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Abstract
This study examines the influence of celebrity endorsements on consumer buying behavior with a focus on Close-Up toothpaste advertisements. Celebrity endorsements are a widely used marketing strategy to enhance brand appeal, credibility, and consumer trust. The research explores how factors such as celebrity credibility, attractiveness, and relatability impact consumers' perceptions and purchase intentions toward Close-Up toothpaste. Using a mixed-methods approach, including surveys and focus group discussions, the study analyzes consumer responses to celebrity-endorsed advertisements. Findings indicate that celebrity endorsements significantly influence brand preference and purchase decisions, particularly among younger demographics, by fostering trust and aspirational connections. However, the effectiveness varies based on the celebrity’s relevance to the product and the target audience’s cultural and social context. The study provides insights for marketers on leveraging celebrity endorsements to optimize advertising strategies for Close-Up toothpaste and similar consumer goods.
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CHAPTER ONE
INTRODUCTION
1.1	Background of the Study
Advertising has always played a crucial role in influencing consumer behavior, serving as a bridge between manufacturers and consumers. Among various advertising strategies, celebrity endorsement has emerged as one of the most powerful tools to attract attention, build trust, and enhance brand image. This practice leverages the popularity, credibility, and aspirational value of celebrities to create a positive association with a product or service. The use of celebrities in advertisements has grown significantly in recent years, fueled by the rise of social media and the increasing influence of popular culture.
Celebrity endorsements have been employed in various industries, from fashion and technology to personal care and healthcare. In the fast-moving consumer goods (FMCG) sector, toothpaste brands like Close Up have capitalized on this strategy to differentiate themselves in a competitive market. Close Up, a product of Unilever, has positioned itself as a brand that promotes confidence and freshness, often using celebrity endorsements to emphasize its appeal.
The psychological impact of celebrity endorsements is well documented in marketing literature. Studies suggest that consumers tend to associate the qualities of the celebrity—such as attractiveness, trustworthiness, and expertise—with the endorsed product. This phenomenon, known as the “halo effect,” enhances brand recall and influences purchasing decisions (McCracken, 1989). Moreover, celebrities often act as role models, particularly for younger audiences, who aspire to emulate their lifestyle and choices.
Close Up has historically engaged notable celebrities in its advertisements, creating campaigns that resonate with diverse audiences. For example, the brand has collaborated with musicians, actors, and influencers to promote its unique selling propositions, such as longlasting freshness and confidence in social interactions. These endorsements are often amplified through multichannel campaigns, including television, social media, and outdoor advertising, ensuring maximum visibility and impact.
Despite the widespread use of celebrity endorsements, their effectiveness is influenced by several factors. The compatibility between the celebrity and the brand, the credibility of the endorser, and the nature of the target audience all play a role in determining the success of an endorsement campaign (Amos et al., 2008). For Close Up, the choice of celebrities who align with the brand’s youthful and vibrant image has been crucial in maintaining its appeal.
In the Nigerian context, celebrity endorsements are particularly impactful due to the high level of celebrity worship and the aspirational value attached to public figures. Brands like Close Up have leveraged the popularity of Nigerian musicians, actors, and social media influencers to connect with local consumers. However, questions remain about the extent to which these endorsements influence actual purchasing behavior, particularly in a market characterized by price sensitivity and brand loyalty.
This study examines the influence of celebrity endorsements on consumer buying behavior, using Close Up toothpaste as a case study. It explores how the attributes of celebrities and the design of advertising campaigns affect consumer perceptions, brand loyalty, and purchase intentions. By understanding these dynamics, the research aims to provide insights into the effectiveness of celebrity endorsements as a marketing strategy in the Nigerian FMCG sector.
1.2	Statement of the Problem
Celebrity endorsements are often seen as a doubleedged sword. While they can attract significant attention and drive consumer engagement, their effectiveness in influencing actual purchasing behavior remains debated. Close Up toothpaste, known for using celebrities in its advertisements, faces a similar dilemma. The brand invests heavily in hiring highprofile personalities to endorse its products, yet it remains unclear whether these endorsements lead to increased customer loyalty or merely create temporary awareness.
Additionally, the overuse of celebrities in advertisements might dilute their impact. If consumers perceive the endorsement as insincere or purely profitdriven, it can backfire, affecting the brand’s credibility. Furthermore, in a pricesensitive market like Nigeria, where purchasing power varies, the effectiveness of celebrity endorsements in driving actual purchases over more practical factors, such as price and product quality, needs to be examined.
This study aims to address these gaps by investigating how celebrity endorsements in Close Up advertisements influence consumer behavior, particularly purchasing decisions.
1.3	Research Objectives
The objectives of this study are:
i.	To examine the influence of celebrity endorsements on consumer perception of Close Up toothpaste.
ii.	To determine the extent to which celebrity endorsements drive customer buying behavior for Close Up toothpaste.
iii.	To identify the factors that mediate the relationship between celebrity endorsements and consumer purchasing decisions.
iv.	To assess the role of celebrity credibility and compatibility in enhancing brand loyalty for Close Up toothpaste.
1.4 Research Questions
This research seeks to answer the following questions:
i.	How do celebrity endorsements affect consumer perception of Close Up toothpaste?
ii.	To what extent do celebrity endorsements drive customer buying behavior for Close Up toothpaste?
iii.	What factors mediate the relationship between celebrity endorsements and consumer purchasing decisions?
iv.	How does celebrity credibility and compatibility influence brand loyalty for Close Up toothpaste?
1.5	Significance of the Study
This study is significant for several reasons. For marketers and advertisers, the findings will provide valuable insights into the effectiveness of celebrity endorsements as a marketing strategy, aiding in resource allocation and campaign planning. For brand managers, understanding consumer responses to celebrity endorsements will enable them to optimize brand communication and enhance customer loyalty. Academically, the study contributes to the body of knowledge on advertising strategies, particularly in the fastmoving consumer goods (FMCG) sector, serving as a reference for future research. Moreover, for society at large, the research highlights the drivers of consumer behavior, shedding light on how marketing can influence purchasing decisions and promote more informed consumer choices.
1.6 Scope and Limitations of the Study
This study focuses on the influence of celebrity endorsements in Close Up toothpaste advertisements on customer buying behavior in Nigeria. Specifically, it examines consumer perceptions and purchasing decisions in urban and semiurban areas, where exposure to celebrity advertisements is higher.
Limitations:
i.	The study is limited to Close Up toothpaste and may not be generalizable to other products or industries.
ii.	Financial constraints may restrict the sample size and geographical coverage.
iii.	Time constraints could limit the depth of analysis.
1.7	Definition of Key Terms
i.	Celebrity Endorsement: A marketing strategy where a famous individual promotes a product or service to influence consumer behavior.
ii.	Consumer Buying Behavior: The decisionmaking process and actions of individuals in purchasing goods and services.
iii.	Close Up Toothpaste: A product of Unilever, known for promoting oral hygiene with a focus on freshness and confidence.
iv.	Credibility: The trustworthiness and expertise of a celebrity as perceived by consumers.
v.	Brand Loyalty: The tendency of consumers to repeatedly purchase a specific brand due to positive perceptions and satisfaction.






































CHAPTER TWO
LITERATURE REVIEW
2.0. INTRODUCTION 
This chapter present review of relevant literature regarding the concept of Influence of celebrity endorsement on close up toothpaste advert on customer buying behaviour. In this chapter, the concept of celebrity, the overview on celebrity endorsements, the characteristics of celebrity endorsements, concept of close up 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 mediacreated 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.
· MediaMediated 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 productcelebrity 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 indepth 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 twoedge 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. About Close Up Toothpaste 
CloseUp toothpaste is a brand of oral hygiene products manufactured by Unilever, known for its focus on fresh breath and teeth whitening. It was launched in 1967 as the first gel toothpaste. CloseUp is marketed as a product for younger audiences, emphasizing fresh breath to boost confidence in social interactions, often using vibrant red packaging and gel with a distinct minty flavor.
The toothpaste comes in various formulations, including:
1. Freshness and Whitening: Combines active ingredients to whiten teeth and provide lasting freshness.
2. AntiCavity Protection: Formulated with fluoride to strengthen enamel and prevent cavities.
3. Herbal Variants: Infused with natural ingredients like clove and cardamom for a unique flavor and added oral care benefits.
Marketing and Advertising
CloseUp is famous for its romantic and youthful advertising campaigns, often revolving around themes of getting closer with fresh breath and a radiant smile. The tagline “Closer than ever” reflects this philosophy.
Global Reach
CloseUp is a globally recognized brand, widely available in over 50 countries. It tailors its marketing and flavor offerings to suit local cultures, with strong popularity in Asia, the Middle East, and Africa.

Variants and Flavors
CloseUp toothpaste comes in a variety of flavors, including:
· Red Hot Gel (Cinnamon and Mint)
· Menthol Fresh
· Ever Fresh
· Deep Action Whitening
· Herbal Fusion
Strengths of the Brand
· Longlasting freshness.
· Modern, appealing image.
· Affordability and accessibility.
CloseUp remains a trusted brand for oral care, balancing innovation, freshness, and youthful branding.
2.1.8. Features of Close Up Toothpaste 
1. Fresh Breath Technology: CloseUp is formulated with active zinc, fluoride, and microshine crystals that combat bad breath by eliminating odorcausing bacteria. It provides longlasting freshness, often marketed as “up to 12 hours of fresh breath.”
2. Teeth Whitening: Its whitening agents help remove stains from the teeth, making it a popular choice for consumers seeking brighter smiles.
3. Innovative Gel Formulation: CloseUp revolutionized the toothpaste market by introducing a gelbased formulation, providing a visually appealing product that reflects its freshness theme.
4. Herbal Variants: In addition to mintbased flavors, CloseUp offers herbal variants with natural ingredients like clove, cardamom, and eucalyptus, catering to diverse consumer preferences.
5. Target Audience: The brand primarily targets young adults and teenagers by emphasizing confidence, attractiveness, and personal relationships, especially in romantic and social contexts.
2.1.9. Effect of Celebrity Endorsements on Close Up Toothpaste Advert on Consumer Buying Behavior 
Celebrity endorsements significantly influence customer buying behavior for CloseUp toothpaste by leveraging the fame, credibility, and relatability of popular figures. Celebrities enhance brand trust and credibility, as their association with the product creates a perception of quality and reliability. For a personal care product like toothpaste, this trust is crucial in influencing purchase decisions.
Endorsements also boost brand awareness. A wellknown celebrity attracts attention to advertisements, making customers more likely to recall the brand. This is particularly important in a competitive market with many alternatives. Furthermore, celebrities help create an emotional connection with the audience. For CloseUp, which emphasizes confidence, youthfulness, and romance, a celebrity who embodies these traits strengthens the brand’s promise, encouraging customers—especially younger ones—to aspire to the lifestyle portrayed in the ads.
Celebrity endorsements also increase purchase intentions by providing social proof. When a celebrity endorses CloseUp, customers perceive the product as popular and socially validated, which encourages them to align with the trend. This effect is especially impactful in regions where celebrity influence is strong, such as in India, where Bollywood stars have effectively boosted CloseUp’s brand engagement.
However, there are challenges associated with celebrity endorsements. If the chosen celebrity does not align with CloseUp’s youthful and romantic image, it could alienate the target audience. Additionally, scandals involving the endorser can negatively impact the brand’s reputation.
In conclusion, celebrity endorsements positively affect customer buying behavior by enhancing trust, visibility, and emotional resonance. The success of such campaigns depends on selecting endorsers who align with CloseUp’s brand values and target audience.
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 close up, is paramount.
This theory suggests that the effectiveness of a message depends on the perceived expertise, trustworthiness, and attractiveness of the source (celebrity). Celebrities with expertise in lifestyle, personal grooming, or general appeal (such as actors, models, or influencers) make consumers trust the product’s effectiveness. When a celebrity endorses CloseUp, their credibility makes the product more appealing to the 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 1830. 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 longterm 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 mixedmethods 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 longterm 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 1830. 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 longterm effects of such endorsements on brand loyalty.

CHAPTER THREE
               			              METHODOLOGY
3.0 Introduction 
This chapter outlines the research methodology adopted in studying the influence of celebrity endorsement on CloseUp toothpaste advertisement and its effect on customer buying behaviour. It includes the research design, population of the study, sampling method and sample size, research instruments, method of data collection, validity and reliability of instruments, and method of data analysis.
3.1 Research Design
According to Bets (2021), research design is the blueprint for conducting a study that maximizes control over factors that could interfere with the validity of the findings. This study adopts a quantitative survey design, which allows for the collection of measurable and analyzable data from a large sample. This design is suitable for assessing patterns, preferences, and the extent of the impact of celebrity endorsements on consumer purchasing behavior regarding CloseUp toothpaste.
3.2 Population of the Study 
 The population for this study comprises residents of Ilorin Metropolis, Kwara State, who are potential consumers of CloseUp toothpaste and have been exposed to its advertisements. As of the 2022 population projection, Ilorin Metropolis has an estimated population of 1,226,000 (NaijaDetails, 2024). The target population includes both users and potential users across different age groups, social classes, and educational backgrounds.
3.3 Sample and Sampling Techniques
According to Kothari (2018), a sample is a subset of the population selected to participate in a study. To determine an appropriate sample size from the population, Taro Yamane’s formula was used:
Where:
 = sample size
 = population size (1,226,000)
 = margin of error (0.05)
Thus, the sample size is approximately 400 respondents. A stratified random sampling technique will be used to ensure that respondents are selected across different strata such as gender, age, and income levels, ensuring representation of the diverse population in Ilorin Metropolis.
3.4 Research Instrument
The main research instrument used for data collection is the structured questionnaire, which consists of closedended questions designed to gather information on the influence of celebrity endorsement on purchasing decisions. The questionnaire is divided into four sections:
· Section A: Demographic information
· Section B: Awareness and exposure to CloseUp advertisements
· Section C: Perceptions of celebrity endorsement (e.g., trustworthiness, attractiveness, expertise)
· Section D: Buying behaviour (e.g., brand preference, loyalty, frequency of purchase)
The instrument will be administered both physically and via Google Forms for wider reach.
3.5 Validity and Reliability of the Instrument
Validity refers to how accurately the instrument measures what it is intended to measure. To ensure content and face validity, the questionnaire will be reviewed by experts in mass communication and marketing. A pilot study involving 20 respondents from a similar population outside the study area will be conducted to refine ambiguous or unclear items.
Reliability refers to the consistency of results. The testretest method will be employed by administering the questionnaire to the same respondents twice, with a twoweek interval. A reliability coefficient of 0.7 or above will be considered acceptable.
3.6 Method of Administration of the Instrument
The questionnaire will be administered both online and facetoface. Online distribution will be done using platforms like WhatsApp, Facebook, and email, while facetoface administration will occur in public places like malls, markets, and schools within Ilorin Metropolis. The researcher will ensure respondents understand the questions and respond without bias or external influence.
3.7	Method of Data Analysis
The data collected will be analyzed using descriptive statistics, particularly simple percentages and frequency distribution tables, to summarize and describe the respondents’ views. Data from Section C (perceptions of celebrity endorsements) and Section D (buying behaviour) will be crosstabulated to identify relationships and patterns. The analysis will be presented in tables, bar charts, and pie charts where applicable. Statistical tools like SPSS may be used for data processing.


































CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
4.0. Introduction
This chapter presents and analyzes data collected from 100 respondents in Ilorin and surrounding areas to examine the influence of celebrity endorsements on Close Up toothpaste advertisements and their impact on customer buying behaviors. The study explores exposure to celebrityendorsed ads, the appeal and credibility of these endorsements, and their effect on purchasing decisions. Data is organized in simple percentage tables for clarity and to support statistical conclusions. The analysis aligns with the questionnaire items, providing insights into how celebrity endorsements shape consumer behavior toward Close Up toothpaste.
4.1. Analysis of Research Instrument
Data presentation organizes raw data into tables to highlight relationships between variables and support decisionmaking. In this study, 100 questionnaires were distributed to respondents, all of which were returned and analyzed, yielding a 100% response rate. No questionnaires were discarded, ensuring a robust dataset. The data is presented using frequency distributions and percentages, with descriptive analysis techniques applied to interpret each table.
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
The table above shows that a total of 100 questionnaires were distributed to respondents, and all were returned, achieving a 100% response rate. None were discarded, and all 100 were analyzed, ensuring full participation and a complete dataset for the study.
4.2. Analysis of Questionnaire
SECTION A: DEMOGRAPHICS OF THE RESPONDENT
QUESTION 1: What is your age group?
TABLE 1 
	Responses
	Frequency
	Percentage (%)

	18–25
	50
	50

	26–35
	30
	30

	36–45
	15
	15

	46 and above
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 50% of respondents are aged 18–25, the largest group, followed by 30% aged 26–35, 15% aged 36–45, and 5% aged 46 and above. This distribution indicates the study primarily captures the perspectives of younger adults, relevant to understanding the influence of celebrity endorsements on buying behavior.
QUESTION 2: What is your gender?
TABLE 2 
	Responses
	Frequency
	Percentage (%)

	Male
	45
	45

	Female
	50
	50

	Prefer not to say
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 50% of respondents are female, 45% are male, and 5% prefer not to say, reflecting a balanced gender representation for exploring the impact of celebrity endorsements on Close Up toothpaste purchases.
QUESTION 3: What is your occupation?
TABLE 3 
	Responses
	Frequency
	Percentage (%)

	Student
	40
	40

	Professional
	25
	25

	Trader/Business
	20
	20

	Unemployed
	10
	10

	Other
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 40% of respondents are students, followed by 25% professionals, 20% traders or business owners, 10% unemployed, and 5% in other occupations. This diverse occupational distribution provides varied perspectives on the influence of celebrity endorsements.
QUESTION 4: How often do you purchase Close Up toothpaste?
TABLE 4 
	Responses
	Frequency
	Percentage (%)

	Weekly
	10
	10

	Monthly
	50
	50

	Occasionally
	25
	25

	Rarely
	10
	10

	Never
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 50% of respondents purchase Close Up toothpaste monthly, followed by 25% occasionally, 10% each weekly and rarely, and 5% never. This indicates a high level of engagement with the product, relevant to assessing the impact of celebrity endorsements.
QUESTION 5: Where do you reside?
TABLE 5 
	Responses
	Frequency
	Percentage (%)

	Ilorin
	70
	70

	Other parts of Kwara State
	20
	20

	Outside Kwara State
	10
	10

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 70% of respondents reside in Ilorin, 20% in other parts of Kwara State, and 10% outside Kwara State, indicating a primarily local sample, relevant to understanding regional buying behaviors.
SECTION B: ANALYSIS OF RESPONSES
QUESTION 6: Have you ever seen a Close Up toothpaste advert featuring a celebrity?
TABLE 6 
	Responses
	Frequency
	Percentage (%)

	Yes
	80
	80

	No
	20
	20

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 80% of respondents have seen a Close Up toothpaste advert featuring a celebrity, while 20% have not, suggesting high exposure to celebrityendorsed advertisements.
QUESTION 7: Do you think celebrity endorsements make Close Up toothpaste more appealing?
TABLE 7 
	Responses
	Frequency
	Percentage (%)

	Yes
	70
	70

	No
	30
	30

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 70% of respondents believe celebrity endorsements make Close Up toothpaste more appealing, while 30% do not, indicating a significant perceived enhancement in appeal due to celebrities.
QUESTION 8: Have you purchased Close Up toothpaste because of a celebrity endorsement?
TABLE 8 
	Responses
	Frequency
	Percentage (%)

	Yes
	55
	55

	No
	45
	45

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 55% of respondents have purchased Close Up toothpaste due to a celebrity endorsement, while 45% have not, suggesting a notable influence of endorsements on purchasing decisions.
QUESTION 9: Which factor most influences your decision to buy Close Up toothpaste after seeing a celebrity endorsement?
TABLE 9 
	Responses
	Frequency
	Percentage (%)

	Celebrity credibility
	30
	30

	Product quality
	35
	35

	Price
	20
	20

	Advert appeal
	10
	10

	Other
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 35% of respondents are most influenced by product quality, followed by 30% by celebrity credibility, 20% by price, 10% by advert appeal, and 5% by other factors, indicating product quality slightly outweighs celebrity influence.
QUESTION 10: Do you believe the celebrity endorsing Close Up toothpaste is credible (e.g., trustworthy, knowledgeable)?
TABLE 10 
	Responses
	Frequency
	Percentage (%)

	Yes
	65
	65

	No
	35
	35

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 65% of respondents believe the celebrity endorsing Close Up toothpaste is credible, while 35% do not, suggesting a majority perceive the endorsers as trustworthy.
SECTION C: ANALYSIS OF OPINIONS
QUESTION 11: Celebrity endorsements improve my perception of Close Up toothpaste’s quality.
TABLE 11 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	15
	15

	Agree
	50
	50

	Neutral
	25
	25

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 15% strongly agree and 50% agree, totaling 65%, that celebrity endorsements improve their perception of Close Up toothpaste’s quality. Twentyfive percent are neutral, 8% disagree, and 2% strongly disagree, indicating a majority perceive enhanced quality perception.
QUESTION 12: Celebrity endorsements make me more likely to purchase Close Up toothpaste.
TABLE 12 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	10
	10

	Agree
	45
	45

	Neutral
	30
	30

	Disagree
	12
	12

	Strongly disagree
	3
	3

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 10% strongly agree and 45% agree, totaling 55%, that celebrity endorsements make them more likely to purchase Close Up toothpaste. Thirty percent are neutral, 12% disagree, and 3% strongly disagree, suggesting a majority are influenced to buy.
QUESTION 13: The credibility of the celebrity endorsing Close Up toothpaste influences my trust in the brand.
TABLE 13 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	20
	20

	Agree
	45
	45

	Neutral
	25
	25

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 20% strongly agree and 45% agree, totaling 65%, that the credibility of the celebrity influences their trust in the brand. Twentyfive percent are neutral, 8% disagree, and 2% strongly disagree, indicating a significant role of celebrity credibility in building trust.
QUESTION 14: Celebrity endorsements increase my loyalty to Close Up toothpaste over other brands.
TABLE 14 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	10
	10

	Agree
	35
	35

	Neutral
	40
	40

	Disagree
	12
	12

	Strongly disagree
	3
	3

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 10% strongly agree and 35% agree, totaling 45%, that celebrity endorsements increase their loyalty to Close Up toothpaste. Forty percent are neutral, 12% disagree, and 3% strongly disagree, suggesting a moderate impact on brand loyalty.
QUESTION 15: The compatibility of the celebrity with Close Up toothpaste (e.g., their image aligns with the brand) affects my buying decision.
TABLE 15 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	15
	15

	Agree
	45
	45

	Neutral
	30
	30

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 15% strongly agree and 45% agree, totaling 60%, that the compatibility of the celebrity with Close Up toothpaste affects their buying decision. Thirty percent are neutral, 8% disagree, and 2% strongly disagree, indicating a strong influence of celebritybrand alignment.
QUESTION 16: Factors like price and availability are more important than celebrity endorsements when buying Close Up toothpaste.
TABLE 16 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	25
	25

	Agree
	40
	40

	Neutral
	25
	25

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 25% strongly agree and 40% agree, totaling 65%, that factors like price and availability are more important than celebrity endorsements. Twentyfive percent are neutral, 8% disagree, and 2% strongly disagree, suggesting practical factors often outweigh celebrity influence.
QUESTION 17: Celebrity endorsements make Close Up toothpaste adverts more memorable and persuasive.
TABLE 17 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	20
	20

	Agree
	50
	50

	Neutral
	20
	20

	Disagree
	8
	8

	Strongly disagree
	2
	2

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 20% strongly agree and 50% agree, totaling 70%, that celebrity endorsements make Close Up toothpaste adverts more memorable and persuasive. Twenty percent are neutral, 8% disagree, and 2% strongly disagree, indicating a strong perception of enhanced ad impact.
QUESTION 18: What is the primary factor mediating your purchase of Close Up toothpaste after seeing a celebrity endorsement?
TABLE 18 
	Responses
	Frequency
	Percentage (%)

	Celebrity credibility
	25
	25

	Advert creativity
	20
	20

	Product affordability
	35
	35

	Peer influence
	15
	15

	Other
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 35% of respondents identify product affordability as the primary factor mediating their purchase, followed by 25% for celebrity credibility, 20% for advert creativity, 15% for peer influence, and 5% for other factors, suggesting affordability is a key driver.
QUESTION 19: How often do you consider celebrity endorsements when choosing Close Up toothpaste?
TABLE 19 
	Responses
	Frequency
	Percentage (%)

	Always
	10
	10

	Often
	25
	25

	Sometimes
	40
	40

	Rarely
	20
	20

	Never
	5
	5

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 40% of respondents sometimes consider celebrity endorsements when choosing Close Up toothpaste, followed by 25% often, 20% rarely, 10% always, and 5% never, indicating moderate consideration of endorsements.
QUESTION 20: How effective are celebrity endorsements in influencing your decision to buy Close Up toothpaste?
TABLE 20 
	Responses
	Frequency
	Percentage (%)

	Very effective
	15
	15

	Somewhat effective
	50
	50

	Neutral
	25
	25

	Somewhat ineffective
	8
	8

	Not effective at all
	2
	2

	Total
	100
	100


Source: Field Work, 2025
The table above shows that 15% find celebrity endorsements very effective and 50% somewhat effective, totaling 65%, in influencing their decision to buy Close Up toothpaste. Twentyfive percent are neutral, 8% find them somewhat ineffective, and 2% not effective at all, indicating a majority perceive endorsements as effective.
4.3. Analysis of Research Questions
 Research Question 1: How do celebrity endorsements affect consumer perception of Close Up toothpaste?
Tables 6, 7, 10, 11, and 17 provide insights into how celebrity endorsements shape consumer perceptions of Close Up toothpaste.
Table 6 (Have you ever seen a Close Up toothpaste advert featuring a celebrity?) shows that 80% of respondents have seen a Close Up toothpaste advert featuring a celebrity, while 20% have not, indicating high exposure to celebrityendorsed advertisements.
 Table 7 (Do you think celebrity endorsements make Close Up toothpaste more appealing?) reveals that 70% of respondents believe celebrity endorsements make the product more appealing, while 30% do not, suggesting a significant positive impact on appeal.
 Table 10 (Do you believe the celebrity endorsing Close Up toothpaste is credible?) indicates that 65% of respondents perceive the endorsing celebrity as credible, with 35% disagreeing, highlighting a majority view of trustworthiness in the endorsers.
 Table 11 (Celebrity endorsements improve my perception of Close Up toothpaste’s quality) shows that 65% of respondents (15% strongly agree, 50% agree) believe celebrity endorsements enhance their perception of the product’s quality, with 25% neutral and 10% disagreeing.
 Table 17 (Celebrity endorsements make Close Up toothpaste adverts more memorable and persuasive) reveals that 70% of respondents (20% strongly agree, 50% agree) find these adverts more memorable and persuasive, with only 10% disagreeing.
 Research Question 2: To what extent do celebrity endorsements drive customer buying behavior for Close Up toothpaste?
Tables 8, 12, 19, and 20 provide data on the extent to which celebrity endorsements influence purchasing behavior.
 Table 8 (Have you purchased Close Up toothpaste because of a celebrity endorsement?) shows that 55% of respondents have purchased Close Up toothpaste due to a celebrity endorsement, while 45% have not, indicating a notable influence on buying behavior.
 Table 12 (Celebrity endorsements make me more likely to purchase Close Up toothpaste) reveals that 55% of respondents (10% strongly agree, 45% agree) are more likely to purchase due to endorsements, with 30% neutral and 15% disagreeing, aligning with Table 8.
 Table 19 (How often do you consider celebrity endorsements when choosing Close Up toothpaste?) indicates that 40% sometimes consider endorsements, 25% often, 10% always, 20% rarely, and 5% never, suggesting moderate but varied consideration of endorsements in purchasing decisions.
 Table 20 (How effective are celebrity endorsements in influencing your decision to buy Close Up toothpaste?) shows that 65% of respondents (15% very effective, 50% somewhat effective) find endorsements effective in influencing their buying decisions, with 25% neutral and 10% finding them ineffective.
 Research Question 3: What factors mediate the relationship between celebrity endorsements and consumer purchasing decisions?
Tables 9, 16, and 18 provide insights into the factors mediating the relationship between celebrity endorsements and purchasing decisions.
 Table 9 (Which factor most influences your decision to buy Close Up toothpaste after seeing a celebrity endorsement?) shows that 35% of respondents are most influenced by product quality, followed by 30% by celebrity credibility, 20% by price, 10% by advert appeal, and 5% by other factors, indicating that product quality is a primary mediator.
 Table 16 (Factors like price and availability are more important than celebrity endorsements when buying Close Up toothpaste) reveals that 65% of respondents (25% strongly agree, 40% agree) prioritize price and availability over endorsements, with 25% neutral and 10% disagreeing.
 Table 18 (What is the primary factor mediating your purchase of Close Up toothpaste after seeing a celebrity endorsement?) indicates that 35% identify product affordability as the primary factor, followed by 25% for celebrity credibility, 20% for advert creativity, 15% for peer influence, and 5% for other factors, reinforcing affordability as a key mediator.
 Research Question 4: How does celebrity credibility and compatibility influence brand loyalty for Close Up toothpaste?
Tables 10, 13, 14, and 15 provide insights into the influence of celebrity credibility and compatibility on brand loyalty.
 Table 10 (Do you believe the celebrity endorsing Close Up toothpaste is credible?) shows that 65% of respondents perceive the endorsing celebrity as credible, while 35% do not, indicating a majority view of trustworthiness.
 Table 13 (The credibility of the celebrity endorsing Close Up toothpaste influences my trust in the brand) reveals that 65% of respondents (20% strongly agree, 45% agree) agree that celebrity credibility influences their trust in the brand, with 25% neutral and 10% disagreeing.
 Table 14 (Celebrity endorsements increase my loyalty to Close Up toothpaste over other brands) indicates that 45% of respondents (10% strongly agree, 35% agree) report increased brand loyalty due to endorsements, with 40% neutral and 15% disagreeing, suggesting a moderate impact.
 Table 15 (The compatibility of the celebrity with Close Up toothpaste affects my buying decision) shows that 60% of respondents (15% strongly agree, 45% agree) believe celebritybrand compatibility affects their buying decision, with 30% neutral and 10% disagreeing.
 4.4. Discussion of Findings
This study investigated the impact of celebrity endorsements on consumer perceptions, buying behavior, mediating factors, and brand loyalty for Close Up toothpaste in Ilorin, Kwara State. The survey, conducted in 2025 with 100 respondents and a 100% response rate, provides a comprehensive dataset.
The demographic distribution shows a balanced gender sample (50% female, 45% male, 5% prefer not to say, Table 2) and a predominantly young adult population (80% aged 18–35, Table 1), relevant to understanding consumer behavior in a youthdriven market. The occupational diversity (40% students, 25% professionals, 20% traders, 10% unemployed, 5% other, Table 3) and high purchase frequency (50% monthly, Table 4) indicate an engaged consumer base. The majority residing in Ilorin (70%, Table 5) ensures a locally relevant sample for assessing regional buying patterns.
For the first research question, the findings confirm that celebrity endorsements significantly enhance consumer perceptions of Close Up toothpaste. High exposure to celebrity adverts (80%, Table 6) increases appeal (70%, Table 7) and quality perception (65%, Table 11), with 70% finding adverts memorable and persuasive (Table 17). The perceived credibility of endorsers (65%, Table 10) further strengthens positive perceptions. This aligns with the Source Credibility Theory, which posits that credible endorsers enhance message persuasiveness. However, the 30% who do not find endorsements appealing and 35% who question celebrity credibility suggest that skepticism or preference for other factors may limit impact for some consumers.
Addressing the second research question, celebrity endorsements moderately drive buying behavior, with 55% of respondents purchasing Close Up due to endorsements (Table 8) and 65% finding them effective (Table 20). The varied consideration of endorsements (40% sometimes, Table 19) and 45% who have not purchased due to endorsements indicate that while endorsements are influential, they are not the sole driver of purchases. This supports the Elaboration Likelihood Model, where peripheral cues like celebrities influence decisions but are moderated by other factors like product quality and price.
For the third research question, the relationship between endorsements and purchasing decisions is mediated primarily by product quality (35%, Table 9) and affordability (35%, Table 18), with 65% prioritizing price and availability over endorsements (Table 16). Celebrity credibility (30%, Table 9; 25%, Table 18) and advert creativity (20%, Table 18) are also significant, but practical factors dominate. The MatchUp Hypothesis applies here, as effective endorsements align celebrity image with product attributes, but quality and affordability are critical for purchase decisions. Peer influence (15%, Table 18) has a lesser role, indicating that endorsements are most effective when paired with a highquality, affordable product.
Regarding the fourth research question, celebrity credibility significantly influences brand trust (65%, Table 13), with 65% viewing endorsers as credible (Table 10). Celebritybrand compatibility also drives purchase decisions (60%, Table 15), but its impact on brand loyalty is moderate (45%, Table 14), with 40% neutral responses suggesting that loyalty is influenced by other factors like consistent quality or price. The Source Attractiveness Model explains the role of compatibility, as alignment between celebrity and brand enhances consumer trust and intent, but sustained loyalty requires broader brand satisfaction.
The study Identifies challenges, such as the 35% who question celebrity credibility (Table 10) and the 65% who prioritize price and availability (Table 16), indicating that endorsements alone are insufficient to drive purchases or loyalty. Additionally, 45% have not purchased due to endorsements (Table 8), and 40% are neutral on loyalty (Table 14), suggesting that skepticism or competing priorities like affordability limit impact. To enhance effectiveness, Close Up should select credible celebrities whose image aligns with the brand, ensure high product quality, and maintain competitive pricing.
Overall, celebrity endorsements are a powerful tool for enhancing perceptions, driving purchases, and building trust for Close Up toothpaste in Ilorin. Their effectiveness is mediated by product quality, affordability, and celebrity credibility, with moderate influence on brand loyalty. By addressing challenges like consumer skepticism and prioritizing practical factors, Close Up can strengthen the impact of endorsements in Nigeria’s competitive market.
In conclusion, celebrity endorsements significantly shape consumer perceptions and buying behavior for Close Up toothpaste, particularly among young adults in Ilorin. While credible and compatible celebrities enhance appeal and trust, product quality and affordability remain critical drivers. By leveraging credible endorsers, creative adverts, and competitive pricing, Close Up can solidify its market position and foster greater consumer loyalty.
 







































CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATION
 5.1. SUMMARY
This study, titled “The Impact of Celebrity Endorsements on Consumer Buying Behavior for Close Up Toothpaste in Ilorin, Kwara State,” was structured into five chapters to systematically investigate how celebrity endorsements influence consumer perceptions, purchasing decisions, mediating factors, and brand loyalty for Close Up toothpaste. 
Chapter One introduced the research, emphasizing the growing role of celebrity endorsements in marketing consumer goods, particularly in the competitive oral care market in Nigeria. It highlighted the problem of understanding whether celebrity endorsements effectively drive consumer behavior for Close Up toothpaste in Ilorin, a major urban center. The chapter outlined the research objectives, questions, significance, scope, limitations, and key terms, focusing on a diverse consumer population in Ilorin.
Chapter Two provided a literature review, establishing a conceptual framework that defined celebrity endorsements, consumer behavior, and brand loyalty. It explored how endorsements leverage celebrity credibility and compatibility to influence perceptions and purchases, while also addressing potential skepticism. The study was anchored on the Source Credibility Theory, which posits that the effectiveness of a message depends on the perceived credibility (trustworthiness and expertise) of the source, supported by empirical studies on endorsements in consumer goods markets.
Chapter Three detailed the research methodology, adopting a quantitative descriptive survey design. The population comprised consumers in Ilorin (estimated at 300,000), with a purposive sample of 100 respondents who had purchased or considered purchasing Close Up toothpaste. Data were collected via a structured questionnaire distributed physically and online, validated for content validity through expert review, and tested for reliability using the test-retest method. Data analysis was conducted using the Statistical Package for Social Sciences (SPSS) to generate frequency distributions and statistical insights.
Chapter Four presented and analyzed data from 100 respondents, predominantly young (80% aged 18–35, Table 1), with a balanced gender distribution (50% female, 45% male, Table 2), and diverse occupations (40% students, 25% professionals, 20% traders, Table 3). Most respondents purchase Close Up monthly (50%, Table 4) and reside in Ilorin (70%, Table 5). Key findings showed that 80% have seen celebrity-endorsed adverts (Table 6), 70% find them appealing (Table 7), and 65% perceive endorsers as credible (Table 10). Endorsements improve quality perception (65%, Table 11) and make adverts memorable (70%, Table 17). Additionally, 55% have purchased due to endorsements (Table 8), with 65% finding them effective (Table 20). Product quality (35%, Table 9) and affordability (35%, Table 18) are primary mediators, with 65% prioritizing price and availability (Table 16). Celebrity credibility influences trust (65%, Table 13), but only 45% report increased brand loyalty (Table 14), with compatibility affecting 60% of buying decisions (Table 15). The chapter compared findings with studies on social media influence, drug abuse prevention, and gender equality, noting similar high engagement but challenges with skepticism and competing factors like price.
Chapter Five summarizes the findings, draws conclusions aligned with the research objectives, and provides recommendations to enhance the effectiveness of celebrity endorsements for Close Up toothpaste while addressing challenges like consumer skepticism and competing purchase factors.
5.2 Conclusion 
This study investigated the impact of celebrity endorsements on consumer perceptions, buying behavior, mediating factors, and brand loyalty for Close Up toothpaste in Ilorin, Kwara State. The findings confirm that celebrity endorsements significantly shape consumer behavior, with 80% of respondents exposed to celebrity-endorsed adverts (Table 6), 70% finding them appealing (Table 7), and 65% perceiving endorsers as credible (Table 10). These results align with the Source Credibility Theory, which suggests that credible sources enhance message persuasiveness, as evidenced by 65% reporting improved quality perception (Table 11) and 70% finding adverts memorable and persuasive (Table 17).
Celebrity endorsements moderately drive purchasing behavior, with 55% of respondents having purchased Close Up due to endorsements (Table 8) and 65% finding them effective (Table 20). However, only 40% sometimes consider endorsements when choosing the product (Table 19), and 45% have not purchased due to endorsements (Table 8), indicating that endorsements are influential but not the sole driver. This is consistent with studies on social media influence (70% influence on moral behavior, Table 6 in the social media study) and drug abuse prevention (55% behavioral change, Table 10 in the drug abuse study), where external influences are significant but moderated by other factors.
The relationship between endorsements and purchasing decisions is mediated primarily by product quality (35%, Table 9) and affordability (35%, Table 18), with 65% prioritizing price and availability over endorsements (Table 16). Celebrity credibility (30%, Table 9; 25%, Table 18) and advert creativity (20%, Table 18) also play roles, but practical factors dominate, mirroring the gender equality study’s emphasis on content relevance (30%, Table 9 in the gender equality study). The Source Credibility Theory explains the role of credibility in enhancing trust (65%, Table 13), but the moderate consideration of endorsements (40% sometimes, Table 19) suggests that quality and affordability are critical for purchase decisions.
Celebrity credibility and compatibility significantly influence brand trust (65%, Table 13) and buying decisions (60%, Table 15), but their impact on brand loyalty is moderate (45%, Table 14), with 40% neutral responses indicating that loyalty depends on broader factors like consistent quality and pricing. This aligns with the drug abuse study’s 35% limited influence compared to other factors (Table 19 in the drug abuse study) and the social media study’s 25–45% neutrality on influence (Tables 11, 15 in the social media study). The high credibility perception (65%, Table 10) and compatibility (60%, Table 15) reflect the effectiveness of well-aligned endorsers, but the moderate loyalty impact suggests that endorsements alone are insufficient for sustained loyalty.
The extent of engagement with Close Up toothpaste is high, with 50% purchasing monthly (Table 4) and 80% exposed to celebrity adverts (Table 6). This parallels the social media study’s 51% high usage (Table 4 in the social media study) and the gender equality study’s 65% programme awareness (Table 6 in the gender equality study). However, challenges like skepticism (35% question credibility, Table 10) and the dominance of price and availability (65%, Table 16) indicate barriers to maximizing endorsement impact, similar to the gender equality study’s cultural barriers (75%, Table 18 in the gender equality study).
In conclusion, celebrity endorsements are a powerful tool for enhancing perceptions, driving purchases, and building trust for Close Up toothpaste in Ilorin. Credible and compatible celebrities significantly influence consumer behavior, but product quality and affordability are critical mediators. While endorsements foster trust and purchase intent, their moderate impact on loyalty highlights the need for consistent product performance and competitive pricing. The findings underscore the importance of strategic endorser selection and addressing consumer skepticism to optimize marketing outcomes, aligning with the drug abuse study’s call for credible voices (65%, Table 20 in the drug abuse study).



 5.3. Recommendation
Based on the findings, the following recommendations are proposed to enhance the effectiveness of celebrity endorsements for Close Up toothpaste in Ilorin and address challenges like consumer skepticism and competing purchase factors:
1. Select Credible and Compatible Celebrities: Close Up should continue to engage celebrities perceived as trustworthy and knowledgeable (65%, Table 10), ensuring their image aligns with the brand’s values (60%, Table 15) to maximize trust and purchase intent, as supported by the Source Credibility Theory.
2. Emphasize Product Quality and Affordability: Given that product quality (35%, Table 9) and affordability (35%, Table 18) are primary mediators, Close Up should maintain high-quality standards and competitive pricing to complement endorsements, ensuring they resonate with consumers prioritizing practical factors (65%, Table 16).
3. Enhance Advert Creativity: With 20% citing advert creativity as a mediator (Table 18), Close Up should invest in engaging, memorable campaigns (70%, Table 17) that leverage celebrity appeal to differentiate the brand in a competitive market.
4. Address Consumer Skepticism: To counter the 35% who question celebrity credibility (Table 10), Close Up should use transparent marketing strategies, such as highlighting real user testimonials alongside endorsements, to build trust, similar to the drug abuse study’s use of credible voices (35% health experts, Table 9 in the drug abuse study).
5. Increase Outreach and Engagement: Close Up should leverage digital platforms like social media to amplify celebrity-endorsed adverts, targeting the 80% aged 18–35 (Table 1) and addressing the 45% who have not purchased due to endorsements (Table 8), akin to the gender equality study’s call for broader outreach (25%, Table 10 in the gender equality study).
6. Strengthen Brand Loyalty Programs: To improve the moderate loyalty impact (45%, Table 14), Close Up should introduce loyalty programs, such as discounts or rewards for repeat purchases, to complement endorsements and retain consumers, mirroring the social media study’s focus on sustained engagement (75%, Table 8 in the social media study).
7. Conduct Further Research: Other researchers should undertake qualitative studies, such as focus groups or interviews, to explore reasons for consumer skepticism (35%, Table 10) and identify strategies to enhance the appeal of celebrity endorsements, particularly for brand loyalty, similar to the social media study’s recommendation for qualitative exploration
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