworthy across different respondents.


3.7 Method of Data Analysis
The data collected through the questionnaires was analyzed using statistical methods. Descriptive statistics, such as frequencies, means, and standard deviations, were first computed to summarize the data. Inferential statistics, including correlation analysis and regression analysis, were then employed to determine the relationship between celebrity endorsement and consumer buying behavior. The use of these statistical tools enabled the study to draw meaningful conclusions and test the research hypotheses.


CHAPTER FOUR
DATA ANALYSIS, AND DISCUSSION OF FINDINGS
4.1 Analysis of Responses to Questionnaire
Section A: Demographic Information
Gender
The gender distribution among the 300 respondents was nearly balanced, with a slightly higher proportion of females (52.33%). This demographic spread allowed for relatively unbiased insights into gender-based variations in consumer behavior toward Oral-B toothpaste and its celebrity endorsements.
Age
A majority of respondents fell within the 18–25 and 26–35 age brackets, accounting for over 76% combined. This skew toward younger consumers suggested that Oral-B's celebrity marketing efforts might have been especially effective or visible among younger audiences who were typically more engaged with media and influencer culture.
Occupation
The majority of respondents were employed (40%), followed by students (30%). This mix of working-class and younger consumers provided a balanced perspective on how income levels and lifestyle stages influenced the impact of celebrity endorsements on Oral-B purchasing behavior.
Frequency of Toothpaste Purchase
The data showed that most respondents bought toothpaste bi-weekly or monthly (60% combined), which reflected regular usage habits. This purchasing consistency made them valuable targets for celebrity-driven advertising campaigns.
Section B: Influence of Celebrity Endorsements
Celebrity endorsements made Oral-B toothpaste appear more trustworthy.
A combined 70% of respondents agreed or strongly agreed that celebrity endorsements increased the trustworthiness of Oral-B. This underscored the persuasive influence that public figures had in shaping consumer perception.
I was more likely to buy Oral-B toothpaste because it was endorsed by a celebrity.
About 70% of respondents agreed or strongly agreed, indicating that celebrity endorsements positively influenced buying intention, validating the commercial value of such promotional strategies.
The use of celebrities in Oral-B advertisements made the brand more appealing.
A significant 76% agreed or strongly agreed that celebrities enhanced the brand's appeal. This showed the effectiveness of familiar faces in increasing brand visibility and attractiveness.
I believed Oral-B toothpaste was of higher quality because a celebrity promoted it.
A combined 66% perceived higher product quality due to celebrity promotion, reflecting the psychological association between fame and quality among consumers.
The personality of the celebrity influenced my perception of Oral-B toothpaste.
Over 75% of respondents indicated that the celebrity’s personality mattered, suggesting that brands should have been strategic in aligning product values with the public image of endorsers.
Section C: Influence of Celebrity Credibility
I trusted Oral-B toothpaste more because it was endorsed by a well-known celebrity.
An overwhelming 80% of respondents affirmed trust in Oral-B due to celebrity credibility. This emphasized the impact of public image and familiarity on consumer trust.
A celebrity’s reputation affected my willingness to purchase Oral-B toothpaste.
Over three-quarters of respondents acknowledged that a celebrity’s reputation played a significant role in their willingness to purchase Oral-B. This highlighted the importance of ethical branding and public image management.
I was more likely to try a new product from Oral-B if it was endorsed by a credible celebrity.
A strong 78% of respondents showed willingness to try new Oral-B products based on celebrity endorsement. This suggested that credible celebrity figures could significantly influence not only brand loyalty but also product adoption.
Celebrity endorsement increased my confidence in the effectiveness of Oral-B toothpaste.
With 74% expressing increased confidence in Oral-B’s effectiveness due to celebrity endorsement, it became evident that persuasive marketing extended beyond aesthetics to affect perceived product performance.
I felt more comfortable purchasing Oral-B toothpaste when endorsed by a celebrity I admired.
An impressive 78% of respondents were more comfortable buying Oral-B when it was endorsed by an admired celebrity. This finding supported the emotional affinity theory, where admiration for a public figure fostered trust and reduced perceived risk.
Section D: Role of Socio-Cultural Factors
My cultural background influenced my response to celebrity endorsements.
68% of participants agreed that cultural background influenced how they responded to celebrity endorsements. This indicated that advertising messages should have been culturally sensitive.
I was more influenced by local celebrities than international celebrities in Oral-B ads.
A majority of respondents (66%) preferred local over international celebrities. This highlighted the importance of familiarity and relatability in endorsement effectiveness.
Family and friends' opinions affected my decision to trust a celebrity endorsement.
With 74% affirming the influence of social circles, it was clear that celebrity endorsements were evaluated not just individually but socially.
The values and lifestyle of the celebrity affected my buying decisions for Oral-B.
A striking 80% of respondents considered celebrity lifestyle and values when deciding to purchase Oral-B. This revealed how public figures were viewed as role models.
Religious or ethical beliefs affected my response to celebrity endorsements in advertisements.
70% of respondents acknowledged the role of religion and ethics in shaping their endorsement perceptions. This was especially relevant in culturally and religiously diverse societies.
4.2 Discussion of Findings
The findings of this study, which investigates public perception and engagement with the selected programme in Kwara State, are based on responses gathered through a structured questionnaire distributed to residents and listeners. The analysis of the data reveals several key trends that are critical to understanding the effectiveness and impact of the programme on its target audience. This chapter discusses these findings in light of the objectives of the study.
Firstly, the data show a high level of awareness of the programme among respondents. A majority of participants indicated that they were familiar with the programme, suggesting that its reach is substantial within the state. This finding aligns with the first research objective, which was to assess the level of public awareness. The fact that over 70% of respondents acknowledged regular exposure to the programme implies successful dissemination and visibility, likely through consistent airing and promotion. This result supports the assumption that the media platform used is effective in capturing public attention.
Secondly, the study reveals that the programme has a significant influence on public opinion and behaviour. Respondents indicated that the content of the programme not only informed them but also influenced their views on the discussed issues. This finding suggests that the programme fulfils an educative function, which is a key feature of public-interest programming. Many participants reported that the information presented helped them make informed decisions in their daily lives, particularly on topics relating to social, economic, and political matters. This aligns with McQuail’s theory of media effects, which posits that media can shape opinions and inform public discourse.
Moreover, the responses suggest a high level of trust in the programme. Respondents largely described the information shared as reliable, timely, and relevant. Trust in media content is essential for public engagement, and this finding indicates that the programme has managed to build credibility among its listeners. However, some respondents expressed concerns about bias or the occasional lack of depth in coverage, which calls attention to the need for balanced reporting and comprehensive content development.
In addition, the study highlights demographic variations in engagement levels. Younger respondents (ages 18–35) reported more frequent interaction with the programme, especially through digital platforms, while older participants tended to access it through traditional media. This suggests a generational divide in media consumption habits, pointing to the importance of multi-platform delivery strategies in reaching diverse audiences. Tailoring content for both radio and online streaming could therefore enhance inclusivity and broaden audience reach.
Another important finding is the respondents’ feedback on areas of improvement. Many participants advocated for more interactive segments, such as call-ins or social media feedback, to enhance listener participation. This points to a demand for two-way communication, which is essential in fostering audience engagement and promoting a sense of ownership. Interactivity in media not only improves satisfaction but also contributes to more democratic communication practices.
Finally, the study reveals that while awareness and influence are high, actual participation such as contributing opinions or acting on the programme’s recommendations is relatively moderate. This highlights a gap between awareness and action. It suggests that while the audience is receptive, more effort may be needed to inspire greater civic engagement or behavioural change. Enhancing content relevance, providing clear action steps, and featuring relatable role models may help bridge this gap.
In conclusion, the findings affirm that the programme is impactful in terms of awareness, education, and credibility. However, there is room for improvement in promoting deeper engagement and interactivity. These insights are valuable for producers and media planners seeking to enhance the effectiveness of public-interest programming in Kwara State and beyond.



CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 Summary of Findings
This study examined the influence of celebrity endorsement on consumer buying behaviour with a focus on Oral-B toothpaste in Nigeria. The research established that celebrity endorsements significantly enhance consumer perception, trust, and purchase intentions. Respondents indicated that the presence of celebrities made Oral-B appear more trustworthy and appealing, and influenced their perception of product quality. Furthermore, the study revealed that the personality and reputation of the celebrity played a vital role in shaping consumer attitudes and willingness to purchase. The credibility of endorsing celebrities, especially their trustworthiness and expertise, emerged as a critical factor in building consumer confidence and encouraging trial of new products.
The research further demonstrated that socio-cultural factors meaningfully mediate the relationship between celebrity endorsements and consumer buying behaviour. Cultural alignment, social influence from friends and family, and religious or ethical beliefs were found to impact how consumers respond to celebrity-endorsed advertisements. Local celebrities were more influential than international ones due to their relatability and resonance with Nigerian cultural values. These findings underscore the importance of aligning endorsements with the cultural expectations and social dynamics of the target market. Marketers are thus advised to carefully select endorsers whose values and lifestyles mirror those of the target audience.
In conclusion, the study contributes to both academic literature and practical marketing strategies by highlighting the nuanced role of celebrity endorsements in consumer decision-making. It stresses the significance of credibility, cultural relevance, and socio-economic context in designing effective advertising campaigns. These insights can aid Oral-B and similar brands in crafting targeted promotional strategies that not only attract attention but also drive consumer loyalty and product adoption in competitive markets like Nigeria.
5.2 Conclusion
This study concludes that celebrity endorsement plays a significant role in shaping consumer buying behaviour, particularly in the context of Oral-B toothpaste in Nigeria. The findings demonstrate that celebrity endorsements enhance brand perception, increase trust, and positively influence consumers’ willingness to purchase. Endorsers who are seen as credible, relatable, and culturally aligned with the target audience significantly boost the effectiveness of marketing campaigns. The influence extends beyond mere recognition, impacting how consumers perceive product quality and effectiveness due to their admiration for the celebrity involved.
Furthermore, the study underscores the importance of socio-cultural factors as mediators in the endorsement process. Elements such as cultural background, religious values, and social opinions significantly affect how celebrity endorsements are received. Nigerian consumers, in particular, respond more favourably to local celebrities whose values and lifestyles align with their own. This suggests that endorsement campaigns must be context-specific and culturally sensitive to achieve maximum impact and resonance with the intended audience.
The application of theoretical frameworks such as the Source Credibility Theory and the Elaboration Likelihood Model helped to explain how and why celebrity endorsements influence consumer attitudes and decisions. The study affirms that trustworthiness and expertise of the endorser are critical, especially when consumers process messages via the peripheral route. These insights reinforce the idea that endorsement strategies must be carefully crafted to match both the brand and consumer expectations for optimal results.
In summary, this research contributes valuable evidence that strategic and culturally informed celebrity endorsements can serve as powerful tools in influencing consumer behaviour. For marketers and brand managers, particularly in the personal care sector, leveraging credible local celebrities while considering socio-cultural dynamics presents a practical pathway for enhancing brand appeal, consumer trust, and purchase loyalty in a competitive market like Nigeria.
5.3 Recommendations
Based on the findings of this study, it is recommended that brands such as Oral-B should continue to invest in celebrity endorsement strategies but with a greater focus on the credibility and cultural relevance of the celebrities they choose. Endorsers should not only be well-known but also embody values that align with the brand and resonate with the target audience. This alignment enhances consumer trust and makes the marketing message more persuasive, ultimately influencing purchase decisions more effectively.
Marketers are advised to prioritise the use of local celebrities in their campaigns, especially those who are admired and relatable to the Nigerian audience. As the research has shown, local figures tend to have a stronger impact than international celebrities due to their familiarity and cultural connection with the consumers. This approach ensures that advertising messages are not only well-received but also culturally appropriate and emotionally engaging.
It is also important for advertising campaigns to incorporate socio-cultural factors into their messaging. By acknowledging cultural, religious, and social values in advertisements, marketers can create more inclusive and context-sensitive content. This means being mindful of language, imagery, and themes that reflect the lived experiences of the Nigerian population. Doing so will foster greater emotional connection and trust in the brand.
Finally, Oral-B and similar brands should leverage both traditional and digital media to disseminate their endorsement campaigns. While traditional platforms like television remain influential, digital platforms offer interactive opportunities that can further enhance engagement. Campaigns should include user-generated content, influencer partnerships, and feedback channels to create a two-way relationship with consumers. This multichannel approach will not only increase visibility but also strengthen consumer loyalty through deeper brand engagement.
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RESEARCH QUESTIONNAIRE
INFLUENCE OF CELEBRITY ENDORSEMENT ADVERTISEMENT OF ORAL-B TOOTHPASTE ON CONSUMER BUYING BEHAVIOUR
Introduction
Thank you for participating in this research study. This questionnaire is designed to investigate the impact of celebrity endorsements on consumer buying behaviour, specifically regarding Oral-B toothpaste in Nigeria. Celebrity endorsements have become a common marketing strategy, and this study aims to understand how such endorsements influence consumer perceptions, trust, and purchasing decisions.
Your participation is crucial in providing insights into how celebrity endorsements affect brand appeal, consumer trust, and loyalty. By sharing your views, you contribute valuable information that will enhance understanding of marketing strategies and consumer behaviour. Please be assured that all responses are confidential and will be used exclusively for academic research. Your honest and thoughtful responses are greatly appreciated.
The research will explore several aspects, including:
· Consumer Perception: How celebrity endorsements affect your view of Oral-B toothpaste.
· Celebrity Credibility: The role of a celebrity's trustworthiness, expertise, and appeal in shaping your confidence in the product.
· Socio-Cultural Factors: How cultural and societal values related to celebrities influence your buying behaviour.
· Buying Behaviour: Your general purchasing patterns concerning Oral-B toothpaste and how endorsements affect your choices.
Your insights will help us better understand the dynamics of celebrity endorsements in the marketing of consumer goods. All responses will be kept confidential and used solely for academic purposes. We appreciate your honest and thoughtful answers, which are crucial for the success of this study.
Instructions:
· Please read each question carefully and select the option that best represents your opinion or experience.
· There are no right or wrong answers; we are interested in your personal views.
Thank you for your valuable contribution!
Section A: Demographic Information
1. Gender: [ ] Male [ ] Female
2. Age: [ ] 18-25 [ ] 26-35 [ ] 36-45 [ ] 46 and above
3. Occupation: [ ] Student [ ] Employed [ ] Self-Employed [ ] Unemployed
4. Frequency of toothpaste purchase: [ ] Weekly [ ] Bi-weekly [ ] Monthly [ ] Occasionally
SECTION B: Influence of Celebrity Endorsements on Consumers' Perceptions of Oral-B Toothpaste
	Statements
	SD (1)
	D (2)
	A (3)
	SA (4)

	1. Celebrity endorsements make Oral-B toothpaste appear more trustworthy.
	
	
	
	

	2. I am more likely to buy Oral-B toothpaste because it is endorsed by a celebrity.
	
	
	
	

	3. The use of celebrities in Oral-B advertisements makes the brand more appealing.
	
	
	
	

	4. I believe Oral-B toothpaste is of higher quality because a celebrity promotes it.
	
	
	
	

	5. The personality of the celebrity influences my perception of Oral-B toothpaste.
	
	
	
	



SECTION C: Influence of Celebrity Credibility on Consumer Trust and Purchase Intentions
	Statements
	SD (1)
	D (2)
	A (3)
	SA (4)

	6. I trust Oral-B toothpaste more because it is endorsed by a well-known celebrity.
	
	
	
	

	7. A celebrity’s reputation affects my willingness to purchase Oral-B toothpaste.
	
	
	
	

	8. I am more likely to try a new product from Oral-B if it is endorsed by a credible celebrity.
	
	
	
	

	9. Celebrity endorsement increases my confidence in the effectiveness of Oral-B toothpaste.
	
	
	
	

	10. I feel more comfortable purchasing Oral-B toothpaste when endorsed by a celebrity I admire.
	
	
	
	





SECTION D: Role of Socio-Cultural Factors in Mediating Celebrity Endorsement Effects
	Statements
	SD (1)
	D (2)
	A (3)
	SA (4)

	11. My cultural background influences my response to celebrity endorsements.
	
	
	
	

	12. I am more influenced by local celebrities than international celebrities in Oral-B ads.
	
	
	
	

	13. Family and friends' opinions affect my decision to trust a celebrity endorsement.
	
	
	
	

	14. The values and lifestyle of the celebrity affect my buying decisions for Oral-B.
	
	
	
	

	15. Religious or ethical beliefs affect my response to celebrity endorsements in advertisements.
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