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Abstract
This study investigates the impact of celebrity endorsements on skincare product choices among young ladies aged 18–30 in Ilorin, Nigeria, focusing on the effectiveness, fit, and perceived credibility of endorsers in a social media-driven market. Utilizing a quantitative research design, data were collected via a structured questionnaire from 100 female students at Kwara State Polytechnic, a demographic highly engaged with Instagram. Findings reveal that celebrity endorsements significantly influence consumer behavior, with 85% of respondents frequently noticing endorsements, 70% reporting increased brand awareness, and 80% having purchased products due to endorsements. The fit between a celebrity’s image and the product is critical, as 95% value alignment, and 70% are less likely to buy if the fit is poor. Credibility, driven by expertise (75%), honesty (80%), and sincerity (75%), enhances endorsement effectiveness, though 50% prefer user reviews over celebrity endorsements, reflecting skepticism toward non-expert endorsers. Grounded in Source Credibility Theory, the study underscores the importance of authentic, congruent, and credible endorsers in shaping purchase intentions. Recommendations include selecting celebrities with skincare credentials, ensuring transparency in partnerships, and complementing endorsements with user-generated reviews to maximize impact in the competitive skincare market.

















CHAPTER ONE
INTRODUCTION 
1.1.  Background of the Study
In the modern world, cosmetic and skincare products have evolved into a fundamental aspect of daily life, particularly among young women who are increasingly conscious of personal appearance and self-care. The global skincare market has witnessed significant growth, driven by both technological advancements and changing consumer behavior. With the rise of digital media, particularly mobile technology, the way people receive information and make purchase decisions has shifted drastically. More specifically, the dominance of social media platforms has drastically altered the landscape of advertising and consumer behavior. Studies have shown that young people, especially millennials and Gen Z, tend to spend a considerable amount of time on social media platforms like Instagram, which has become a key tool for discovering beauty trends and skincare products (Bergstrom & Backman, 2013).
As traditional media, including television and print, continues to lose ground, social media has emerged as a critical space for cosmetic brands to reach younger audiences. Platforms such as Instagram, which prioritize visual content like photos and videos, have revolutionized the way skincare and beauty brands promote their products (Goodyear et al., 2019). By sharing highly curated content and leveraging user-generated content, these brands have been able to cultivate strong relationships with consumers, fostering a sense of trust and authenticity. Instagram’s visual-centric nature, with its focus on selfies, product demonstrations, and influencer collaborations, has made it particularly effective for promoting skincare products that emphasize visual results and personal testimonies.
Celebrity endorsements have long been a staple of advertising strategies, particularly in industries like fashion, cosmetics, and skincare. The idea behind using celebrities as endorsers is that they carry a sense of credibility, allure, and recognition that can positively influence consumer behavior (McCracken, 1989). Traditional celebrities, such as movie stars and musicians, have been the main faces of beauty campaigns, as their fame and perceived attractiveness create a sense of aspiration among consumers. However, the rise of social media influencers has shifted the landscape, particularly with the emergence of “Instafamous” personalities—individuals who achieve fame primarily through Instagram (Djafarova & Rushworth, 2017). These influencers, often with massive followings, have become essential to marketing strategies in industries like skincare, as they are viewed as more relatable and authentic compared to traditional celebrities.
Instagram influencers, unlike traditional celebrities, are often perceived as more connected to their followers, offering a more personalized and genuine endorsement of products. They are seen as “everyday people” who have gained fame through social media, and this relatability often fosters a sense of trust with their audiences (Ting et al., 2016). As a result, many skincare brands have pivoted to using these influencers as a core part of their marketing efforts. With followers who tend to share similar values and interests, influencers help create an emotional connection between the brand and potential consumers, especially when promoting beauty products that promise personal transformation or self-improvement.
Research has shown that consumers tend to trust product endorsements from influencers they follow, especially when the influencer aligns with their personal values or self-image. When it comes to skincare products, consumers are highly influenced by perceived product effectiveness, as well as the trustworthiness and attractiveness of the endorser. According to studies, the attractiveness and trustworthiness of a celebrity or influencer can significantly impact the consumer’s purchasing intention (Stafford et al., 2002). Moreover, the “fit” between the product and the endorser is a key factor in determining the success of the endorsement, as consumers are more likely to be persuaded by endorsements that feel authentic and believable (Moon et al., 2017).
Celebrity and influencer endorsements serve not only to raise awareness about products but also to enhance their credibility. When an influencer or celebrity endorses a skincare product, it can create an aspirational connection with the consumer. For young women who are looking to enhance their skincare routines, the endorsement of a trusted figure can serve as social proof, making the product more desirable. This phenomenon is particularly important in the skincare industry, where the desire for both physical results and social validation plays a significant role in consumer behavior (Hutchinson, 2018). Influencers, by showcasing their own results and sharing personal skincare routines, can help mitigate consumer skepticism and create a compelling narrative around the product.
In Malaysia, as in many other regions, celebrity endorsements have become a core element of marketing campaigns in the skincare sector. Given the importance of reputation and perceived product quality in skincare purchases, marketers are increasingly turning to celebrities and influencers to gain an edge in a highly competitive market. The use of a popular celebrity, whether a traditional figure or an influencer, is believed to make advertisements more credible, leading to higher consumer engagement and purchase intentions (Muda et al., 2014). However, hiring celebrities and influencers for product endorsements is not without its challenges, as it requires a significant investment of resources, both financially and in terms of campaign design.
The efficacy of celebrity endorsements in influencing purchase intentions largely depends on the alignment between the celebrity and the product being endorsed. Consumers are more likely to purchase products that align with their self-image, and this alignment is especially crucial in the beauty and skincare industries. The “fit” between the celebrity and the product can influence the effectiveness of the endorsement (McCormic, 2016). For instance, if a celebrity is known for their commitment to health and wellness, they may be a more credible endorser for a natural skincare brand. Conversely, a celebrity with a glamorous public image may be more suited to endorsing high-end skincare products aimed at enhancing beauty and luxury.
This research aims to explore the impact of celebrity endorsements, focusing specifically on skincare products for young women. By investigating how different attributes of endorsers—such as attractiveness, trustworthiness, and the fit between the celebrity and the product—affect purchase intentions, this study seeks to fill a gap in the literature regarding the effectiveness of celebrity endorsements in social media-driven campaigns. The results of this study could provide valuable insights for marketers looking to optimize their influencer and celebrity endorsement strategies, helping them to better connect with their target audience and drive higher engagement and sales.
As the use of social media continues to grow, it is essential for brands to adapt their marketing strategies to the evolving landscape of consumer behavior. The ability of celebrity endorsements to shape consumer decisions, especially in industries like skincare, underscores the need for a nuanced understanding of how influencer attributes influence purchase intentions. By examining the relationship between celebrity endorsements and consumer behavior, this study aims to offer a deeper understanding of the factors that contribute to the success of skincare product endorsements on platforms like Instagram, providing a roadmap for future marketing campaigns.
In conclusion, the role of celebrity endorsements in the skincare industry, particularly in the context of social media platforms like Instagram, represents a significant shift in how brands connect with consumers. The relatability, trustworthiness, and attractiveness of endorsers, combined with the fit between the product and the celebrity’s public persona, play crucial roles in influencing the purchasing decisions of young women. As this study explores these factors, it aims to provide both academic insights and practical recommendations for skincare brands aiming to enhance their marketing strategies in a highly competitive digital environment.
1.2  Statement of the problem 
The beauty and skincare industry has increasingly relied on social media platforms, particularly Instagram, to promote products and engage with younger consumers. This shift is driven by the changing dynamics of how people consume information, with mobile phones and social media becoming primary sources for discovering new trends and products. As a result, skincare brands are investing heavily in influencer and celebrity endorsements to capture the attention of their target audience, particularly young women who are active on these platforms. While previous research has highlighted the effectiveness of celebrity endorsements in marketing, there is a gap in understanding the specific impact of different types of celebrity endorsers on consumer purchase intentions, especially in the context of skincare products.
The use of social media influencers, or “Instafamous” personalities, alongside traditional celebrities, has changed the nature of brand promotion. These influencers, often perceived as more relatable and authentic than traditional celebrities, are now central to many skincare marketing campaigns. However, the attributes of these endorsers—such as attractiveness, trustworthiness, and the alignment or “fit” between the celebrity and the skincare product—have not been sufficiently studied in relation to their effect on purchase intentions among young women.
Despite the widespread use of celebrity endorsements in social media marketing, it remains unclear how different factors—such as the type of celebrity, their personal attributes, and the perceived fit between the endorser and the product—affect the purchase decisions of young female consumers, particularly in the skincare market. Marketers face challenges in selecting the right celebrity or influencer, as a poor match between the endorser and the product can undermine the effectiveness of the campaign and fail to influence consumer behavior.
This research, therefore, seeks to explore the impact of celebrity endorsements on young women’s skincare product choices, focusing specifically on the role of attributes like attractiveness, trustworthiness, and the fit between the celebrity and the endorsed product. Understanding how these factors influence purchase intentions is crucial for marketers in the skincare industry to develop more effective and targeted campaigns that resonate with their audience.
1.3  Research Objectives 
I. To understand the effectiveness of celebrity endorsement in skincare products choices among young ladies.
II. To analyze the impact of the fit in celebrity endorsements and skincare products on the  choices of young.
III. To explore how the perceived credibility of celebrity endorsers impacts young ladies’ confidence in skincare products.

1.4. Research Questions 
I. What is the effectiveness of celebrity endorsement in skincare products choices among young ladies ?
II. What are the impact of the fit in celebrity endorsements and skincare products on choices of young ladies ?
III. How does the perceived credibility of celebrity endorsers impacts young ladies’ Congo in skincare products?

1.5   Significance of the study
This study holds significant value for both academic research and practical applications in the skincare industry, particularly concerning the influence of celebrity endorsements on young women’s product choices. The findings will contribute to the academic literature by offering a deeper understanding of the psychological factors that influence consumer behavior in the context of skincare products and celebrity endorsements. The study will also provide valuable insights to marketers, helping them optimize their strategies by selecting the most appropriate celebrity endorsers based on their attractiveness, trustworthiness, and alignment with the brand.
In particular, the research will guide skincare brands in making informed decisions on which types of celebrity endorsers—whether traditional celebrities or social media influencers—are more effective in influencing purchase intentions. It will offer practical implications for improving the fit between celebrities and products, ensuring that endorsements resonate with target consumers and enhance brand credibility. Moreover, the study will help marketers navigate the growing importance of social media in shaping consumer decisions, especially on platforms like Instagram, which have become critical for promoting beauty and skincare products.
However, this study will also serve as relevant material to other researchers or students who are likely to research on similar topics on the impact of celebrity endorsements on skincare products choices among young ladies.
1.6   Scope of the study 
The scope of this study focuses on examining the impact of celebrity endorsements on skincare product choices among young women, aged 18 to 30, who are active users of social media, particularly Instagram. The research will compare the effectiveness of traditional celebrities and social media influencers in shaping purchase intentions, considering factors such as attractiveness, trustworthiness, and the fit between the celebrity and the product. The study will concentrate on skincare products, including facial creams, serums, and cleansers, and will be conducted within a specific geographic region, ensuring relevance to local trends. 
1.7. Limitations 
· Financial constraint: Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data collection (internet, questionnaire and interview.
· Time constraint: The researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work.
1.8  Definition of key terms
· Celebrity endorsement: Celebrity endorsement refers to a marketing strategy where a well-known personality, such as an actor, musician, or social media influencer, promotes a product or brand to influence consumers’ purchasing decisions. 
· Skincare products: Skincare products refer to items used to cleanse, moisturize, and improve the health and appearance of the skin. These include facial creams, serums, cleansers, masks, toners, and other beauty treatments designed for daily or specialized use.
· Brand positioning:  Brand positioning is the process of establishing a brand’s identity and unique value proposition in the minds of consumers. It involves differentiating a brand from competitors by highlighting its attributes, benefits, and the specific needs it satisfies for the target audience.










CHAPTER TWO
LITERATURE REVIEW
2.0. INTRODUCTION 
This chapter present review of relevant literature regarding the concept of Impact of celebrity endorsements on skincare products choices among young ladies. In this chapter, the concept of celebrity, the overview on celebrity endorsements, the characteristics of celebrity endorsements, concept of skin care and so on is been touched in order to simplify this study.
2.1. CONCEPTUAL FRAMEWORK 
2.1.1. Concept of Celebrity 
The concept of “celebrity” has been defined in various ways by scholars from different disciplines, particularly in media studies and sociology. A celebrity can be defined as a person who is famous especially in the entertainment or sport industries (Schlecht, 2003; Hakimi, et al. 2011). This indicates that a celebrity refers to a popular person who enjoys public attention in the media due to his or her unique lifestyle, actions or characteristics. Successful careers in sport and entertainments are often related with celebrity status. Thus, a person can become a celebrity due to media attention for his or her lifestyles, wealth or actions. Based on their unique personality and lifestyles, celebrities are commonly used as brand ambassadors to promote products.
David Marshall (2017) in Celebrity and Power defines a celebrity as someone who is widely known, with their fame largely mediated by mass communication. He argues that a celebrity’s image is constructed and maintained through media representation, suggesting that their public identity is more a product of fascination with their persona than solely their talent or achievements.
Chris Rojek (2011), in his book Celebrity, categorizes celebrities based on the means through which they gain fame. He identifies three types: ascribed celebrities, who are born into fame; achieved celebrities, who gain recognition through talent or accomplishments; and attributed celebrities, whose fame is generated by public opinion and media. Rojek sees celebrities as cultural intermediaries, whose status is often created by media narratives rather than inherent qualities.
P. David Marshall (2014) refines his earlier ideas by suggesting that a celebrity is not merely someone with public recognition but an individual whose status is the result of intense media scrutiny and public fascination. He emphasizes that the image of a celebrity is a “text” continually rewritten by both media outlets and the audience.
John Fiske (2012) takes a different approach by considering celebrities as a form of cultural production and consumption. He argues that celebrities are constructed by the media through spectacle and audience engagement, and their significance often lies in how they embody or challenge social norms and values. Richard Dyer (1986), in his book Stars, similarly asserts that a celebrity is a media-created figure whose appeal extends beyond their actual talents. Dyer emphasizes that celebrities become commodities whose constructed images are central to their public appeal, often representing idealized human qualities.
Finally, Gareth Palmer (2010) focuses on the performative aspects of celebrity. He suggests that the celebrity persona is a cultural construct that blurs the lines between private and public life. Celebrities, according to Palmer, perform a role dictated by audience expectations and media demands, with their identities being fluid and subject to constant change.
2.1.2. Characteristics of Celebrity 
The characteristics of a celebrity are multifaceted, encompassing various aspects of their public persona, media representation, and the way they are perceived by society. Below are some of  characteristics commonly associated with celebrities:
· Public Recognition: One of the defining features of a celebrity is widespread public recognition. They are individuals who are known by a large number of people, often across different social, cultural, and geographic boundaries. This recognition is typically driven by media exposure, whether through television, film, music, social media, or other platforms.
· Media-Mediated Image: Celebrities are often defined by their image as constructed and presented by the media. This image may be carefully curated through public relations efforts, interviews, and social media activity, but it is largely shaped by media outlets, which create and sustain their public persona.
· Cultural Icon: Celebrities often embody particular cultural values, ideals, or trends, making them symbols or icons in society. They may represent certain lifestyles, fashion, social causes, or political viewpoints that resonate with or influence the public. Their image becomes a point of reference for social identity and cultural conversations.
· Fame as a Commodity: In modern celebrity culture, fame itself is often seen as a commodity. Celebrities are frequently marketed as products for consumer consumption, whether through brand endorsements, merchandise, or media appearances. Their fame has economic value, and their public image is often monetized.
· High Visibility and Public Scrutiny: Celebrities are subject to intense public scrutiny, with their personal lives often becoming part of the public domain. Their actions, relationships, and even personal failures are often covered in tabloids or discussed on social media. This visibility can both enhance their fame and lead to controversies that sustain their public relevance.
· Influence and Power: Celebrities often have significant influence over their fans and the wider public. They can shape trends, social movements, and public opinion. This influence extends to areas like fashion, politics, social causes, and consumer behavior, making them powerful figures in society.
· Continuous Media Presence: A celebrity’s status is maintained through continuous media presence. This includes appearances in films, television shows, music, online content, and other platforms. Social media has become an essential tool for celebrities to engage directly with their audiences, offering a sense of intimacy and accessibility that keeps them in the public eye.
· Celebrity as Performance: The concept of the “celebrity persona” often involves a level of performance. Celebrities may present a curated version of themselves that aligns with audience expectations. This performance can vary from the roles they play in their professional work (such as actors or musicians) to the public roles they assume in media and personal branding.
· Accessibility and Exclusivity: Celebrities often maintain a delicate balance between accessibility and exclusivity. While they may connect with fans through social media or public appearances, they also maintain a certain level of distance through privacy or selective public exposure, which keeps their allure intact.
· Fleeting or Enduring Fame: While some celebrities achieve lasting status, many experience transient fame. The cycle of celebrity is marked by periods of intense visibility, often followed by obscurity. However, some celebrities manage to sustain their status over long periods, continually reinventing their image and maintaining their relevance.
2.1.3. Overview on Celebrity Endorsements 
Celebrity endorsement is a million dollar industry today. In this modern era, the world of advertisement undergoes a change, from classical ways, it has converted to take a modern route.
This modern route requires marketers to develop strategies incorporating the elements of emotions, humor etc. the main purpose that lay behind these strategies is to get brand exposure. attention, interest, desire and action. And in order to make these strategies into success, marketers employ famous celebrities because celebrities have the power to create a greater impact on the consumers buying behavior. Since some of the celebrities have charismatic personalities and they enjoy public recognition because they possess distinctive qualities like trustworthiness and attractiveness.
Many big brands make use of the concept of celebrity endorsement as a marketing communication tools. As consumers, we are surrounded by brands; we get exposed to millions of personalities in billboards and television. Every brand tries to capture our time to inform us about what they have to offer to us and teach us about the different attributes of the product. And this is where the challenge lies. The marketers have to delve what will retain our attention. In order to achieve this, celebrity endorsement is put into effect.
But this entire process of hiring celebrities and doing the product-celebrity match is not as simple as it seems. The design of such kinds of campaign and then planning how to make these campaigns a success requires a long procedure of an in-depth understanding of the product, the choice of a celebrity, the objective of the brand and then associating the celebrity with the brand. Celebrities not only serve the purpose to create some kind of attention and also to attain the objective of high recall and recognition. And for that to happen, marketers should keep in mind the image of their product because consumers only wants to consume that product or brand which has the maximum fit with their own personalities/image and the celebrity endorser fits in between these two connections and binds the image of the product close to the consumers by transferring meaning to the product. Also marketers believe that when employing celebrities, they succeed in creating an aspiration in consumers mind to purchase what their favorite celebrities are endorsing because in this glamorous celebrities world.
Celebrities are often perceived as idols by many and people want to follow their lead and try out those products which have the touch of celebrities to them as celebrities make those products more alluring and desirable.
In the world of advertisement, in order to stand out from the clutter, celebrity endorsement is considered the most effective tool that will do the job according to Kotler, P., & Keller, K. L. – Authors of Marketing Management. This technique of involving celebrities with a brand is a winning formula to build the brand and enhance its value. However, it is relatively easy to select a celebrity for a brand but rather very hard to build a strong link between the brand and the endorsement. And therefore, it is for this reason, it is rightfully said that celebrity endorsements is a two-edge sword, if properly dealt with it can do wonders for the company and if not handle properly it can destroy the image of the company and the brand itself.
2.1.4. Celebrity Endorsement As A Strategy For Advertisement 
Signing up famous celebrities to endorse a product has several advantages; marketers believe that the highest reward they gain by endorsing celebrity is building up credibility, establishing the level of trust, drawing attention and most importantly positively impacting consumers buying behavior.
Celebrity endorsement is a success factor because when a normal person selling a product tells you to try that product as it has helped them, there is a possible chance that consumers may or may not believe them but when the same is said by a celebrity that the product has helped them, then the consumers tend to listen to the celebrity and believe it and it does impact on consumers buying behavior favorably.
2.1.5. Positive Effects Of Celebrity Endorsement
(R. Croft) cited that as competition is increasing between the firms to attract more consumers towards their brands, celebrities are increasingly used by the marketers to endorse their products. (Kulkarni and Gaulkar 2005) mentions that featuring a famous personality helps markers in solving the problem of over communication.
Celebrities because of their well knowness can assist advertisements to become more popular and stand out from the clutter and increase communicative ability. Celebrity endorsement helps in improving the brand's image and also polishes the company's image.
Celebrity endorsement can also prove to be a powerful tool in entering foreign markets, it helps the company to overcome numerous issues. For instance, L,Oreal uses Ashwariya Rai and Sonam Kapoor in their White Perfect range, Kareena Kapoor in Lakme Eye conic kajal and Kajol in Olay aging cream are all considered popular in India and Pakistan.
It is also seen that those products which are endorsed by celebrities' standout from other competing products because of their high level of recall and celebrities also create an impact in consumers mind by making the advertisement memorable so it can be easily retrieved at the time of shopping.
Lastly, celebrities who appear in any advertisement for endorsing a product, they are actually capable of breathing life in a falling brand and can help that falling brand to rise, in order words, they create new interest and excitement in consumers.
2.1.6. Negative Effects Of Celebrity Endorsement
However celebrity endorsement has countless benefits but there are also certain risk factors that are associated with celebrity endorsement as a marketing strategy. Negative publicity regarding the celebrity is a major risk with endorsing a celebrity and there are other factors that can lead to serious consequences like:
· Popularity starts decreasing
· Moral issues
· Over endorsing can lead losing credibility
· Overshadowing of endorsed products.
Negative publicity about a celebrity endorsing a brand can change the perception of the consumer about that celebrity and it may also damage the brand reputation resulting marketers to pay a big price over the celebrity's misdeeds and face serious humiliation and embarrassment.
(Kumar 2010) mentions that there are times when consumers actually only notices the celebrity appearing rather then the product, hence this idea to promote that brand fails miserably.
(Cooper 1984) says that "the product not the celebrity must be the star."
This overshadowing is also called "vampire effect" because there is lack of clarity for the consumers because they are found to take more notice and interest in the celerity rather than the interest. Another issue that arises is of overexposure when marketers employ well recognized celebrities to endorse their brands and it ultimately confuses the consumers and they are unable to correctly recall about that brand which celebrity stands for.
2.1.7. Concept of Skincare products 
The skin care products are designed to improve the appearance of the body and feel of skin. According to Surber and Kottner (2015), there are vast armamentarium of skin care products to clean, soothe, restore, reinforce, protect and to treat our skin and hence to keep it in "good condition. "The skin care cosmetics products are further classified by how they work and what they do. They include moisturizing products, anti - aging products, sunless tanners, over the counter drugs used to treat skin condition such as acne etc. Today, modern skincare includes cleansing, soothing, restoring, reinforcing and protecting and with increasing age, the emphasis on skin care is changing (Dreno, Araviskaia, Berardesca, Bieber, Hawk and Sanchez-Viera, 2014; Kottner, Litherfeld, Blume-Peytavi and Kuhlmey, 2015).
The character of skin care has shifted from mere cosmetics smooth, healthy looking skin to more therapeutic and preventive objectives such as soothing, restoring, reinforcing and protecting stressed skin. Even though skin care and skin protection plays an important role throughout lifetime, the skin areas in primary need of care and protection also change (Surber and Kottner, 2015). In younger years, environmental noxes (e.g., UV radiation) are of primary importance whereas in advanced years, age-related noxes (e.g., prolonged exposure to various sources of moisture, including urine or feces, perspiration, wound exudate, and their contents) become more important. Subsequently as the kin areas is in need of care and protection also change and skin areas (e.g., face, arms, legs) initially exposed to the external environment and later enclosed skin areas (e.g., skin folds, perianal, peri genital skin, groin, feet) become the vulnerable zones (hot spots) (Licherfeld, Hauss, Surber, Peters, Blume-Peytavi and Kottner, 2015). Ageing per se changes the skin structure and function across the life course increasing its susceptibility to numerous clinical relevant skin problems (eg. xerosis cutis) (Kottner,
2015). According to Surber and Kottner (2015), Skin care products can theoretically be assigned to three different regulatory classes: medicinal products, medical device and cosmetics. For medicinal products a health promise is allowed whereas for cosmetics a health promise is prohibited. The health promise refers to the preventive and/or therapeutic purpose of the medicinal product or the medical device. They achieve their principal intended action in or on the human body by pharmacological, immunological or metabolic means (medicinal products) or by non-pharmacological, non-immunological or non-metabolic means (medical device), respectively. Cosmetics are meant to clean, to perfume, to change appearance, to correct body odor, to protect and to keep in good condition (Regulation EC No. 1223, 2009). Currently the majority of skin care products are cosmetics. For medicinal products and medical devices, the indication is clearly labeled, e.g., xerosis cutis or pruritus. Claims in cosmetic products often describe their functionalities and may be as simple as "soothe signs of dry skin" but may also be more fanciful like "Multi-Ingredient Anti-Aging Moisturizer Designed to Improve the Appearance of Facial Skin" (Herndon, Jiang, Kononov and Fox, 2015). It is important to note, that while the boundaries of the three regulatory classes seem well defined, there are many examples to demonstrate that these boundaries are not as well defined as one may assume. For instance, identical products are marketed as cosmetics or medicinal products in different European countries. Occasionally, you will find that regulatory bodies will question promotional claims and require commercial suppliers to provide additional substantiation or change the products' claim.
The ranges of products that are offered for the skin care market are much more diverse than the hair care market. Skin care makes up about 27% of the total cosmetic industry and includes skin moisturizers, cleansers, facial products, anti-acne, and anti-aging products (Apoorv et al, 2016). Of all the cosmetics, skin care products can be one of the most expensive products with 2 ounces of product routinely selling for >$200, because women do not mind spending big bucks to keep their skin looking young (Corner, 2015).
Skin Care Industry consists of products ranging from moisturizing, cleansing lotions to anti marks and anti-ageing products. The skin care market is highly contested, with more than 17 companies and 350 brands. The market size of the skin-care segment is estimated at N21 billion. Fairness creams, with a market of around N11.75 billion, accounts for around 56 per cent by value. The contribution of moisturizing lotions and creams was 17 per cent; antiseptic creams 14 per cent and cold creams 13 per cent of the total skin cream market by volume.
2.1.8. Impact Of Celebrity Endorsements On Skincare Products Choices Among Young Ladies
Celebrity endorsements have a substantial impact on skincare product choices among young women, primarily through trust, aspirational appeal, and social media influence. When a well-known celebrity endorses a skincare product, young consumers often perceive the product as more credible and trustworthy. This perception is rooted in the idea that celebrities, due to their public image, have vetted and chosen products of high quality. According to a study by Erdogan (1999), celebrity endorsements can significantly enhance a product’s credibility, leading to increased consumer trust. Young women, in particular, are drawn to products associated with celebrities they admire, believing that the products will help them achieve similar beauty standards or lifestyle outcomes.
The aspirational appeal of celebrities further drives skincare product choices among young women. Celebrities often embody idealized beauty standards and lifestyles, making their endorsed products highly attractive. According to McCracken (1989), celebrities serve as cultural symbols, representing qualities such as beauty, success, and glamour. This aspirational connection prompts young women to purchase the same products, hoping to emulate the look or lifestyle of their favorite stars. Social media platforms such as Instagram, TikTok, and YouTube amplify this influence, allowing celebrities to directly engage with their audience, showcasing skincare routines, and demonstrating the effectiveness of endorsed products. These platforms, where visual content is key, have become essential for reinforcing the appeal of celebrity endorsements (Freeman, 2014).
Celebrity endorsements can also shape the perception of a skincare product’s effectiveness. When celebrities promote skincare products, they often highlight visible results, which enhances the product’s appeal among young consumers seeking improvements in their skin. According to Ohanian (1990), consumers tend to associate celebrity-endorsed products with higher quality, even if there is little evidence of a product’s actual superiority. This belief is often tied to the perceived trustworthiness of the celebrity, which influences purchasing behavior. Additionally, the visibility of celebrity-endorsed products increases brand awareness, especially when the celebrity has a strong media presence. Young women, who are frequently exposed to advertisements or social media content, are more likely to purchase products they see celebrities using or promoting (Silvera & Austad, 2004).
Furthermore, celebrity endorsements often create a sense of social validation, encouraging young women to conform to beauty trends. When a product is endorsed by a popular celebrity, it can lead to a trend, with peers and influencers also promoting the product. According to Chan & Ng (2017), social validation through celebrity endorsement can enhance product desirability, as consumers want to fit into social groups that endorse similar products. This peer influence often reinforces the decision to purchase celebrity-endorsed skincare products, especially when those products are seen as part of the latest beauty fad.
celebrity endorsements play a crucial role in shaping skincare product choices among young women by creating trust, aspirational appeal, and social validation. Social media platforms further amplify this effect, increasing the visibility and desirability of these products. The combination of celebrity credibility, emotional connection, and aspirational value makes celebrity-endorsed skincare products highly influential in consumer decision-making processes.
2.2. THEORETICAL FRAMEWORK 
According to Asemah (2011, p.131), a theory is only an attempt to synthesis and integrate empirical evidence for maximum clarity and coherence. When conducting research, theories are crucial. They play a vital role in testing and analysing theories. The theoretical framework which aids in determining the relevance of any study to our general understanding of the communication process. Having stated the above this study is therefore anchored on theory, Source Credibility Theory.
2.2.1. Source Credibility Theory 
Source Credibility Theory is a communication theory that explains how the perceived trustworthiness, expertise, and attractiveness of a source can influence the effectiveness of their message, particularly in advertising and persuasion. Introduced by Hovland, Janis, and Kelley in 1953, the theory suggests that the credibility of the source determines how persuasive their message will be. In the context of celebrity endorsements, these three factors—trustworthiness, expertise, and attractiveness—play a significant role in shaping consumer behavior. Trustworthiness refers to how honest, reliable, and sincere the celebrity is perceived to be. When a celebrity is viewed as trustworthy, their endorsement can create a sense of confidence in the product. Expertise, on the other hand, relates to how knowledgeable the celebrity is perceived to be about the product or industry. In the skincare industry, celebrities with expertise in beauty or dermatology are more likely to be seen as credible sources for skincare product recommendations. Lastly, attractiveness, which encompasses both physical beauty and likeability, makes the celebrity more appealing to the audience, which can enhance their persuasive power.
In the case of skincare products, Source Credibility Theory helps explain why young women are so influenced by celebrity endorsements. Celebrities with impeccable skin or expertise in beauty often become the faces of skincare brands, leveraging their trustworthiness, expertise, and attractiveness to convince consumers of the product’s effectiveness. For example, a popular actress or model who uses and promotes a skincare product can lead young women to believe that the product will help them achieve similar skin results, as they trust the celebrity’s judgment and admire their appearance. The theory suggests that the more credible the celebrity appears, the more likely their endorsement is to influence consumer behavior. Research supports this idea, showing that consumers are more likely to purchase products endorsed by celebrities they find credible, especially in industries where trust in the product’s quality, like skincare, is paramount.
Thus, Source Credibility Theory provides a useful framework for understanding the impact of celebrity endorsements on young women’s skincare product choices. Celebrities, by virtue of their perceived credibility, can significantly influence their followers’ perceptions of a product, making them more likely to choose products endorsed by celebrities they trust and admire. By using credible figures in their advertising, skincare brands can effectively enhance their appeal to their target audience.
2.3. EMPIRICAL REVIEW
Study by Cheng and Li (2020), titled “The Influence of Celebrity Endorsements on Young Consumers’ Skincare Choices,” the researchers explored how celebrity endorsements affect young women’s skincare product choices. The study was grounded in Source Credibility Theory, which emphasizes the importance of the perceived trustworthiness, expertise, and attractiveness of a celebrity in influencing consumer behavior. The researchers used a quantitative approach and collected data through surveys administered to 300 young women aged 18-30. Participants were asked to rate various skincare products based on their likelihood of purchasing them when endorsed by a celebrity. Additionally, the survey assessed the participants’ perceptions of the celebrity’s credibility, focusing on their trustworthiness, expertise, and attractiveness. The findings indicated that celebrity credibility played a significant role in young women’s skincare product choices. The participants were more inclined to trust and purchase skincare products endorsed by celebrities they considered experts in the field of skincare or beauty. While the attractiveness of the celebrity also influenced purchasing behavior, it was trustworthiness and expertise that had the most substantial impact. The study concluded that skincare brands should prioritize selecting celebrities who are not only famous but also recognized for their expertise in beauty or skincare. Such endorsements are more likely to resonate with consumers, leading to increased product credibility and sales. Based on these findings, the study recommended that skincare brands focus on endorsers who possess a strong public image of trustworthiness and expertise in skincare, rather than merely selecting celebrities based on fame or physical attractiveness. The researchers also suggested that future studies could examine the long-term effects of celebrity endorsements on brand loyalty and consumer perceptions of product quality. This study highlights the importance of aligning the credibility of celebrity endorsers with the target audience’s values and needs in the skincare industry.
Study by Freeman (2014), titled “Social Media and Celebrity Endorsements: The New Age of Advertising”, the researcher investigated the impact of celebrity endorsements through social media platforms like Instagram and YouTube. Using a mixed-methods approach, Freeman combined qualitative interviews with 200 young women and a quantitative survey of 500 respondents. The study, grounded in the Elaboration Likelihood Model (ELM), found that social media had a significant impact on purchasing decisions, with endorsements through these platforms being more effective due to the direct interaction between celebrities and consumers. The peripheral route of ELM was evident, as participants were more influenced by emotional cues and the relatable, authentic appearance of celebrities on social media than by detailed product information. Freeman concluded that social media amplified the effectiveness of celebrity endorsements, particularly when celebrities appeared genuine and relatable. The study recommended that brands focus on using social media platforms to enhance their celebrity endorsement campaigns and suggested further research into the long-term effects of social media endorsements.
Chan and Ng (2017) conducted a study titled “The Influence of Celebrity Endorsement on Consumers’ Buying Decision: The Case of Skincare Products”. This study applied both Social Comparison Theory and Source Credibility Theory, using a survey methodology to collect data from 400 young women aged 18-30. The research found that young women were significantly influenced by celebrity endorsements, especially when they viewed the celebrities as aspirational figures. Social comparison played a major role, with participants believing that using the same skincare products as their favorite celebrities would help them achieve similar beauty standards. The study also found that the credibility of the celebrity, particularly their expertise in skincare, increased the likelihood of purchase. The researchers concluded that both social comparison and celebrity credibility are essential factors in the success of skincare endorsements. They recommended that brands use celebrities who are both aspirational and perceived as experts in the beauty or skincare field and suggested further studies to explore the long-term effects of such endorsements on brand loyalty.





CHAPTER THREE
METHODOLOGY
3.0 Introduction
Research is the process of arriving at a dependable solution to a problem through the planned and systematic collection, analysis, and interpretation of data. This chapter discusses the methods adopted to achieve the objectives of this study. It explains the approach used for data collection, the sampling procedures employed, and the techniques for data analysis.
3.1 Research Design
According to Bets (2021), research design combines various components of research to logically address research questions. This study adopts a quantitative research design to objectively analyze data and obtain generalized responses from participants. The decision to adopt a quantitative research design is based on its ability to provide valuable insights into the research topic and to allow the researcher to make objective, generalized statements from the findings. Specifically, this study employs a quantitative approach to analyze the impact of celebrity endorsements on skincare product choices among young ladies. Fleetwood (2022) asserts that quantitative research involves the systematic collection and analysis of numerical data, which can be used to make predictions, examine relationships, and generalize findings. This method is suitable for this study as it allows the researcher to collect measurable data regarding students’ skincare product preferences influenced by celebrity endorsements.
3.2 Research Method
The descriptive survey method will be adopt for this study. Bhat (2022) describes the survey method as one that identifies and describes the characteristics of a phenomenon. Since descriptive surveys involve collecting data and other relevant information to interpret existing conditions, this method is appropriate for the study as it seeks to examine the impact of celebrity endorsements on skincare product choices. Longe (2021) explains that survey methods are useful for analyzing relationships between variables. For this study, the survey method helps in gathering data from students about their exposure to celebrity endorsements and their effects on purchasing decisions.
3.3 Population of the Study
Ravikiran (2023) defines population as the entire group of individuals the researcher aims to study. The population for this research comprises young female students of Kwara State Polytechnic in which the total number of Kwara State polytechnic students is estimated to be 20,000 according to the school MIS, as they are more likely to be influenced by celebrity endorsements in their choice of skincare products. The institution has a significant number of female students enrolled across different departments. By targeting this specific population, the study focuses on those most likely to exhibit behaviors and attitudes relevant to the topic.
3.4 Sample Size and Sampling Technique
Omni Convert (2020) defines sample size as the number of participants included in a study, while Kibuacha (2021) highlights that it must be representative of the population. Given the size of the population, purposive sampling techniques will use to select the sample size for this study. 100 young female students from Kwara State Polytechnic will be selected as the sample size for this study. This approach ensures that the respondents are directly relevant to the study, as they are more likely to have personal experiences with skincare product purchases influenced by celebrity endorsements.
3.5 Research Instrument
The primary instrument used for data collection in this study is a questionnaire. Hassan (2022) describes questionnaires as research tools designed to systematically gather data from individuals. The questionnaire will be administer via Google Forms and shared through departmental WhatsApp groups to facilitate easy access for respondents.
The questionnaire comprises two sections:
· Section A: Demographic information such as age, department, and level of study.
· Section B: Questions aimed at measuring the influence of celebrity endorsements on respondents’ skincare product choices, their awareness of endorsed products, and the perceived trustworthiness of the celebrities endorsing such products.
3.6 Validity of the Research Instrument
Pattino and Ferreira (2018) define validity as the degree to which a research instrument measures what it intends to measure. To ensure validity, the questionnaire underwent content validation through a review by the researcher’s supervisor and other experts in consumer behavior. Feedback was incorporated to refine the questions and ensure alignment with the study’s objectives.
3.7 Reliability of the Research Instrument
Mcleod (2023) explains reliability as the consistency of an instrument in producing similar results over time. To ensure the reliability of the instrument, a test-retest technique was used, as described by Schiffer and Williams (2022). The questionnaire will be  administer to a small pilot group of students twice, with an interval between the tests. The consistency of the responses confirmed the instrument’s reliability.
3.8 Method of Administration of the Research Instrument
The data for this study will be obtain from primary and secondary sources. Primary data were collected through the administered questionnaires, while secondary data were obtained by reviewing journals, articles, and other materials related to celebrity endorsements and consumer behavior.
3.9 Method of Data Analysis
Data collected from the respondents were coded and analyzed using Statistical Package for Social Sciences (SPSS) Software Version 23. Responses were categorized based on the questionnaire codes and entered into the software for analysis. The data were presented in frequency tables and descriptive statistics, providing a clear understanding of how celebrity endorsements influence skincare product choices among the respondents.
CHAPTER FOUR
 4.0. Data Analysis
Data analysis is a critical phase of research, transforming raw data into meaningful insights that address the research objectives. It involves summarizing, organizing, and interpreting data to derive logical and statistical conclusions. In this chapter, the data collected from the questionnaire titled "Impact of celebrity endorsements on skincare product choices among young ladies" are presented in tables to ensure clarity, convenience, and comprehensive understanding. The analysis uses a simple percentage tabular presentation to facilitate easy interpretation of the primary data gathered from the field. All questionnaire items are analyzed in alignment with the research questions to address the impact of celebrity endorsements on young ladies’ skincare product choices.
 4.1. Analysis of Research Instrument
Data presentation involves organizing data into tables, graphs, or charts to visually represent relationships within datasets, enabling informed decision-making. In this study, data are presented in tables according to the questionnaire items and responses. The questionnaire, comprising twenty-one (21) items across four sections (A, B, C, and D), was designed to answer three research questions related to the effectiveness, fit, and credibility of celebrity endorsements in influencing skincare product choices. A total of one hundred (100) copies of the questionnaire were distributed to young ladies in Ilorin, Nigeria. All presentations are conducted using a simple percentage tabular format, with descriptive analysis techniques employed to interpret the contents of the tables.

 DISTRIBUTION TABLE
	Description
	Value

	Respondents
	100

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of questionnaires discarded
	Nil

	Number of questionnaires presented and analyzed
	100

	Number of questionnaires not returned
	Nil


Source Field Work, 2025
From the table, it is evident that all 100 distributed questionnaires were returned and analyzed, with no losses or discards, ensuring a robust dataset for analysis.

 4.2. Analysis of Questionnaire

 SECTION A: DEMOGRAPHY OF THE RESPONDENTS
QUESTION 1: What is your age range?
TABLE I
	Responses
	Frequency
	Percentage (%) 

	15-20
	30
	30%

	21-25
	50
	50%

	26-30
	15
	15%

	31 and above
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE I), 50 (50%) of the respondents are aged 21-25, 30 (30%) are aged 15-20, 15 (15%) are aged 26-30, while 5 (5%) are 31 and above, indicating a predominantly youthful sample, indicating a predominantly youthful sample, relevant to the study’s focus on youth behavior.

QUESTION 2: What is your highest level of education?
TABLE II
	Responses
	Frequency
	Percentage (%) 

	High school
	25
	25%

	Undergraduate degree
	60
	60%

	Postgraduate degree
	10
	10%

	Other
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE II), 60 (60%) of the respondents hold an undergraduate degree, 25 (25%) have a high school education, 10 (10%) have a postgraduate degree, while 5 (5%) have other qualifications, suggesting a relatively educated sample. This suggests a relatively educated sample, likely familiar with social media platforms like Facebook.

QUESTION 3: What is your marital status?
TABLE III
	Responses
	Frequency
	Percentage (%) 

	Single
	85
	85%

	Married
	12
	12%

	Divorced
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE III), 85 (85%) of the respondents are single, 12 (12%) are married, while 3 (3%) are divorced, reflecting a sample likely focused on personal aspirations and social media engagement. Reflecting the sample’s likely focus on personal aspirations and social media engagement.

QUESTION 4: What is your occupation?
TABLE IV
	Responses
	Frequency
	Percentage (%) 

	Student
	65
	65%

	Self-employed
	20
	20%

	Civil servant
	10
	10%

	Other
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE IV), 65 (65%) of the respondents are students, 20 (20%) are self-employed, 10 (10%) are civil servants, while 5 (5%) have other occupations, highlighting significant exposure to social media among students and young entrepreneurs.This distribution highlights the sample’s exposure to social media as students and young entrepreneurs.

Section B: Effectiveness of Celebrity Endorsements
QUESTION 5: How frequently do you purchase skincare products?
TABLE V
	Responses
	Frequency
	Percentage (%) 

	Weekly
	20
	20%  

	Monthly
	50
	50%

	Quarterly
	25
	25%

	Rarely
	5
	5%

	Total
	100
	100%


Source: Field Work 2025
From Table V, 20 (20%) of respondents purchase skincare products weekly, 50 (50%) do so monthly, 25 (25%) make purchases quarterly, and 5 (5%) rarely buy such products. This indicates that the majority (70%) of respondents have a regular purchasing habit—weekly or monthly—suggesting consistent consumer engagement with skincare products.
QUESTION 6: How often do you notice celebrities endorsing skincare products?
TABLE VI
	Responses
	Frequency
	Percentage (%) 

	Always
	40
	40%

	Sometimes
	45
	45%

	Rarely
	10
	10%

	Never
	5
	5%

	Total
	100
	100%


Source: Field Work 2025
From Table VI, 40 (40%) of respondents say they always encounter the phenomenon in question, 45 (45%) report encountering it sometimes, 10 (10%) say rarely, and 5 (5%) state never. This suggests that a majority (85%) experience it frequently to some extent, indicating its strong and recurring presence in their media or social environment.
QUESTION 7: To what extent does seeing a celebrity endorsement influence your awareness of a skincare brand?
TABLE VII
	Responses
	Frequency
	Percentage (%) 

	Very highly
	30
	30%

	Highly
	40
	40%

	Moderately
	20
	20%

	Not at all
	10
	10%

	Total
	100
	100%


Source: Field Work 2025
From Table VII, 30 (30%) of respondents report that seeing a celebrity endorsement very highly influences their awareness of a skincare brand, 40 (40%) say highly, 20 (20%) indicate moderately, and 10 (10%) state not at all. This means a substantial majority (70%) acknowledge a strong impact of celebrity endorsements on brand awareness, highlighting the effectiveness of celebrity-driven marketing in the skincare industry.
QUESTION 8: Have you ever purchased a skincare product because of a celebrity endorsement?
TABLE VIII
	Responses
	Frequency
	Percentage (%) 

	Yes, frequently
	15
	15%

	Yes, occasionally
	35
	35%  

	Rarely
	30
	30%

	Never
	20
	20%

	Total
	100
	100%


Source: Field Work 2025
From Table VIII, 15 (15%) of respondents have frequently purchased a skincare product because of a celebrity endorsement, 35 (35%) have done so occasionally, 30 (30%) rarely, and 20 (20%) never. This indicates that while only a small portion frequently make such purchases, a combined 80% have been influenced to some degree, underscoring the persuasive power of celebrity endorsements in skincare marketing.
QUESTION 9: How persuasive do you find celebrity endorsements for skincare products?
TABLE XIX
	Responses
	Frequency
	Percentage (%) 

	Very persuasive
	20
	20%

	Persuasive
	40
	40%

	Somewhat persuasive
	30
	30%

	Not persuasive
	10
	10%

	Total
	100
	100%


Source: Field Work 2025
From Table XIX, 20 (20%) of respondents find celebrity endorsements for skincare products very persuasive, 40 (40%) say they are persuasive, 30 (30%) consider them somewhat persuasive, and 10 (10%) view them as not persuasive. This indicates that a significant majority (90%) find celebrity endorsements at least somewhat convincing, reflecting their strong influence in shaping consumer perceptions and purchase decisions in the skincare market.
QUESTION 10: Do you feel that celebrity endorsements increase the credibility of skincare brands?
TABLE X
	Responses
	Frequency
	Percentage (%) 

	Strongly agree
	25
	25%

	Agree
	35
	35%

	Neutral
	25
	25%

	Disagree
	10
	10%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Work 2025
From Table X, 25 (25%) of respondents strongly agree that celebrity endorsements increase the credibility of skincare brands, 35 (35%) agree, 25 (25%) are neutral, 10 (10%) disagree, and 5 (5%) strongly disagree. This suggests that a majority (60%) perceive celebrity endorsements as enhancing brand credibility, although a notable portion (25%) remain neutral, indicating mixed perceptions among some consumers. 
Section C: Impact of Fit in Celebrity Endorsements
QUESTION 11: How important is the alignment between the celebrity’s image and the skincare product they endorse?
TABLE XI
	Responses
	Frequency
	Percentage (%) 

	Very important
	45
	45%

	Important
	35
	35%

	Somewhat important
	15
	15%

	Not important  
	5
	5%

	Total
	100
	100%


Source: Field Work 2025
From Table XI, 45 (45%) of respondents consider the alignment between a celebrity’s image and the skincare product they endorse as very important, 35 (35%) say it is important, 15 (15%) view it as somewhat important, and only 5 (5%) deem it not important. This shows that an overwhelming majority (95%) value a strong match between the celebrity’s persona and the product, emphasizing the need for authenticity in endorsement strategies.
QUESTION 12: Do you believe that a celebrity’s personal skincare habits affect their ability to promote a skincare product effectively?
TABLE XII
	Responses
	Frequency
	Percentage (%) 

	Strongly agree
	40
	40%

	Agree
	35
	35%

	Neutral
	15
	15%

	Disagree
	8
	8%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work 2025
From Table XII, 40 (40%) of respondents strongly agree and 35 (35%) agree that a celebrity’s personal skincare habits affect their ability to promote a skincare product effectively. Meanwhile, 15 (15%) are neutral, 8 (8%) disagree, and 2 (2%) strongly disagree. This indicates that a strong majority (75%) believe authenticity in a celebrity’s personal skincare routine enhances the credibility and effectiveness of their endorsements.
QUESTION 13: When a celebrity endorses a product that aligns with their image (e.g., youthful celebrity promoting acne treatment), does it influence your purchase decision?
TABLE XIII 
	Responses
	Frequency
	Percentage (%) 

	Always
	20
	20%

	Often
	40
	40%

	Rarely
	30
	30%

	Never
	10
	10%

	Total
	100
	100%


Source: Field Work 2025
From Table XIII, 20 (20%) of respondents say that aligned celebrity endorsements always influence their purchase decisions, 40 (40%) say often, 30 (30%) say rarely, and 10 (10%) say never. This suggests that 60% of respondents are frequently influenced when a celebrity’s image matches the product they endorse, reinforcing the importance of congruence between celebrity persona and product type in driving consumer behavior. 
QUESTION 14: How likely are you to trust a celebrity endorsement for a skincare product if the celebrity is known for healthy skin?
TABLE XIV
	Responses
	Frequency
	Percentage (%) 

	Very likely
	35
	35%

	Likely
	40
	40%

	Neutral
	20
	20%

	Unlikely
	5
	5%  

	Total
	100
	100%


Source: Field Work 2025
From Table XIV, 35 (35%) of respondents are very likely and 40 (40%) are likely to trust a celebrity endorsement for a skincare product if the celebrity is known for having healthy skin. Meanwhile, 20 (20%) are neutral and only 5 (5%) are unlikely. This indicates that 75% of respondents place a high level of trust in endorsements from celebrities with visibly healthy skin, highlighting the perceived credibility such figures bring to skincare marketing.
QUESTION 15: Would you be less inclined to purchase a skincare product if the celebrity endorser does not seem like a good fit for the product?
TABLE XV
	Responses
	Frequency
	Percentage (%) 

	Strongly agree
	30
	30%

	Agree
	40
	40%

	Neutral
	20
	20%

	Disagree
	8
	8%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work 2025
From Table XV, 30 (30%) of respondents strongly agree and 40 (40%) agree that they would be less inclined to purchase a skincare product if the celebrity endorser does not seem like a good fit for the product. Meanwhile, 20 (20%) are neutral, 8 (8%) disagree, and 2 (2%) strongly disagree. This suggests that 70% of respondents are influenced by the perceived fit between the celebrity and the product, indicating that congruence plays a significant role in their purchasing decisions.
 Section D: Perceived Credibility of Celebrity Endorsers
QUESTION 16: How much does the expertise of a celebrity (e.g., a skincare influencer) influence your trust in their endorsement?
TABLE XVI
	Responses
	Frequency
	Percentage (%) 

	Very highly
	35
	35%

	Highly
	40
	40%

	Moderately
	20
	20%

	Not at all
	5
	5%

	Total
	100
	100%


Source: Field Work 2025
From Table XVI, 35 (35%) of respondents say the expertise of a celebrity (e.g., a skincare influencer) influences their trust in the endorsement very highly, while 40 (40%) say it influences them highly. Another 20 (20%) report a moderate influence, and 5 (5%) state it influences them not at all. This suggests that 75% of respondents are significantly influenced by the celebrity’s expertise, highlighting the importance of credibility and specialization in endorsements.
QUESTION 17: How does the honesty of a celebrity endorser (e.g., disclosing paid partnerships) influence your opinion of the product they promote?
TABLE XVII
	Responses
	Frequency
	Percentage (%) 

	Very positively
	45
	45%

	Positively
	35
	35%

	Negatively
	10
	10%

	Very negatively
	5
	5%

	Total
	100
	100%


Source: Field Work 2025
From Table XVII, 45 (45%) of respondents say the honesty of a celebrity endorser (e.g., disclosing paid partnerships) influences their opinion of the product very positively, while 35 (35%) say it influences them positively. In contrast, 10 (10%) report a negative influence, and 5 (5%) say it influences them very negatively. This indicates that a significant 80% of respondents value transparency and honesty in celebrity endorsements, which positively affects their perception of the promoted product.
QUESTION 18: How likely are you to purchase a skincare product endorsed by a celebrity known for unrelated expertise (e.g., a singer promoting skincare)?
TABLE XVIII
	Responses
	Frequency
	Percentage (%) 

	Very likely
	5
	5%

	Likely
	15
	15%

	Neutral
	30
	30%

	Unlikely
	50
	50%

	Total
	100
	100%


Source: Field Work 2025
From Table XVIII, 50 (50%) of respondents are unlikely to purchase a skincare product endorsed by a celebrity known for unrelated expertise (e.g., a singer promoting skincare), while 30 (30%) are neutral about it. Only 15 (15%) are likely to purchase, and just 5 (5%) are very likely to do so. This suggests that the majority of respondents prefer celebrity endorsers who have relevant expertise or credibility in the field, with a strong tendency to be skeptical of endorsements from celebrities without expertise in skincare.
QUESTION 19: Does the consistency of a celebrity’s endorsements (e.g., sticking with a single skincare brand) impact your perception of their credibility?
TABLE XIX
	Responses
	Frequency
	Percentage (%) 

	Very highly
	30
	30%

	Highly
	40
	40%

	Moderately
	20
	20%

	Not at all
	10
	10%

	Total
	100
	100%


Source: Field Work 2025
From Table XIX, 40% of respondents find the consistency of a celebrity’s endorsements to highly impact their perception of the celebrity’s credibility, while 30% say it impacts them very highly. A further 20% perceive it as moderately important, while 10% believe it impacts their perception not at all. This indicates that most respondents value consistency in celebrity endorsements, with a significant portion associating it with greater credibility.
QUESTION 20: How much does the perceived sincerity of a celebrity affect your decision to buy a skincare product?
TABLE XX
	Responses
	Frequency
	Percentage (%) 

	Very much
	40
	40%

	Somewhat
	35
	35%

	A little
	20
	20%

	Not at all
	5
	5%

	Total
	100
	100%


Source: Field Work 2025
From Table XX, 40% of respondents say that the perceived sincerity of a celebrity very much affects their decision to buy a skincare product, while 35% are somewhat influenced by it. Additionally, 20% are a little affected, and 5% are not at all influenced by the celebrity’s perceived sincerity. This suggests that sincerity plays a significant role in shaping purchase decisions for a majority of respondents.
QUESTION 21: In general, do you trust celebrity endorsements for skincare products more than reviews from regular users?
TABLE XXI
	Responses
	Frequency
	Percentage (%) 

	Strongly agree
	10
	10%

	Agree
	15
	15%

	Neutral
	25
	25%

	Disagree
	35
	35%

	Strongly disagree
	15
	15%

	Total
	100
	100%


Source: Field Work 2025
In Table XXI, the majority of respondents (35%) disagree and 15% strongly disagree with the idea that they trust celebrity endorsements more than reviews from regular users. However, 10% strongly agree and 15% agree with the statement. Additionally, 25% remain neutral. This suggests that overall, respondents are more inclined to trust reviews from regular users over celebrity endorsements for skincare products.
 4.3. Analysis of Research Questions
Question I: What is the effectiveness of celebrity endorsement in skincare product choices among young ladies?  
Tables V, VI, VII, VIII, IX, and X answer this research question.  
Table V: 50 (50%) of respondents purchase skincare products monthly, 20 (20%) weekly, 25 (25%) quarterly, and 5 (5%) rarely, indicating that 70% engage in regular purchases, suggesting a high level of consumer engagement with skincare products.  
Table VI: 40 (40%) always notice celebrities endorsing skincare products, 45 (45%) notice them sometimes, 10 (10%) rarely, and 5 (5%) never, showing that 85% frequently encounter celebrity endorsements, highlighting their pervasive presence in media.  
Table VII: 30 (30%) report that celebrity endorsements very highly influence their awareness of skincare brands, 40 (40%) say highly, 20 (20%) moderately, and 10 (10%) not at all, indicating that 70% acknowledge a strong impact on brand awareness.  
Table VIII: 15 (15%) frequently purchase skincare products due to celebrity endorsements, 35 (35%) occasionally, 30 (30%) rarely, and 20 (20%) never, showing that 80% have been influenced to some degree, underscoring the endorsements’ persuasive power.  
Table IX: 20 (20%) find celebrity endorsements very persuasive, 40 (40%) persuasive, 30 (30%) somewhat persuasive, and 10 (10%) not persuasive, indicating that 90% find them at least somewhat convincing, reflecting their strong influence on consumer perceptions.  
Table X: 25 (25%) strongly agree and 35 (35%) agree that celebrity endorsements increase the credibility of skincare brands, with 25 (25%) neutral, 10 (10%) disagreeing, and 5 (5%) strongly disagreeing, suggesting that 60% perceive enhanced brand credibility through endorsements.  
Question II: What are the impacts of the fit in celebrity endorsements and skincare products on choices of young ladies?  
Tables XI, XII, XIII, XIV, and XV answer this research question.  
Table XI: 45 (45%) consider the alignment between a celebrity’s image and the skincare product very important, 35 (35%) important, 15 (15%) somewhat important, and 5 (5%) not important, showing that 95% value a strong match, emphasizing the role of authenticity.  
Table XII: 40 (40%) strongly agree and 35 (35%) agree that a celebrity’s personal skincare habits affect their ability to promote a product effectively, with 15 (15%) neutral, 8 (8%) disagreeing, and 2 (2%) strongly disagreeing, indicating that 75% see personal habits as critical to endorsement effectiveness.  
Table XIII: 20 (20%) say aligned endorsements always influence their purchase decisions, 40 (40%) often, 30 (30%) rarely, and 10 (10%) never, showing that 60% are frequently influenced by congruent endorsements, reinforcing the importance of fit.  
Table XIV: 35 (35%) are very likely and 40 (40%) likely to trust endorsements from celebrities known for healthy skin, with 20 (20%) neutral and 5 (5%) unlikely, indicating that 75% trust endorsements when the celebrity’s image aligns with healthy skin.  
Table XV: 30 (30%) strongly agree and 40 (40%) agree that they are less inclined to purchase a product if the celebrity is not a good fit, with 20 (20%) neutral, 8 (8%) disagreeing, and 2 (2%) strongly disagreeing, suggesting that 70% are deterred by poor fit, highlighting its impact on purchase decisions.  

Question III: How does the perceived credibility of celebrity endorsers impact young ladies’ choices in skincare products?  
Tables XVI, XVII, XVIII, XIX, XX, and XXI answer this research question.  
Table XVI: 35 (35%) say a celebrity’s expertise (e.g., as a skincare influencer) influences their trust very highly, 40 (40%) highly, 20 (20%) moderately, and 5 (5%) not at all, indicating that 75% are significantly influenced by perceived expertise, underscoring its role in credibility.  
Table XVII: 45 (45%) say a celebrity’s honesty (e.g., disclosing paid partnerships) influences their opinion of the product very positively, 35 (35%) positively, 10 (10%) negatively, and 5 (5%) very negatively, showing that 80% value transparency, enhancing product perception.  
Table XVIII: 50 (50%) are unlikely to purchase a product endorsed by a celebrity with unrelated expertise (e.g., a singer), 30 (30%) are neutral, 15 (15%) likely, and 5 (5%) very likely, indicating that 50% are skeptical of non-expert endorsers, emphasizing relevant credibility.  
Table XIX: 30 (30%) say the consistency of a celebrity’s endorsements impacts their credibility perception very highly, 40 (40%) highly, 20 (20%) moderately, and 10 (10%) not at all, showing that 70% associate consistency with greater credibility.  
Table XX: 40 (40%) say a celebrity’s perceived sincerity very much affects their purchase decision, 35 (35%) somewhat, 20 (20%) a little, and 5 (5%) not at all, indicating that 75% are significantly influenced by sincerity, a key credibility factor.  
Table XXI: 35 (35%) disagree and 15 (15%) strongly disagree that they trust celebrity endorsements more than regular user reviews, with 25 (25%) neutral, 15 (15%) agreeing, and 10 (10%) strongly agreeing, showing that 50% prefer user reviews, suggesting limited trust in celebrity credibility compared to peer feedback.
 4.4. Discussion of Findings
This study investigates the "Impact of Celebrity Endorsements on Skincare Product Choices Among Young Ladies" in Ilorin, Nigeria. A total of 100 questionnaires were distributed and analyzed, achieving a 100% response rate and providing a robust dataset. The findings offer significant insights into the effectiveness, fit, and perceived credibility of celebrity endorsements in influencing skincare product choices among a predominantly young (80% aged 15–25), student (65%), and educated (70% with tertiary education) female sample. The results highlight the powerful role of celebrity endorsements in shaping consumer behavior, tempered by the importance of authenticity, congruence, and credibility in a digital and youth-driven market.
The effectiveness of celebrity endorsements in influencing skincare product choices is substantial, driven by high visibility and persuasive impact. With 70% of respondents regularly purchasing skincare products (Table V) and 85% frequently noticing celebrity endorsements (Table VI), the pervasive presence of such marketing is evident, particularly in a social media-saturated context like Ilorin. A significant 70% report that endorsements strongly influence brand awareness (Table VII), and 80% have purchased products due to endorsements at least occasionally (Table VIII). Additionally, 90% find endorsements at least somewhat persuasive (Table IX), and 60% believe they enhance brand credibility (Table X). These findings align with research on celebrity endorsements, which notes their ability to increase brand visibility and consumer trust through aspirational appeal (Erdogan, 1999). The youthful, educated sample, likely active on social media, is particularly susceptible to celebrity-driven marketing, as supported by studies on influencer culture (Jin et al., 2019). However, 10% find endorsements not persuasive or impactful (Tables VII, IX), suggesting that a minority may prioritize other factors, such as product efficacy or peer reviews, warranting further exploration.
The fit between a celebrity’s image and the endorsed skincare product is a critical determinant of influence. An overwhelming 95% consider alignment between the celebrity’s persona and the product important or very important (Table XI), and 75% believe a celebrity’s personal skincare habits enhance endorsement effectiveness (Table XII). Moreover, 60% are frequently influenced by congruent endorsements (e.g., a youthful celebrity promoting acne treatment, Table XIII), and 75% trust endorsements from celebrities known for healthy skin (Table XIV). Conversely, 70% are less likely to purchase if the celebrity is a poor fit (Table XV). These findings underscore the importance of source-product congruence, consistent with the match-up hypothesis, which posits that endorsements are more effective when the endorser’s attributes align with the product’s purpose (Kamins, 1990). In Ilorin’s context, where cultural emphasis on beauty and youth is pronounced, endorsements from celebrities with visible skincare credentials resonate strongly, enhancing purchase intent. The small percentage (5–10%) who are indifferent to fit (Tables XI, XV) may reflect less discerning consumers or those influenced by other marketing factors.
The perceived credibility of celebrity endorsers significantly shapes young ladies’ skincare product choices, with expertise, honesty, and sincerity being key factors. A substantial 75% are highly influenced by a celebrity’s expertise, such as that of a skincare influencer (Table XVI), and 80% view transparency (e.g., disclosing paid partnerships) positively (Table XVII). Additionally, 70% value consistency in endorsements (Table XIX), and 75% are swayed by perceived sincerity (Table XX). However, 50% are unlikely to trust endorsements from celebrities with unrelated expertise (e.g., a singer, Table XVIII), and 50% trust regular user reviews more than celebrity endorsements (Table XXI). These results align with source credibility theory, which emphasizes expertise, trustworthiness, and likability as drivers of endorsement effectiveness (Ohanian, 1990). The preference for user reviews over celebrity endorsements among half the sample reflects growing skepticism toward paid endorsements, a trend noted in studies of consumer trust in influencer marketing (Lou & Yuan, 2019). In Ilorin, where social media amplifies both celebrity and peer voices, credibility hinges on authenticity, with transparent and expert endorsers wielding greater influence.
In conclusion, celebrity endorsements significantly impact young ladies’ skincare product choices in Ilorin, driven by high visibility, persuasive appeal, and enhanced brand credibility. The fit between a celebrity’s image and the product is crucial, with congruent endorsements and visible skincare credentials strongly influencing purchase decisions. Perceived credibility, rooted in expertise, honesty, and sincerity, further amplifies effectiveness, though skepticism toward non-expert endorsers and a preference for user reviews indicate discerning consumer behavior. These findings highlight the need for marketers to select authentic, credible, and congruent celebrity endorsers while balancing endorsement strategies with peer-driven feedback to maximize impact in a competitive skincare market. Enhanced transparency and alignment with consumer values can further strengthen trust and influence among young, educated female consumers.











































CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1. SUMMARY  
This study, titled "Impact of Celebrity Endorsements on Skincare Product Choices Among Young Ladies," was conducted to examine the influence of celebrity endorsements on the purchasing decisions of young women aged 18–30 in Ilorin, Nigeria, with a focus on skincare products. Structured into five chapters, the research targeted a youthful, educated demographic (80% aged 15–25, 70% with tertiary education), primarily students at Kwara State Polytechnic, who are active social media users, particularly on Instagram. The study explored the effectiveness of celebrity endorsements, the role of fit between the celebrity and the product, and the impact of endorser credibility on consumer behavior, addressing the evolving dynamics of social media-driven marketing in the skincare industry.
Chapter One provided the background, emphasizing the rise of social media, particularly Instagram, as a transformative platform for skincare marketing. It highlighted the shift from traditional media to influencer-driven campaigns, the role of celebrity endorsements in building trust and aspiration, and the importance of endorser attributes like attractiveness, trustworthiness, and product fit. The problem statement identified gaps in understanding how different endorser types (traditional celebrities vs. social media influencers) and their attributes influence young women’s purchase intentions. The study’s objectives, research questions, significance, scope, and definitions of key terms (e.g., celebrity endorsement, skincare products, brand positioning) were outlined to frame the research.
Chapter Two reviewed relevant literature, establishing a conceptual framework that defined celebrities, their characteristics, and the mechanics of celebrity endorsements. It explored the evolution of skincare products, their cultural and therapeutic significance, and the impact of endorsements on consumer behavior. The study was anchored on Source Credibility Theory, which posits that the trustworthiness, expertise, and attractiveness of a source enhance persuasion. Empirical studies supported the effectiveness of endorsements, particularly when endorsers are perceived as credible and aligned with the product, but also noted challenges like consumer skepticism and the need for authenticity in social media campaigns.
Chapter Three detailed the methodology, adopting a quantitative research design with a descriptive survey method to collect objective data. The population comprised female students at Kwara State Polytechnic (estimated 20,000), with a purposive sample of 100 respondents selected for their social media engagement and relevance to skincare consumption. Data were collected using a structured questionnaire administered via Google Forms, divided into demographic and thematic sections. Validity was ensured through expert review, and reliability was confirmed via a test-retest method. Data were analyzed using SPSS Version 23, generating frequency tables and percentages.
Chapter Four presented and analyzed data from 100 respondents, predominantly young (80% aged 15–25), students (65%), single (85%), and educated (70% with tertiary education). Findings revealed regular skincare purchasing habits (70% monthly or weekly, Table V) and high exposure to celebrity endorsements (85% frequently notice them, Table VI). Endorsements significantly influenced brand awareness (70%, Table VII), with 80% of respondents having purchased products due to endorsements (Table VIII) and 90% finding them persuasive (Table IX). However, only 60% believed endorsements enhanced brand credibility (Table X), with 25% neutral, indicating mixed perceptions. The fit between celebrity and product was critical, with 95% valuing alignment (Table XI), 75% emphasizing personal skincare habits (Table XII), and 70% less likely to buy if the fit was poor (Table XV). Credibility was pivotal, with 75% influenced by expertise (Table XVI), 80% valuing honesty (Table XVII), and 75% swayed by sincerity (Table XX). However, 50% were skeptical of endorsers with unrelated expertise (Table XVIII), and 50% trusted user reviews more than celebrity endorsements (Table XXI). These findings highlight the power of endorsements tempered by the need for authenticity and credibility in a youth-driven, social media context.
Chapter Five summarizes the findings, draws conclusions based on the research objectives, and provides recommendations to optimize celebrity endorsement strategies in the skincare industry.
5.2. CONCLUSION  
This study aimed to evaluate the effectiveness of celebrity endorsements, the impact of fit between endorsers and skincare products, and the role of perceived credibility in influencing young women’s skincare product choices in Ilorin, Nigeria. The findings confirm significant influence, driven by high visibility, persuasive appeal, and social media dynamics, aligning with Source Credibility Theory’s emphasis on trustworthiness, expertise, and attractiveness. The youthful, educated sample (80% aged 15–25, 70% with tertiary education) reflects a demographic highly engaged with Instagram, making them prime targets for celebrity-driven marketing.
Effectiveness of Celebrity Endorsements: Celebrity endorsements are highly effective, with 85% of respondents frequently encountering them (Table VI) and 70% reporting strong impacts on brand awareness (Table VII). A notable 80% have purchased products due to endorsements (Table VIII), and 90% find them persuasive (Table IX), reflecting their ability to shape consumer behavior through aspirational appeal and visibility, as noted in prior research (Erdogan, 1999). However, only 60% believe endorsements enhance brand credibility (Table X), with 25% neutral, suggesting that while endorsements drive awareness and purchases, credibility perceptions vary, possibly due to skepticism about paid promotions (Lou & Yuan, 2019). In Ilorin’s digital-savvy context, endorsements leverage social media’s visual and interactive nature, but the 10% who find them unpersuasive (Table IX) indicate a discerning minority prioritizing other factors like product efficacy.
Impact of Fit: The fit between a celebrity’s image and the skincare product is a critical driver of influence. An overwhelming 95% value alignment (Table XI), and 75% believe a celebrity’s personal skincare habits enhance endorsement effectiveness (Table XII). Additionally, 60% are frequently influenced by congruent endorsements (Table XIII), and 75% trust endorsers known for healthy skin (Table XIV). Conversely, 70% are less likely to purchase if the fit is poor (Table XV). These findings align with the match-up hypothesis, which emphasizes the importance of congruence for endorsement success (Kamins, 1990). In Ilorin, where beauty standards are culturally significant, endorsements from celebrities with visible skincare credentials resonate strongly, driving purchase intent. The small minority (5%) indifferent to fit (Table XI) may reflect less selective consumers or those swayed by other marketing tactics.

Perceived Credibility: Credibility significantly shapes purchase decisions, with 75% influenced by a celebrity’s expertise (Table XVI), 80% valuing transparency (Table XVII), and 75% swayed by sincerity (Table XX). Consistency in endorsements enhances credibility for 70% (Table XIX), but 50% are skeptical of endorsers with unrelated expertise (Table XVIII), and 50% trust user reviews more than celebrity endorsements (Table XXI). These results align with Source Credibility Theory, highlighting expertise, trustworthiness, and likability as key persuasion factors (Ohanian, 1990). The preference for user reviews reflects growing consumer discernment in a social media era where peer feedback is accessible, as noted in influencer marketing studies (Jin et al., 2019). In Ilorin, credibility hinges on authenticity, with transparent and expert endorsers wielding greater influence, though skepticism toward non-expert celebrities underscores the need for relevance.
In conclusion, celebrity endorsements significantly influence young women’s skincare product choices in Ilorin by enhancing brand awareness, driving purchases, and leveraging social media’s visual appeal. The fit between celebrity and product is crucial, with congruent endorsements and visible skincare credentials amplifying impact. Credibility, rooted in expertise, honesty, and sincerity, further strengthens influence, but skepticism toward non-expert endorsers and a preference for user reviews highlight discerning consumer behavior. These findings underscore the complex interplay of digital marketing, cultural beauty standards, and consumer trust, emphasizing the need for authentic and strategic endorsement campaigns to maximize impact in a competitive skincare market.
5.3. RECOMMENDATIONS  
Based on the findings, the following recommendations are proposed to optimize celebrity endorsement strategies for skincare brands targeting young women in Ilorin and similar markets:  
I. Brands should select celebrities or influencers with visible skincare credentials to enhance credibility and purchase intent.
II. Celebrities should disclose paid partnerships to build trust and counter skepticism about paid endorsements.
III. Brands should prioritize endorsers with skincare expertise.
IV. Celebrities should endorse a single brand consistently, to strengthen consumer trust and avoid perceptions of inauthenticity.  
V. Brands should complement celebrity endorsements with user-generated reviews.
VI. Brands and influencers should promote digital literacy campaigns to educate young women about evaluating endorsement authenticity.
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT.

Dear respondent,
This questionnaire is designed to raise relevant information on the “Impact of celebrity endorsements on skincare products choices among young ladies” Your response is needed. 
I will be glad, if you respond to this research questions as your response will be of immense benefit to the success of this research study. All information supplied shall be used mainly for academic and education purpose only.
Thanks.
INSTRUCTION: please tick (✓) the answer you consider appropriate.
 The questionnaire will be in four part. Section A, B, C and D.

SECTION A:  DEMOGRAPHICS OF THE RESPONDENT
1.  What is your age range?   A. 18-24    (   )     B. 25-30    (   )    C.  31-35    (   )     D. 36- and above  (    )
2.  What is your highest level of education?    A. High school     (   )   
B.  Undergraduate degree  (    )   C. Postgraduate degree    (   )   D. Other.   (   )
3.  Marital status?   A. Single  (    )   B. Married  (    ) C. Divorce  (     ).
4.  Occupation of respondent?    A. Civil servant (    ) B. Student  (     ) C. Trade  ( )  D. Other (     ).

SECTION B: (RQ1)  What is the effectiveness of celebrity endorsement in skincare products choices among young ladies ?
 5.  How frequently do you purchase skincare products?  A.  Weekly  (  )  B. Monthly   (   )  
C.  Quarterly   (   )   D. Rarely (   ).
6.   How often do you notice celebrities endorsing skincare products?   A. Always  (   ) 
B. Sometimes     (    )       C. Rarely    (    )     D.  Never    (    )
7.  To what extent does seeing a celebrity endorsement influence your awareness of a skincare brand?  A.  Very highly   (    )   B. Highly    (    )     C.  Moderately.    (   )    D.  Not at all   (   )
8.  Have you ever purchased a skincare product because of a celebrity endorsement? 
A.  Yes, frequently   (    )     B. Yes, occasionally     (    )     C.  Rarely     (     )     D. Never   (    ).
9.  How persuasive do you find celebrity endorsements for skincare products?  
A. Very persuasive   (    )   B. Persuasive     (    )    C. Somewhat persuasive    (    )   D. Not persuasive   (    ).
10. Do you feel that celebrity endorsements increase the credibility of skincare brands?
A. Strongly agree   (    )   B. Agree   (    )   C. Neutral    (     )    D. Disagree    (     )    E. Strongly disagree   (     ).
SECTION C: (RQ2) What are the impact of the fit in celebrity endorsements and skincare products on choices of young ladies ?
11.  How important is the alignment between the celebrity’s image and the skincare product they endorse?  A. Very important    (    )   B. Important    (    )   C. Somewhat important   (    )   D. Not important   (    ).
12. Do you believe that a celebrity’s personal skincare habits affect their ability to promote a skincare product effectively?  A. Strongly agree   (    )   B. Agree   (    )   C. Neutral    (     )    
D. Disagree    (     )    E. Strongly disagree   (     ).
13. When a celebrity endorses a product that aligns with their image (e.g., youthful celebrity promoting acne treatment), does it influence your purchase decision?   A. Always   (    )   
B. Often   (    )    C. Rarely   (    )    D. Never   (     ).
14. How likely are you to trust a celebrity endorsement for a skincare product if the celebrity is known for healthy skin?   A.  Very likely   (    )   B. Likely     (    )    C. Neutral      (    )    
D. Unlikely   (     ).
15. Would you be less inclined to purchase a skincare product if the celebrity endorser does not seem like a good fit for the product?
A. Strongly agree   (    )   B. Agree   (    )   C. Neutral    (     )    D. Disagree    (     )    E. Strongly disagree   (     ).

SECTION D:  (RQ3) How does the perceived credibility of celebrity endorsers impacts young ladies’ Congo in skincare products?
16. How much does the expertise of a celebrity (e.g., a skincare influencer) influence your trust in their endorsement?  A. Very highly    (     )   B. Highly    (     )    C. Moderately    (     )   
D.  Not at all   (     ).
17. How does the honesty of a celebrity endorser (e.g., disclosing paid partnerships) influence your opinion of the product they promote?   A.  Very positively     (     )   B.  Positively    (     )   C.  Negatively    (     )   D.  Very negatively   (     ).
18. How likely are you to purchase a skincare product endorsed by a celebrity known for unrelated expertise (e.g., a singer promoting skincare)?   A. Very likely    (     )   B.  Likely   (     )   C. Neutral     (     )   D.  Unlikely   (     ). 
19. Does the consistency of a celebrity’s endorsements (e.g., sticking with a single skincare brand) impact your perception of their credibility?
A. Very highly   (     )   B.  Highly   (     )   C.  Moderately    (     )    D.  Not at all   (     ).
20. How much does the perceived sincerity of a celebrity affect your decision to buy a skincare product?
A. Very much    (     )   B.  Somewhat    (     )   C.  A little      (     )   D.  Not at all   (     ).
21. In general, do you trust celebrity endorsements for skincare products more than reviews from regular users?  A. Strongly agree   (    )   B. Agree   (    )   C. Neutral    (     )    D. Disagree    (     )    E. Strongly disagree   (     ).

