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ABSTRACT
This research project aims to evaluate the influence of celebrity endorsement on the advertisement of energy drinks. With the pervasive use of celebrities in advertising. understanding how their endorsement affects consumer perceptions of energy drinks is crucial. The study adopts a mixed-methods approach, integrating quantitative survey data with qualitative interviews. A sample of consumers will be surveyed to gather insights into their attitudes towards energy drinks, their exposure to celebrity endorsements, and the extent to which such endorsements influence their purchasing behavior. Additionally, a subset of participants will be selected for in-depth interviews to delve into their perceptions and experiences in greater detail. The findings of this research will contribute to the existing literature on advertising effectiveness and provide insights into how celebrity endorsements impact consumer preferences for energy drinks. By examining consumer perspectives, the study aims to uncover the mechanisms through which celebrity endorsement shapes perceptions and purchasing decisions. It is expected that various factors such as celebrity credibility, product congruence, and consumer demographics will moderate the influence of celebrity endorsements on energy drink advertisements. The qualitative interviews will offer contextualized data, offering deeper insights into the nuanced ways in which celebrity endorsement influences consumer behavior. This research seeks to contribute to the understanding of celebrity endorsement's role in advertising energy drinks, providing valuable insights for both academic research and practical applications in marketing and advertising strategies. 







                     
CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY 
Advertisement is "the art of persuasion that is mainly concerned to create awareness about what is being offered with ultimate objective to persuade towards buying. Since the last ten years, it has been seen that marketing environment changed significantly and witnessed the involvement of celebrities in advertisement. Celebrity endorsement has been defined as: "Any individual who enjoys public recognition and who uses this recognition on behalf of a consumer good by appearing with it in an advertisement" (McCracken, 1989). It is really worth mentioning that why organizations spend a lot on brands by involvement of celebrity to endorse. Celebrities are well recognized personalities having a strong attractive and impressive power to pursue the audience either by their likeliness, attractiveness, trust or by their congruency with brand which leads in creation of strong brand image and value in viewers' minds. Available literature on endorser effect gives clear information that how value is transferred (McCracken, 1989) by celebrity for promotion brand and creating awareness for the brand by celebrity characteristics, credibility, attractiveness (Pornpitakpan, 2004) and image congruence (Choi et al., 2005, Nazir et al, 2014). 
Consumers of the product are much effect by celebrity when they believe that endorser has actual attachment with product rather than materialistic gain. Numerous studies have similar views that the involvement of celebrities in advertisement shows successful results on credibility, communication evoke, recall and likeability of the advertisements and finally on purchase intentions (Menon et al., 2001; Lafferty and Golsmith, 1999). Therefore, it becomes an essence to introduce or to support the product by well-known and credible personality in a competitive marketing world (Gheysari et al, 2012). In order to increase the market share of product most of the popular brands are currently endorsed by celebrities in Pakistan media who did successful endorsement particularly Lux by Shahrukh Khan and Katrina, Head and Shoulders by Shahid Khan Afiridi, Lux by Reema Khan, Supreme Tea by Akshay Kumar and Sunakshi, Saif Ali khan and Kareena Kapoor for Head and Sholders, Katreena for Veet Cream, Pentiene, Ali Zafar for Lipton Tea etc., with all having single aim in mind to acquire faster brand recall, product preferences and eventually product purchase. Advertisements mentioned above give a vivid picture about the emergence of Indian celebrities along with Pakistan Celebrities for similar as well as competitive brands. Mass media communication provides source to organizations for focusing on cultural deviance effects in their ads for making them more appealing and attention capturing. 
Celebrities are cultural symbols who reflect the values and ideas of a particular culture. In addition, therefore, the ways such "personas appear in advertising and their impacts may vary from culture to culture" (Choi, Lee and Kim, 2005, Yusoff and Khan, 2013). In the same manner, it is a question that whether Indian celebrities are effective source endorsers in Pakistan while comparing them with local celebrities. It is a fact that Indian celebrities are much familiar in Pakistan like local celebrities through mass media and similarities of cultures between these two countries. In this study we make a comparison that whether Indian or local celebrities are more effective, attention capturing and appealing towards purchase intention in Pakistan. This analysis is much useful for assessing consumer celebrity relationship to show how strong the consumer relationships are between the homeland celebrity endorsers in Pakistan and Indian celebrity endorsers in Pakistan and their influences on purchase intentions for existing products. 
The influence of celebrity endorsement on advertising has been a significant factor in the success of many products and services. In recent years, the energy drink industry has seen a surge is the use of celebrity endorsements to promote their products. The energy drink industry has been increasingly relying on celebrity endorsements to promote their products, as they believe that these endorsements can help increase the appeal and popularity of their brands among the target audience. Previous studies have shown mixed results on the effectiveness of celebrity endorsements in advertising energy drinks. This project aims to provide a comprehensive understanding of the influence of celebrity endorsement on the advertising of energy drinks among Kwara Poly students. 
1.2 STATEMENT OF THE PROBLEM 
The primary problem this project aims to address is to determine the effectiveness of celebrity endorsement in advertising energy drinks among Kwara Poly students. The study will investigate the impact of celebrity endorsements on the students' perception of the advertised products and their purchasing behavior.
1.3 OBJECTIVES OF THE STUDY 
The aim of this project is to assess the influence of celebrity endorsement on the advertising of energy drinks among Kwara Poly students. The specific objectives of the study are: 
1. To identify the celebrity endorsers associated with energy drink brands.
2. To analyze the impact of celebrity endorsements on the students' perception of the advertised products.
3. To examine the influence of celebrity endorsements on the students' purchasing behavior.
1.4 RESEARCH QUESTIONS
The research questions for this project are 4. What celebrity endorsers are associated with energy drink brands? 
5. How do celebrity endorsements impact the students' perception of the advertised products? 6. What influence do celebrity endorsements have on the students' purchasing behavior? 
1.7 JUSTIFICATION OF THE STUDY
The justification for this study lies in the growing reliance on celebrity endorsements in advertising and the mixed results obtained from previous studies. This project aims to fill in the gaps in the existing literature by providing a comprehensive understanding of the influence of celebrity endorsement on the advertising of energy drinks among Kwara Poly students.
1.8 OPERATIONAL DEFINITION OF TERMS
Celebrity Endorser: A person who publicly supports and promotes a product or brand, usually through a sponsorship or an endorsement deal. 
Advertising: The use of communication strategies, including persuasive techniques, to inform and persuade potential customers about a product or service. 
Energy Drink: A carbonated beverage containing a significant amount of caffeine, often marketed as a functional food or drink that enhances energy, alertness, and physical performance. 
Kwara Poly Students: The target audience for the study, representing a significant consumer segment for energy drinks.





















CHAPTER 2
LITERATURE REVIEW
2.1 Conceptual frame work
 2-1-1 Concept of Advertisement 
Advertisement is a head to Commentate a entice marketing tool product, sun lice, or brand target audience with the goal of Influencing Consumer behave. It Involves the strategic dissemination of message across various media platform to infirm, persuade or remind potential Customers about a product Services, ultimately doing engagements and Sales
Definition of Advertisement 
 	Advertisement can be defined as any paid form of non-personal Communication designed to promote or sell a product, service, or idea. It is a Controlled message Crafted by a business or organization and delivered of through diverse media Channels such as television, radio, print, digital platforms or outdoor billboards
According to Kotler and Armstrong (2018) advertisement is s action about any paid form of  non-personal Communication organization, Product Service or idea by an identified Sponsor" This definition emphasizes three key characteristics of advertisements"
1. Pad Communication Advertising is a deliberate Investment rent by an organization 
2 Non personal Nature
It communicates with a bread audience reaches than directly targeting Individual Consumers 
3. Identified sponsor. 
The message clearly species who is promoting the product or service.
Concept is advertising?
 Advertising is a pervasive form of marketing communication that is used to promote or sell something usually a business's product or service. It is a non-personal form of promotion that is delivered through various media outlets to a large number of people. The primary objective of advertising is to reach the largest possible audience with a persuasive message and encourage them to take a particular action, such as purchasing a product or service. Advertising can take various forms, including traditional media such as print, billboards, radio, and television, as well as digital media such as online, email, and social media ads.
2.1.2 Types of Advertising 
Print Advertising: This type of advertising includes advertisements in newspapers, magazines, and other printed materials. Print ads can be an effective way to reach a specific target audience, especially in local markets.
Outdoor Advertising: Outdoor advertising involves placing ads on billboards, transit vehicles, and other outdoor locations. This type of advertising is designed to reach consumers while they are outside their homes.
Broadcast Advertising: This includes television and radio commercials. Television commercials are a powerful medium for reaching a wide audience, while radio commercials can be an effective way to target specific demographics.
Digital Advertising: Digital advertising encompasses online, social media, and mobile ads.
This type of advertising allows for precise targeting and real-time tracking of ad performance. Social Media Advertising: This involves using social media platforms to promote products or services. Social media ads can be highly targeted based on user demographics, interests, and behaviors. 
Native Advertising: Native advertising is a form of paid media where the ad experience follows the natural form and function of the user experience in which it is placed. It is often found in social media feeds or as recommended content on a web page. Influencer Advertising: This type of advertising involves using individuals with a large and engaged following on social media to promote a product or service.
 Influencer advertising can be an effective way to reach a specific target audience through trusted personalities.
 2.1.3 Uses of Advertising Advertising serves several purposes, including: 
Increasing Brand Awareness: Advertising helps in making the target audience aware of a brand and its products or services. It can also help to keep the brand top-of-mind among consumers. 
Informing Potential Customers: It informs potential customers about the features, benefits, and availability of products or services. This can be especially important for new or innovative products. 
Persuading Customers: Advertising aims to persuade customers to purchase or use a particular product or service. This can be achieved through various persuasive techniques and messaging. 
Reinforcing Brand Message: It reinforces the brand message and helps in maintaining the brand's presence in the market. Consistent advertising can help to build and maintain a strong brand image and identity. 
2.1.4 Roles of Advertising in Society 
Advertising plays various roles in society, such as: 
Economic Role: It contributes to the economy by promoting the sales of goods and services, creating employment, and fostering competition. Advertising is a key driver of consumer spending and economic growth. 
Educational Role: It educates consumers about new products, services, and their features, helping them make informed choices. Advertising can also provide valuable information about social issues and public services. 
Social Role: Advertising reflects and shapes social values, trends, and lifestyles. It can raise awareness about social issues and causes, and can also be a platform for promoting diversity and inclusion.
Media Support Role: It provides financial support to media organizations, enabling them to produce and distribute content. Many media outlets rely on advertising revenue to fund their operations and provide free or low-cost content to consumers.
2.1.5  Concept of Celebrity Endorsement.
 	Celebrity endorsement is a marketing strategy in which a Public Figure, such as famous athlete, actor, musician, or influencer, is employed to promote a product Service, or brand. The aim is to leverage the celebrity's Popularity, Credulity, and appeal to Influence Consumer behavior and Create a positive brand association.
Definition of Celebrity Endorsement
 	According to Mc.Cracke (1989). Celebrity endorsement is a process through which a celebrity acts as –their spoke person for a brand, lending the name and imagine to promote the product or service" definition highlights the role of celebrities in transferring their public personal and Values to the endorsed product.
Shimp (2003) further defines celebrity endorsement as an advertising technique where a famous person publicly uses their recognition to endorse a product, service or idea in return for money compensation or other benefits.
Key Elements of Celebrity Endorsement
 1. Attractiveness: The physical appeal and charm of the Celebrity, which helps to capture consumer attention and create a favorable Impression. 
2. Credibility:- The perceived trust worthiness and experience of the celebrity, which influences Consumer trust in the brand.
3. Congruence:- The alignment between the Celebrity's Image and the product or brand. A well-matched endorsement is more likely to resonate with the target audience.
4. Popularity and Influence: The Celebrity's reach and influence in society or a specific niche can significantly Impact the advertisement's effectiveness.
2.1.6 Types of Celebrity Endorsement
 	Celebrity endorsement encompasses various methods through which public figures promote products, services or brands. Each type is tailored to the Specific goals of the marketing Campaign and leverages the unique appeal of the celebrity which are follow-
1. Direct Endorsement. 
In this type, a celebrity explicitly promotes a product or brand, often appearing in advertisement, and directly recommending the product to Consumers.
•Example: A famous athlete appearing in a Commercial saying I use this energy drinks to boost my performance.
•Purpose: Builds trust and Credulity by associating the Celebrity's personal use with the products benefits.
2. Testimonial Endorsement 
Here, the Celebrity shares their personal experience with the product, highlighting how it has benefited them.
•Example: A fitness Influencer sharing a story about how a energy drinks helped them during intense training sessions.
•Purpose: Creating an emotional Connection with the audience by making the endorsement relatable.
3. Brand Ambassador 
The celebrity enters a long term partnership with the brand and represents it across multiple campaigns and events.
•Purpose: Builds Consistent brand identity and reinforce the association between the Celebrity and the brand.
4. Co-Branding / Collaborations
In this type, the celebrity works closely with the brand to create a unique product or campaign.
• Example a famous athlete collaborating with an energy drink company to launch a special edition drink.
• Purpose: Enhances exclusivity and generate excitement among fans and consumers.
5. Social Media Endorsement. 
Celebrities promote products on their Social media platform often through posts stories or reels.
• Example An influencer sharing a photo of themselves drinking a branded energy drink with a caption brand exposure.
•Purpose; Reaching a wide audience Instantly and leverages the celebrity’s followers to Increase brand exposure.
6. Product placement.
 The Celebrity subtly endorses the product by using Or Show casing it in movies TV shows music videos, or other content.
• Example: An energy drinks featured in a move scene where the lead actor Consumes it during a performance or challenge.
•Purpose: Builds organic brand visibility without an overt advertisement.
7. Event Sponsorship and Appearances.
 Celebrities promotes brands by participating in brand- sponsored events such as tournaments concert, or promotional tours. 
•Example: A celebrity athlete drinking and promoting and an energy during a sports event.
• Purpose:- Directly engage with the target audience and enhances the brands association with high energy activities.
8. Voice overs and Narrations 
 The Celebrity's is used on advertisements without appearing usually, lending Credibility and familiarity to the message.
2.1.7 Uses of Celebrity Endorsement
 Celebrity endorsements are popular marketing Strategy used by business to boost brand awareness credibility and sales. Here are the key uses:-
1. Building Brand Awareness 
Celebrity help increase visibility for new or existing. Products by attracting their fans base.
2. Establishing Credibility and Trust 
• Consumers often trust a Product associated with well-known and respected figure.
3. Enhancing Brand Image
 Associating a brand with a Celebrity helps position it in line with the celebrity's personality, styles or values.
• Create aspirational Value, encouraging to emulate their favorite stars. Customers.
4. Targeting Specific Audience. 
Celebrities resonate with specific demographic making it easier for brands to reach niche or specific target markets.
5. Influencing Purchase Decisions
• Celebrity perceived authority or expertise in a domain can inspire consumer confidence and influence buying behavior.
6. Boosting Sales and Revenues. 
•The association with a Popular Celebrity often results in higher Consumer interest and increased sales.
7. Revitalizing Failing Brand.
• A well-known celebrity can renew interest in a underperforming or outdated brand.
2.1.8 Roles of Celebrity Endorsement in Advertisement
 Celebrity endorsements play a significant role in advertisement by enhancing the effectiveness and appeal of marketing campaigns.
1. Attracting Attention.
 • Celebrities are naturally attention-grabbing, and their presence in advertisements Increase the likelihood hood that audiences will notice and engage with the ad.
2. Building Trust and Credibility 
• Celebrities often have a reputation for expertise, style, for reliability and their endorsement can transfer these qualities to the product or brand.
3. Enhancing Brand Recall 
•Associating a product with a celebrity makes it more memorable, as people tend remember familiar faces and names. 
4. Influencing. Consumer Behavior 
• Consumer often look up to celebrities as role models and are likely to emulate their choices, including purchasing endorsed products.
5. Creating Emotional Appeal 
• Celebrity endorsement can evoke strong emotional response such as admiration or aspiration, making the ad more relatable and impactful.
6. Reinforcing Brand Values
 • A well-chosen Celebrity represents the brand's Image and Values, helping to communicate what the brand stand for.
7. Reaching a Broader Audience 
• Celebrities have diverse for bases, which allows brands to target demographics and expand their market reach.
8. Supporting product launches 
• Celebrities can generate buzz and excitement for new products, ensuring a successful launch.
9. Immediate Attention 
Celebrity appearances in advertisements Capture Immediate attention, Increasing the chances of the audience engaging with the ad Content.
10. Memorability 
Ads featuring Celebrities tend to do more memorable, as people are more likely to recall a well-known face associated with product.
2.2 THEORETICAL FRAMEWORK 
2.2.1 Kokil Theory 
According to Kokil, celebrity is that person who has excelled in his field of action and thus enjoys fame on being recognized far and wide. Marketers believe that celebrity endorsement generates several advantages which include building credibility, fostering trust and drawing attention of the consumers which will result into sales for that brand. Celebrity endorsement is that successful strategy that helps to raise the sales and capture market share, this technique provide a product with a glamorous touch and sparkle the expectation that a popular look will give that product an added appeal and a recognition. Through endorsing a celebrity, marketers actually excites their consumers by showing them a very admirable and famous face and succeeded in creating a demand because through celebrity may also follow their lead.
2.2.2 Kamile Theory 
Kamile mentions that Customers normally Comprise a Very encouraging, approach towards those who are attractive Mc Guire (2008) State that usefulness of any kind at Communication depends on.
• Similarity 
• Farmilarity 
• Likability 
Researchers have proved that physical attractiveness can very easily change beliefs of the people (chatken 1979). Similarity is the name of semblance involving the receiver of message and sources of the message. Attractiveness of the source that is Celebrity leads Consumers to persuasion and the Consumer gets motivated and is willing to bind themselves into a relationship with the celebrity by adopting the same beliefs, attire de and behavior as is done by the Celebrity (source) and if the Sowee charges its position attitude, the consumers following the celebrity may also follow their Lead.
2.3 EMPIRICAL REVIEW
 	Kim and Lee (2019) found that natural endorsements can have a significant impact on consumer perceptions of the celebrity's credibility and their attitude towards the endorsed brand. Natural brand associations were found to increase trustworthiness and expertise, ultimately generating a greater likelihood of customers valuing and choosing the endorsed brand Kashani (2010) revealed that the endorsement of energy drinks by popular personalities, such as dieticians, physicians, sports persons, actors, and TV personalities, can impact consumer preferences and buying decisions. However, the study also highlighted that gaining trust from consumers loyal to another brand can be challenging, and social media has changed communication channels, requiring marketers to pay special attention to consumers purchase decisions Bragg and Roberto (2016) demonstrated that music celebrities often endorse energy- dense, nutrient-poor products. The study found that full-calorie soft drinks were the most commonly endorsed food or nonalcoholic beverage product, and that 80.8% of the endorsed foods were energy dense and nutrient poor. The study also highlighted the association between celebrity endorsements and the promotion of unhealthy food and beverage products Buchanan, Kelly, Yeatman, Kariippanon, and Hua (2022) conducted a content analysis of sports and energy drink advertising and identified constructs from key persuasion theories present in popular sports and energy drink advertising. The study found that normative cues, particularly those stemming from celebrity athletes, play a large role in the promotion of these products. The frequent use of these peripheral cues is consistent with long-held beliefs about the benefits of sports and energy drinks, and may result in increased purchasing and consumption. Cairns, Angus, Hastings, and Caraher (2020) evaluated the responsible use of celebrity endorsements in the UK and found that celebrity endorsement is a marketing strategy primarily used to promote highly processed food and beverage products. The study highlighted the need for greater accountability in the use of celebrity endorsements to promote healthier products and combat the promotion of unhealthy products.

• Endogan (1999) further emphasize that the match up between the celebrity's personal and the products attributes enhances the persuasiveness of advertisement. For example, endorsing energy drinks through athlete resonates with the products emphasis on energy and performance.
• Ohanian (1990) developed the "Source Credibility model" which is applied this studies assessing the impact of celebrity in the impact of Celebrity endorsements. 
It states that a celebrity's expertise trust worthiness, and attractiveness significantly influence advertising effectiveness. This model has been used to analyses the appeal of athlete endorsing energy drinks, demonstrating that their Credibility boosts brand trust and Consumer Purchase intent. 
• Mc cracken (1989) introduced the "Meaning Transfer Model", explain how celebrities transfer their symbolic meanings to the endorsed products. In the context of energy drinks, consumers perceive endorsed products as embodying the qualities of celebrity (e.g... Vitality, energy or success).
• Till and Buster (2000) found that a strong matchup between the celebrity and the product results a positive consumer attitude. In energy drink advertising, endorsements athlete like Usain Bolt or extreme sports icons align with the performance driven narrative of these beverage.
•Choi and Rifon (2012) noted that emotional Connection with Celebrities driven Consumer loyalty and repeat purchases, especially in lifestyle products like energy drink.















CHAPTER THREE
RESEARCH METHODOLOGY
3.0 INTRODUCTION 
The research methodology refers to the systematic process of collecting, analyzing, and interpreting data in a study. It involves the strategies, techniques, and tools used to investigate a research problem and answer specific research questions. According to Creswell (2014), research methodology encompasses the strategies, procedures, and techniques used to gather and interpret data. It involves a structured approach to investigating a research problem and answering specific research questions. In the context of the project, "Assessing the Influence of Celebrity Endorsement on Advertisement of Energy Drinks," the research methodology involves a quantitative research design using a structured questionnaire to investigate the influence of celebrity endorsement on the advertising of energy drinks among Kwara Poly students.
The study will use a cross-sectional survey design, which is suitable for measuring the impact of specific variables on consumer behavior, such as the influence of celebrity endorsement on the advertising energy drinks. The study will collect data using a structured questionnaire that will developed to capture students' perceptions of energy drink advertising, including the influence of celebrity endorsements. The collected data will be analyzed using appropriate statist methods, such as descriptive statistics to identify the influence of celebrity endorsement.
3.1 RESEARCH DESIGN 
Research design is the overall plan that outlines how the research study will be conducted. It includes decisions on data collection methods, sampling procedures, and data analysis techniques. The research design serves as a blueprint for ensuring the study's objectives are met effectively. Common types of research designs include experimental, correlational, descriptive, and exploratory designs. As defined by Leedy and Ormrod (2015), research design outlines the overall strategy for conducting a study, including data collection methods, sampling procedures, and data analysis techniques. It serves as the foundation for ensuring the validity and reliability of research findings in this project, the research design is a cross-sectional survey design, which involves collecting data from a sample of students at a specific point in time to measure the influence of celebrity endorsement on the advertising of cuergy drinks.
3.2 POPULATION OF THE STUDY
 	The population of the study refers to the entire group of individuals or elements that meet the criteria for inclusion in the research project. Understanding the population helps researchers make inferences about a larger target group based on the sample studied. The population provides the context for generalizing research findings to a broader scope. According to Babbie (2016), the population represents the larger target group from which a sample is drawn to make inferences about the characteristics of interest. Understanding the population is crucial for generalizing research findings to a broader context.
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE 
Sample size represents the number of participants or units selected from the population to participate in the study. Determining an appropriate sample size is crucial for ensuring statistical power and representativeness of the findings. Adequate sample size enhances the reliability and validity of research results. 
Trochim (2006) defines sample size as a critical factor influencing the precision and reliability of research results. Determining an appropriate sample size involves balancing statistical considerations with practical constraints to ensure the study's validity. The sample size will be determined based on the population size and the desired level of precision to ensure the representativeness of the sample. A sample of about 100 students (respondents) will be drawn for the study sampling technique refers to the method used to select participants from the population for inclusion in the study. Common sampling techniques include random sampling, stratified sampling, convenience sampling, and snowball sampling. The choice of sampling technique impacts the generalizability and accuracy of research findings. According to Neuman (2014), sampling techniques can be categorized into probability sampling (e.g., random sampling) and non-probability sampling (e.g.. convenience sampling). The choice of sampling technique impacts the generalizability and accuracy of research findings. Sampling refers to the process of selecting a subset of individuals from a larger population to represent the whole. A random sampling technique will be used to select participants from the student population.
3.4 RESEARCH INSTRUMENT 
A research instrument is a tool or instrument used to collect data from participants in a study. Examples of research instruments include surveys, questionnaires, interviews, and observation protocols. The selection and design of research instruments are critical for gathering valid and reliable data to address research objectives effectively. Cooper and Schindler (2019) define research instruments as structured instruments such as surveys, questionnaires, interviews, or observation protocols designed to gather information relevant to the research objectives. The selection and design of research instruments are crucial for obtaining valid and reliable data. The study will collect data using a structured questionnaire that will be developed to capture students' perceptions of energy drink advertising, including the influence of celebrity endorsements.
3.5 VALIDITY AND RELIABILITY OF THE INSTRUMENT
 	Validity and reliability are measures of the quality of research. Validity refers to the extent to which a research study measures what it intends to measure, while reliability pertains to the consistency and stability of research findings over time. Establishing validity and reliability ensures that research results are accurate and dependable. Various methods such as content validity, construct validity, internal consistency reliability, and test-retest reliability are used to assess validity and reliability. According to Yin (2018), validity and reliability are essential criteria for evaluating the quality of research outcomes. Establishing validity and reliability enhances confidence in the accuracy and credibility of study results. In this project, measures will be taken to ensure the validity and reliability of the research findings, such as piloting the questionnaire and using established scales where applicable. The survey questions will be designed to ensure that the measures used produce consistent results within the same context.
3.6 METHOD OF DATA COLLECTION
Data collection is the process of gathering information for research or statistical analysis. Data will be collected using a structured questionnaire that will be developed to capture students' perceptions of energy drink advertising, including the influence of celebrity endorsements. The questionnaire will be designed to be clear, specific, and easy to understand to obtain accurate responses that allow the researcher to meet their goal. The survey will be administered online and in-person, depending on the availability and preference of the participants.
3.7 METHOD OF DATA ANALYSIS 
The method of data analysis involves techniques used to analyze and interpret collected data in a research study. Data analysis methods can be quantitative (e.g., statistical analysis) or qualitative (e.g. thematic analysis). The chosen method depends on the nature of the data collected and aims to derive meaningful insights to address research questions effectively. Miles et al. (2014) describe data analysis as the systematic process of organizing, coding. Categorizing, and interpreting data to address research questions or hypotheses effectively. Various statistical methods, qualitative approaches, or mixed methods can be employed based on the nature of the data collected. The collected data will be analyzed using appropriate statistical methods, such as descriptive statistics and regression analysis, to identify the influence of celebrity endorsement on the advertising of energy drinks among the target audience.














CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
 4.0 INTRODUCTION 
Efforts will be made at this stage to present analysis and interpret the data collected during the field survey. This presentation will be hazed on the responses frees the completed questionnaires. The result of this exercise will be summarized in tabular forms for easy reference and analysis. It will also show answer to question relating to the research questions for this research study. The research employed simple percentage in the analysis. The data collected from the respondents were analyzed in the tabular form with simple percentage for easy understanding. A total of 200 questionnaires were distributed. 
4.1 DATA PRESENTATION 
SECTION A TABLE
 1: Distribution of Respondent by Gender
	   GENDER 
	NUMBER 
	PERCENTAGE %

	MALE
	        30
	          30

	FEMALE 
	        70
	           70

	TOTAL
	         100
	            100


Source: Field Survey, 2025
 	The survey included 100 respondents, of which 30 were male and 70 were female. Tis corresponds to 30% of the respondents being male and 70% being female. Therefore, majority of the respondents were female.
TABLE 2: AGE OF RESPONDENT 
	     AGE
	RESPONDENT 
	PERCENTAGE %

	15-20 years 
	           46
	          46

	21-25 years 
	           35
	           35

	26-30 years 
	           18
	           18

	31-35 years
	            ___
	           -----

	36-40 years 
	            ___
	           ------

	41 and above 
	            ___
	            -----

	Total 
	          100
	              100


Source: field survey,2025
The largest age group was the 21-25 years old category, making up 40% of the respondents. Most respondents were in the younger age brackets, particularly in their early twenties.
Marital Status
	MARTIAL STATUS 
	NUMBER 
	PERCENTAGE %

	SINGLE 
	        88
	           88

	MARRIED 
	       12
	           12

	TOTAL 
	      100
	          100



Source: field survey, 2025
Out of the 100 respondents, 88 were single and 12 were married. This translate to 88% of respondents being single and 12 % being married. Hence, the overwhelming majority of the respondents were single.
TABLE 4 DISTRIBUTION OF LEVEL 
	LEVEL 
	RESPONDENT 
	PERCENTAGE %

	ND
	         28
	        28

	HND
	         72
	        72

	TOTAL 
	         100
	        100


Source: field survey,2025
The survey respondents included 100 individuals divided into two educational levels, ND (National Diploma) and HND ( Higher National Diploma). 28 respondents (28%) were at the ND level, while 72 respondents (72%) were at the HND level. This, the majority of the respondents were HND level.
Table 5: DISTRIBUTION OF OCCUPATION
	OCCUPATION 
	RESPONDENT 
	PERCENTAGE %

	STUDENT 
	          68
	            68

	SELF-EMPLOYED 
	          27
	            27

	UNEMPLOYED 
	           5
	            5

	TOTAL 
	          100
	           100


Source: field survey,2025
The vast majority of respondents were students.
SECTION B
TABLE 6: Celebrity endorsement significantly impact the viability of energy drink advertisements
	   RESPONDENT 
	     FREQUENCY 
	PERCENTAGE %

	Strongly Agreed 
	             40
	          40

	Agreed 
	             51
	          51

	Neutral 
	             5
	            5

	Disagreed
	             1
	             1

	Strongly Disagreed
	             1
	              1

	Total
	        100
	             100


Source: field survey,2025
Analysis:- This table represents the impact of celebrity endorsement on various aspects of energy drink advertising and consumer perceptions, the majority of respondents, consisting 51% agreed that celebrity endorsement significantly impacts the viability of energy drink advertisements. Additionally, 40% of respondents agreed with this statement, while 5% remain neutral and s small fraction of 1% of disagreed and 1% of strongly disagreed.
TABLE 7:- The use of celebrities in energy drink advertising campaign increases brand awareness and recall    
	RESPONDENT 
	FREQUENCY 
	  PERCENTAGE%

	Strongly Agreed 
	        55
	           55

	Agreed 
	         35
	            35

	Neutral 
	         6
	             6

	Disagreed 
	          1
	             1

	Strongly Disagreed 
	          1
	             1

	Total 
	          100
	            100


Source: field survey,2025
Analysis: This table represents the impact of celebrity endorsement on various aspects of energy drink advertising and consumer perceptions. Almost half of respondents accounting for 55% strongly Agree that the use of celebrities in energy drink advertising campaigns increase brand awareness and recall. Furthermore, 35% agree with assertion, while 6% remain neutral and 2% express disagreement.
TABLE 8: Celebrity endorsements in energy drink advertisements can shape social perceptions of health and lifestyle choices.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %

	Agreed 
	         54
	          54

	Strongly Agreed 
	          30
	            30

	Neutral 
	          7
	            7

	Disagreed 
	           7
	             7

	Strongly Disagreed 
	           2
	             2

	Total 
	           100
	              100


Source: field survey,2025
Analysis: In this table a significant proportion comprising 54%, strongly agree that celebrity endorsements in energy drink advertisements can shape societal perceptions of health and lifestyle choices. Moreover, 30% agree with this notion while 7% are neutral, 7% disagree and 2% strongly disagree.
TABLE 9: Celebrity endorsements help energy drink brands stand out in a crowded market place.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %

	Agreed 
	           63
	           63

	Strongly Agreed 
	           26
	            26

	Neutral 
	           8
	              8

	Disagreed
	           2
	               2

	Strongly Disagreed 
	           1
	               1

	Total 
	            100
	              100


 Source: field survey,2025
Analysis: This table although a large percentage 63% strongly agree that celebrity endorsements help energy drink brands stand out in a crowded marketplace,26% agree with the statement. Conversely, 8% remain neutral,2% disagree and 1% strongly disagree.
TABLE: 10 Celebrity endorsing energy drink can sway consumer perceptions and purchasing decisions.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %

	Strongly Agreed 
	          56
	            56

	Agreed 
	          36
	           36

	Neutral 
	            4
	            4

	Disagreed 
	            4
	            4

	Strongly Disagreed 
	            0
	            0

	Total 
	             100
	           100


Source: field survey,2025
Analysis: A quarter of respondents at 56% strongly agree that celebrities endorsing energy drink can sway consumer perceptions and purchasing decisions similarly 36% agree while 4% remain neutral, and same percentage of 4% express disagreement and 0% express strongly disagree.
TABLE:11 The association between celebrities and energy drinks amplifies brand recognition.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %
	
	

	Strongly Agreed 
	           67
	             67
	
	

	Agreed 
	            18
	              18
	
	

	Neutral 
	              9
	               9
	
	

	Disagreed 
	              6
	               6
	
	

	Strongly Disagreed 
	              0
	               0
	
	

	Total 
	             100
	              100
	
	


Source: Field survey, 2025
Anal: In this table 67% of respondents strongly agree that the association between celebrities and energy drinks amplifies brand recognition and 18% agree. Meanwhile 9% remain neutral,6 disagreed and there is no strongly disagreement.
TABLE:12 Various celebrity endorsers are associated with energy drink brands.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %

	Strongly Agreed 
	            48
	             48

	Agreed 
	            28
	              28

	Neutral 
	     15
	               15

	Disagreed 
	              8
	                8

	Strongly Disagreed 
	               1
	                1

	Total 
	              100
	               100


Source: field survey,2025
Analysis: Nearly a 48% strongly agree that various celebrity endorsers are associated with energy drink brands and 28% agree with this statement. Meanwhile 15% are neutral, 8% disagree and 1% strongly disagree.
TABLE:13 Celebrity endorsements provide energy drink brands with a competitive edge in the market.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %

	Strongly Agreed 
	           59
	            59

	Agreed 
	            28
	            28

	Neutral 
	             8
	             8

	Disagreed
	             3
	             3

	Strongly Disagreed 
	             2
	             2

	Total 
	            100
	             100


Source: field survey,2025
Analysis: 59% respondents strongly agree that celebrity endorsements provide energy drink brands with a competitive in the market while 28% agree. Additionally 8% remain neutral 3% disagree and 2% strongly disagree.
TABLE 14: Celebrity endorsements significantly influence student’s perceptions of the advertised product.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE 

	Strongly Agreed 
	             53
	              53

	Agreed 
	              30
	              30

	Neutral 
	               9
	               9

	Disagreed 
	               6
	               6

	Strongly Disagreed 
	               2
	               2

	Total 
	            100
	              100


Source: field survey,2025
Analysis: In this table 53% strongly agree that celebrity endorsements significantly influence students perceptions of the advertised product, while 30% agree. Meanwhile 9% are neutral 6% disagree, and 2% strongly disagree.
TABLE 15: Celebrities lend their image and reputation to energy drink brands fostering brand loyalty among consumers.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %

	Strongly Agreed 
	            50
	           50

	Agreed 
	             36
	           36

	Neutral 
	             10
	           10

	Disagreed 
	              8
	             8

	Strongly Disagreed 
	              2
	             2

	Total 
	            100
	           100


Source: field survey,2025
Analysis: In this 50% respondents strongly agree that celebrities led their image and reputation to energy drink brands, fostering brand loyalty among consumers while 36% agree. Meanwhile 10% remain neutral, 8% disagree and 2% strongly disagree.
TABLE 16: Consumer may perceive energy drinks endorsed by celebrities as more desirable or credible.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE%

	Strongly Agreed 
	            53
	           53

	Agreed 
	            33
	            33

	Neutral 
	            7
	            7

	Disagree 
	            6
	            6

	Strongly Disagreed 
	            2
	            2

	Total 
	            100
	           100


Source: field survey,2025
Analysis: This table revealed that 53% of respondents strongly agree that consumers may perceive energy drinks endorsed by celebrities as more desirable or credible, and 33% agree. Meanwhile,7% remain neutral,6% disagree 2% strongly disagree.
TABLE 17: Celebrity endorsements enhance the reach and effectiveness of energy drink advertising campaigns 
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %

	Strongly Agreed 
	            53
	     53

	Agreed 
	            33
	             33

	Neutral 
	              7
	              7

	Disagreed 
	              6
	               6

	Strongly Disagreed 
	              2
	               2

	Total 
	              100
	              100


Source: field survey,2025
Analysis: This table revealed that 53% of respondents strongly agree that celebrity endorsements enhance the reach and effectiveness of energy drink advertising campaigns and 33% agree. Meanwhile 7% are neutral 6% disagree and 2% strongly disagree.
TABLE 18: The presence of celebrities in energy drink advertisement adds glamour and excitement to the brand image.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %

	Strongly Agreed 
	           52
	            52

	Agreed 
	            34
	             34

	Neutral 
	             11
	              11

	Disagree 
	              3
	               3

	Strongly Disagreed 
	              0
	               0

	Total 
	            100
	              100


Source: field survey,2025
Analysis: In this table 52% respondents strongly agree the presence of celebrities in energy drink advertisements adds glamour and excitement to the brand image, while 34% agree. Additionally 11% remain neutral,3% disagree and there's no strongly disagree.
TABLE 19: Celebrity endorsement have a significant influence on students purchasing behavior.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %

	Strongly Agreed 
	            51
	             51

	Agreed 
	            27
	              27

	Neutral 
	            13
	               13

	Disagreed
	            18
	                18

	Strongly Disagreed 
	              1
	                  1

	Total 
	            100
	               100


Source: field survey,2025
Analysis: This table revealed that 51% of respondents strongly agree that celebrity endorsement have a significant influence on students purchasing behavior while 27% agree. Meanwhile 13% are neutral and 8% disagree and 1% strongly disagree.
TABLE 20: The endorsement of energy drinks by celebrities can spark conversation and generate buzz among consumers.
	RESPONDENT 
	FREQUENCY 
	PERCENTAGE %

	Strongly Agreed 
	            58
	            58

	Agreed 
	             28
	            28

	Neutral 
	              9
	             9

	Disagreed 
	              5
	             5

	Strongly Disagreed 
	              0
	             0

	Total 
	             100
	           100


Source: field survey,2025
Analysis: In this table 58% of respondents strongly agreed that the endorsement of energy drinks by celebrities can spark conversation and generate buzz among consumers, while 28% agree. Meanwhile 9% are neutral and 5% disagree and none strongly disagree.
4.2 ANALYSIS OF RESEARCH QUESTIONS 
RESEARCH QUESTION 1
 What celebrity endorsers are associated with energy drink brands? 
Table 12 provides insights into the association between various celebrity endorsers and energy drink brands. It shows that 48% of respondents strongly agree and 28% agree that various celebrity endorsers are indeed associated with energy drink brands.
 RESEARCH QUESTION 2
 How do celebrity endorsements impact the students' perception of the advertised products? Table 14 offers valuable information regarding the impact of celebrity endorsements on students' perceptions of advertised products. It reveals that 53% of respondents strongly agree and 30% agree that celebrity endorsements significantly influence students' perceptions of the advertised product. 
RESEARCH QUESTION 3 
What influence do celebrity endorsements have on the students' purchasing behavior? 
Table 19 sheds light on the influence of celebrity endorsements on students' purchasing behavior. It indicates that 51% of respondents strongly agree and 27% agree that celebrity endorsements have a significant influence on students' purchasing behavior. 
4.3 DISCUSSION OF FINDINGS 
This research work was conducted to seek the opinion on assessing the influence of celebrity endorsement on the advertising of energy drinks among Kwara Poly students. The analysis was based on the responses from the respondents. The questionnaire arranged by the researchers was answered by Kwara Poly students. The questionnaire is strongly viewed, examined and analyzed to know the responses to the questions. From the research, the following were revealed which includes: 
Celebrity endorsement significantly impacts the visibility of energy drink advertisements. The majority of respondents, constituting 50%, strongly agree with this assertion. Additionally, 35% of respondents agree, while 8% remain neutral, an.5% disagree and 2% strongly disagree. 
Celebrity endorsement help energy drink brands stand out in a crowded marketplace although a large percentage 55% strongly agree 30% agree with the statement Covertly, 10% remain neutral 3% disagree 2% strongly disagree.
Celebrity endorsing energy drink can sway consumer perception and purchasing decisions. A quarter of respondents 53 strongly agree, while 30% agree, 9% similarly remain neutral and 6% express disagreement and there's no strongly disagree.
The association between celebrities and energy drinks amplifies brand recognition. 67% of respondents strongly agree, and 18% agree. Meanwhile, 9% remain neutral, 6% disagree, and there's no strongly disagree. 
Various celebrity endorsers are associated with energy drink brands. Nearly a third. 48%, strongly agree, and 28% agree with this statement. Meanwhile, 15% are neutral 8% disagree, and there's no strongly disagree. 
Celebrity endorsements provide energy drink brands with a competitive edge in the market. 59% of respondents strongly agree, while 28% agree. Additionally, 5% remain neutral, 5% disagree, and 3% strongly disagree. 
Celebrity endorsements significantly influence students' perceptions of the advertised product. 53% of respondents strongly agree, while 30% agree. Meanwhile, 9% are neutral, 6% disagree, and no strongly disagree. 
Celebrities lend their image and reputation to energy drink brands, fostering brand loyalty among consumers. 50% of respondents strongly agree, while 36% agree Meanwhile, 10% remain neutral, 5% disagree, and 2% strongly disagree.
 	Consumers may perceive energy drinks endorsed by celebrities as more desirable or credible. 53% of respondents strongly agree, and 33% agree. Meanwhile, 7% remain neutral. 6% disagree, and 2% strongly disagree. 
Celebrity endorsements enhance the reach and effectiveness of energy drink advertising campaigns. 52% of respondents strongly agree, and 34% agree. Meanwhile, 11% are neutral and there's no record of any disagreement.
 	The presence of celebrities in energy drink advertisements adds glamour and excitement to the brand image. 55% of respondents strongly agree, while 31% agree. Additionally, 20% remain neutral, 2% disagree, and 2% strongly disagree. 
Celebrity endorsements have a significant influence on students' purchasing behavior. 51% of respondents strongly agree, while 27% agree. Meanwhile, 13% are neutral, 8% disagree and 2% strongly disagree.
The endorsement of energy drinks by celebrities can spark conversations and generate buzz among consumers. 58% of respondents strongly agree, while 28% agree Meanwhile, 9% are neutral, 5% disagree, and there's no strongly disagree 





CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY
The grant analyzed data collected from a survey on the impact of celebrity endorsees on energy drink advertisements. Demographist data such as gender, age, marital status. educational level, and occupation were collected and analyzed. The majority of respondents were male, young adults aged 21-25, single, and students Analysis was conducted on respondent perceptions regarding various aspects of celebrity endorsements in energy-drink advertising campaigns.
This research delves in the psychology behind why consumer are draws to products adorned by celebrities, examining the mechanisms of trust irrational appeal, and brand association that celebrities bring to advertising campaigns. By understanding these dynamics, the study seeks to provide insights into the effectiveness of using celebrities in marketing strategies for energy drinks. 
To achieve its objectives, the project employs a mixed-methods approach, combining quantitative surveys with qualitative interviews. Surveys are designed to measure consumer awareness, attitudes, and purchasing behaviors in response to celebrity-endorsed energy drink advertisements Interviews, on the other hand, provide deeper insights into personal perceptions and the emotional impact of these endorsements. This methodology allows for a comprehensive analysis of both the statistical significance and the nuanced, subjective experiences of consumers. 
The findings from this project are expected to highlight the extent to which celebrity endorsements can sway consumer preferences and drive sales. Preliminary hypotheses suggest that endorsements by high-profile celebrities increase brand visibility and credibility, thereby enhancing consumer loyalty and influencing purchasing decisions. The study will also explore potential downsides, such as the risk of negative publicity associated with a celebrity, and how that impacts brand perception and sales.
 	Ultimately, this project aims to offer practical recommendations for marketers in the energy drink industry on how to strategically leverage celebrity endorsements. By identifying key factors that contribute to successful endorsement campaigns, such as the celebrity's image alignment with the brand and the authenticity of the endorsement, the study seeks to help brands optimize their marketing investments and enhance their competitive edge in a crowded market.
5.2 CONCLUSION
 	Celebrity endorsements have a significant impact on the visibility, brand awareness, and recall of energy drink advertisements. They also shape societal perceptions of health and lifestyle choices, influence brand recognition, and provide a competitive edge in the market. The presence of celebrities adds glamour and excitement to the brand image and sparks conversations among consumers. Celebrities' association with energy drink brands fosters brand loyalty and influences purchasing behavior, particularly among students. 
5.3 RECOMMENDATIONS 
➤ The celebrity's public persona must align with the brand's image and values to ensure authenticity. 
➤ Marketers should utilize celebrities with strong social media presence to broaden the campaign's reach and engagement.
➤ Celebrities chosen must resonate with the target audience to foster greater relatability and trust. 
➤ Brands should monitor the celebrity's public behavior to avoid negative associations that could damage the brand. 
➤ A multi-channel approach must be implemented to maximize the visibility of the endorsement.
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   APPENDIX I
QUESTIONNAIRE

Kwara Polytechnic, Ilorin
P.Μ.Β 1375
Ilorin, Nigeria.

Dear Respondent.
I am a student of the above-mentioned institution, carrying out research on the topic “ASSESSING THE INFLUENCE OF CELEBRITY ENDORSEMENT ON THE ADVERTISEMENT OF ENERGY DRINKS”
I will be glad, if you respond to this research question as honest as possible your response will be of immense benefit to the success of this research study. Your answers will help us understand the role of celebrity endorsements in shaping students' opinions and purchasing habits regarding energy drinks.
All responses will remain confidential.
Yours faithfully,

LUKMAN ABDULROSHEED
HND/23/MAC/FT/0237

APPENDIX II
INSTRUCTION: Please tick the answer you consider appropriate questionnaires will be in two parts. Section A and B


SECTION A
Participant Information:
1. Gender: Male (   ) Female (   )
2. Age: 15-20 (   ) 21-25 (  ) 26-30 (  ) 31-35 (   ) 36-40 (   ) 41 and above
3. Marital Status: Single (   ) married (   )
4. Level: ND (   ) HND (   )
5. Occupation: Self-employed (   ) Unemployed (   ) Student (   )

SECTION B
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	6.
	Celebrity endorsement significantly impacts the visibility of energy drink advertisements.
	
	
	
	
	

	7.
	The use of celebrities in energy drink advertising campaigns increases brand awareness and recall.
	
	
	
	
	

	8.
	Celebrity endorsements in energy drink advertisement can shape societal perceptions of health and lifestyle choices.
	
	
	
	
	

	9.
	Celebrity endorsements help energy drink brands stand out in a crowded marketplace.
	
	
	
	
	

	10.
	Celebrities endorsing energy drinks can sway consumer perceptions and purchasing decisions.
	
	
	
	
	

	11.
	The association between celebrities and energy drinks amplifies brand recognition.
	
	
	
	
	

	12.
	Various celebrity endorsers are associated with energy drink brands.
	
	
	
	
	

	13.
	Celebrity endorsements provide energy drink brands with a competitive edge in the market.
	
	
	
	
	

	14.
	Celebrity endorsements significantly influence students' perceptions of the advertised product.
	
	
	
	
	

	15.
	Celebrities lend their image and reputation to energy drink brands, fostering brand loyalty among consumers.
	
	
	
	
	

	16.
	Consumers may perceive energy drinks endorsed by celebrities as more desirable or credible.
	
	
	
	
	

	17.
	Celebrity endorsements enhance the reach and effectiveness of energy drink advertising campaigns.
	
	
	
	
	

	18.
	The presence of celebrities in energy drink advertisements adds glamour and excitement to the brand image.
	
	
	
	
	

	19.
	Celebrity endorsements have a significant influence on students' purchasing behavior.
	
	
	
	
	

	20.
	The endorsement of energy drinks by celebrities can spark conversations and generate buzz among consumers.
	
	
	
	
	




