CHAPTER ONE
INTRODUCTION
1.0	Introduction to the Study
In the modern business landscape, where competition is intense and consumer attention is fleeting, brands often turn to celebrity endorsements as a strategic tool to build trust, enhance brand visibility, and drive sales. Celebrity endorsement is a form of advertising campaign or marketing strategy involving well-known personalities who leverage their fame to promote a product or service. The rationale behind this technique is that a celebrity’s popularity and influence can positively affect consumer perception and buying behavior.
In Nigeria, the use of celebrity endorsements has become increasingly popular, especially among fast-moving consumer goods (FMCG) companies. VivaPlus, a detergent brand known for its strong presence in the Nigerian market, has adopted celebrity endorsements to build brand equity and connect with its target market, particularly in Ilorin, a major city in Kwara State. The brand’s use of local and national celebrities has helped create a sense of familiarity and aspirational appeal among consumers.
However, despite the growing investment in celebrity endorsements, questions remain regarding their actual impact on consumer perception, brand loyalty, and purchasing decisions. Are these endorsements merely glamorous marketing stunts, or do they significantly contribute to business performance? This study seeks to explore the impact of celebrity endorsements on the VivaPlus brand, specifically within the context of the Ilorin market.


1.1	Statement of the Problem
Organizations invest heavily in celebrity endorsements with the expectation that such partnerships will enhance consumer engagement and drive sales. While many companies, including VivaPlus, have reported increased visibility following celebrity campaigns, the actual return on investment (ROI) in terms of consumer loyalty and sales uplift remains ambiguous.
In Ilorin, a culturally diverse and economically developing city, purchasing behaviors are influenced by several factors including price sensitivity, cultural relevance, product quality, and marketing influence. The endorsement of VivaPlus by celebrities may have succeeded in creating awareness, but its effectiveness in altering consumer behavior and sustaining brand preference has not been empirically validated.
Furthermore, with the saturation of celebrity-driven marketing in Nigeria, consumers may become desensitized or skeptical about the authenticity of such endorsements. This raises critical questions about how much weight consumers place on celebrity endorsements when making purchase decisions in the detergent market.
Therefore, this study aims to address the gap by evaluating whether celebrity endorsements significantly influence consumer behavior toward the VivaPlus product in Ilorin, or whether other factors play a more substantial role.


1.2	Objectives of the Study
The main objective of this study is to investigate the impact of celebrity endorsements on the marketing performance of the VivaPlus product in Ilorin.
The specific objectives are to:
1. Examine the extent to which celebrity endorsements influence consumer purchasing decisions for VivaPlus in Ilorin.
2. Determine the relationship between celebrity credibility and consumer trust in the VivaPlus brand.
3. Assess the effectiveness of celebrity endorsements in enhancing brand recall and loyalty.
4. Evaluate whether demographic factors (age, gender, income level) affect how consumers respond to celebrity endorsements.

1.3 Research Questions
To guide this study, the following research questions are posed:
1. How do celebrity endorsements influence consumer buying behavior for VivaPlus in Ilorin?
2. What is the relationship between the perceived credibility of celebrities and consumer trust in the VivaPlus brand?
3. To what extent do celebrity endorsements contribute to brand recall and loyalty among consumers?
4. Do consumer demographics influence the impact of celebrity endorsements on purchasing decisions?

1.4 Research Hypotheses
The hypotheses to be tested in this study include:
I. H₀1: Celebrity endorsements have no significant effect on the purchasing decisions of VivaPlus consumers in Ilorin.
II. H₁1: Celebrity endorsements have a significant effect on the purchasing decisions of VivaPlus consumers in Ilorin.
III. H₀2: There is no significant relationship between celebrity credibility and consumer trust in VivaPlus.
IV. H₁2: There is a significant relationship between celebrity credibility and consumer trust in VivaPlus.

1.5 Scope and Limitations of the Study
This study is geographically limited to Ilorin, Kwara State, Nigeria. It focuses on the detergent market, with particular emphasis on the VivaPlus brand. The research will cover a sample of consumers within the Ilorin metropolis who are familiar with or have used the VivaPlus product.
Limitations of the study include:
· Time constraints: Due to the limited time frame, the study may not capture long-term impacts of celebrity endorsements.
· Respondent bias: Participants may give socially desirable responses rather than truthful ones.
· Sample size: The sample may not fully represent the entire population of Ilorin consumers.

1.6 Significance of the Study
This study is of great significance to various stakeholders:
· For marketers and advertisers, it provides insights into the effectiveness of celebrity endorsements and guides resource allocation in marketing campaigns.
· For VivaPlus management, the findings can help improve endorsement strategies and understand consumer preferences.
· For researchers and academics, the study contributes to the literature on consumer behavior and marketing strategy in emerging markets.
· For policymakers and regulators, it helps in understanding the influence of advertising practices on consumer protection and awareness.
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1.7 Definition of Terms
· Celebrity Endorsement: A marketing strategy involving a famous person promoting a product to influence consumer behavior.
· Brand Recall: The ability of a consumer to remember or recognize a brand without being prompted.
· Consumer Behavior: The study of individuals and the processes they use to select, use, and dispose of products or services.
· Credibility: The quality of being trusted and believed in, especially concerning a celebrity's image and reputation.
· VivaPlus: A laundry detergent brand marketed and sold in Nigeria.



1.8 Plan of the Study
The study is organized into five chapters:
· Chapter One presents the introduction, statement of the problem, objectives, research questions, hypotheses, scope, significance, and definition of terms.
· Chapter Two reviews relevant literature, including conceptual, theoretical, and empirical perspectives on celebrity endorsements and consumer behavior.
· Chapter Three outlines the methodology used in conducting the research, including the design, sampling, data collection, and analysis techniques.
· Chapter Four presents the data, analyzes the results, and discusses key findings.
· Chapter Five concludes the study with a summary of findings, conclusions, and recommendations.


CHAPTER TWO
LITERATURE REVIEW
2.0	Introduction
This chapter explores contemporary academic and industry literature on celebrity endorsement, focusing on how such endorsements influence consumer attitudes and purchase behavior, especially in the fast-moving consumer goods (FMCG) market in Nigeria. The review covers the conceptual, theoretical, and empirical bases of celebrity endorsement, examining recent trends from 2021 to date and highlighting how these insights relate to VivaPlus detergent’s market presence in Ilorin.
In today’s dynamic marketing landscape, celebrity endorsement has emerged as one of the most powerful branding and promotional strategies employed by companies to attract consumer attention and influence buying behavior. It has become a common feature in advertising campaigns, especially in the fast-moving consumer goods (FMCG) sector, where companies constantly seek creative and competitive ways to differentiate their products in saturated markets. Celebrity endorsement operates on the psychological principle that consumers transfer their admiration, trust, or aspiration for a public figure onto the product being promoted. This practice is grounded in the belief that a celebrity’s fame, credibility, and perceived lifestyle can be strategically aligned with a brand to evoke positive consumer responses. The relevance of this marketing technique has been amplified in recent years by the proliferation of social media, which has made celebrities and influencers more accessible to the public and increased their impact on consumer behavior.
In the context of Nigeria’s increasingly competitive FMCG sector, brands such as VivaPlus detergent have embraced celebrity endorsements to expand market reach, improve brand visibility, and foster emotional connections with consumers. The Nigerian consumer market is highly responsive to celebrity culture, often idolizing popular figures in music, film, and sports, as well as social media influencers. This creates a fertile ground for brands to leverage the popularity and perceived trustworthiness of these individuals to drive product awareness and sales. VivaPlus, for instance, has engaged notable personalities to promote the product, especially targeting audiences in urban centers like Ilorin. Understanding how consumers in Ilorin—known for its diverse cultural and religious makeup—respond to such endorsements is crucial to evaluating the overall effectiveness of this strategy.
This chapter seeks to explore existing literature surrounding celebrity endorsement, focusing on how it influences consumer behavior and product preference, particularly for household items like detergents. It examines the conceptual definitions of celebrity endorsements, theoretical frameworks that explain how and why endorsements work, and empirical findings from recent studies, particularly from 2021 onwards. By reviewing these academic and practical insights, the chapter provides a comprehensive foundation upon which the current study is built, while identifying gaps in the existing knowledge that this research aims to fill
2.1	Conceptual Review
2.1.1	Concept of Celebrity Endorsement
Celebrity endorsement refers to the use of well-known personalities in advertising to promote products, services, or brands. It functions as a marketing strategy that leverages a celebrity’s image and influence to generate attention, trust, and sales (Ahmed et al., 2022). A celebrity in this context includes musicians, actors, sports icons, and social media influencers.
Modern endorsements are often executed through multiple platforms, especially social media, allowing brands to interact directly with consumers (Okonkwo & Adeyemi, 2023). For instance, in Nigeria, companies increasingly use Instagram and TikTok to connect consumers with influencers and celebrities who resonate with local values and lifestyles.
2.1.2 Types of Celebrity Endorsements
Celebrity endorsements can be categorized into:
· Testimonials – where celebrities attest to personal usage.
· Advertising roles – celebrities appear in TV or online ads.
· Brand Ambassadorships – long-term promotional relationships.
· Social Media Influencer Endorsements – micro or macro influencers promoting via personal platforms.
According to Udo and Chukwuemeka (2021), Nigerian companies prefer influencers and entertainers who appeal to specific demographic groups for efficiency and cost-effectiveness.
2.1.3 Attributes of Effective Celebrity Endorsements
Key attributes that drive effectiveness include:
· Credibility: The perceived trustworthiness and expertise of the celebrity (Ogunyemi & Musa, 2021).
· Attractiveness: Encompasses physical appearance, charisma, and style (Nwachukwu et al., 2022).
· Congruence: The alignment between celebrity image and the product’s brand identity (Afolayan, 2023).
· Familiarity: Recognizability and popularity among the target market (Eze & Alade, 2022).
For a product like VivaPlus, which targets homemakers and families, celebrities perceived as clean, responsible, and family-oriented may yield better results than youth-oriented or controversial figures.
2.1.4 Consumer Perception in the Nigerian Context
Consumer perception in Nigeria is heavily influenced by social status, religious and cultural values, and peer opinion (Olatunji & Bello, 2023). Nigerian consumers often view celebrities as aspirational figures, and their endorsements can add symbolic value to even utilitarian products like detergent. In Ilorin—a culturally conservative and religious city—celebrity choice must reflect local sentiments for the endorsement to be effective.
2.2	Theoretical Review
2.2.1	Source Credibility Theory
This theory, revisited by researchers like Johnson and Adebayo (2021), posits that the more credible the celebrity, the more persuasive the endorsement. Credibility is measured in terms of trustworthiness and expertise. In the Nigerian market, celebrities with a history of honesty and clean public profiles enjoy better reception (Oluwaseun & Imoh, 2022).
The Source Credibility Theory, proposed by Hovland and Weiss (1951), posits that the effectiveness of a message largely depends on the perceived credibility of the source delivering it. The theory emphasizes two key dimensions of credibility: expertise and trustworthiness.
· Expertise refers to the perceived knowledge, skill, or experience of the celebrity in relation to the product. For instance, a celebrity known for household cleanliness may be considered more credible in endorsing a detergent like VivaPlus.
· Trustworthiness involves the degree to which the audience believes the celebrity is honest and unbiased.
When consumers perceive a celebrity as both knowledgeable and sincere, they are more likely to be persuaded by the advertisement. In Ilorin, where many consumers rely on trusted public figures for guidance, a credible celebrity can significantly influence product perception and purchasing behavior.
Application to VivaPlus: If a well-known and respected Nigerian actress or TV personality endorses VivaPlus, her perceived trustworthiness may enhance consumer confidence in the product's effectiveness.
2.2.2 Source Attractiveness Theory
The theory emphasizes the influence of attractiveness, which includes physical beauty, likeability, and familiarity. Eze and Alade (2022) demonstrated that attractive celebrities tend to evoke stronger emotional connections with products, leading to improved brand perception, particularly in beauty and household goods.
This theory, proposed by McGuire (1985), argues that a communicator’s effectiveness also depends on attractiveness, which includes physical appearance, likability, familiarity, and similarity to the audience.
Consumers are more likely to be influenced by celebrities they admire or find relatable. The attractiveness of a celebrity creates a positive affective response that can be transferred to the product. This is particularly powerful in Nigeria’s urban markets like Ilorin, where local and international celebrities are often admired not only for their talents but also for their lifestyles and appearances.
Application to VivaPlus: A stylish and admired Nigerian musician featured in a VivaPlus campaign might draw more attention and emotional engagement, thereby increasing product appeal, especially among the youth and fashion-conscious consumers.

2.2.3 Match-Up Hypothesis
The match-up hypothesis suggests that endorsements are most effective when the celebrity “matches” the product type. For instance, a famous chef may be a better endorser for kitchenware than a footballer. Aina and Okafor (2023) found that Nigerian consumers responded better when there was a logical and value-based link between the celebrity and the product.
2.2.4 Meaning Transfer Theory
Meaning Transfer Theory suggests that the values and meanings associated with a celebrity are transferred to the product they endorse (Oyetunji & Igwe, 2021). For example, if a celebrity is seen as elegant and clean, these attributes are likely to be transferred to a laundry detergent they endorse.
Developed by McCracken (1989), the Meaning Transfer Model explains how celebrities serve as vessels of cultural meaning, transferring desirable traits or symbolic values to the products they endorse.
The process follows three stages:
1. Culture to celebrity: Celebrities embody certain meanings derived from their roles, achievements, and public image.
2. Celebrity to product: These meanings are transferred to the product through advertising and branding.
3. Product to consumer: Consumers then acquire the symbolic meanings by purchasing or using the product.
In a city like Ilorin, where traditional values meet modern influences, celebrities who represent cultural sophistication, family orientation, or success may transfer those meanings to VivaPlus, making it more appealing to the target demographic.
Application to VivaPlus: If a celebrity known for being a “clean and caring homemaker” endorses VivaPlus, consumers may associate the product with cleanliness, responsibility, and family care.
2.2.5 Elaboration Likelihood Model (ELM)
The ELM posits that consumers process persuasive information via either the central route (based on the content of the message) or the peripheral route (based on cues like celebrity presence). For low-involvement products like detergents, the peripheral route (e.g., the celebrity) plays a bigger role in shaping buying decisions (Okeke & Obinna, 2022).
This section discusses the theoretical frameworks that support the study of celebrity endorsement and its influence on consumer behavior. The theories reviewed provide the foundation for understanding how consumers process and respond to messages endorsed by public figures. The major theories relevant to this study include:
The Elaboration Likelihood Model, developed by Petty and Cacioppo (1986), explains how individuals process persuasive information via two routes:
· Central route: Involves deep thinking and evaluation based on facts and logic.
· Peripheral route: Involves shallow processing based on cues such as attractiveness, credibility, or emotions.
Celebrity endorsements primarily activate the peripheral route of persuasion, especially when consumers are not deeply involved with the product or lack technical knowledge about it.
Application to VivaPlus: Since detergents are low-involvement products, consumers in Ilorin may not evaluate them based on ingredients or science but are more influenced by who endorses the product, the emotions evoked in the ad, and the appeal of the celebrity.
Social Learning Theory
Albert Bandura’s Social Learning Theory (1977) posits that individuals learn behaviors by observing others, particularly role models. People are likely to imitate behaviors they observe in those they admire, especially if those behaviors seem to bring rewards or approval.
In advertising, when a celebrity uses a product like VivaPlus and appears satisfied, audiences may be influenced to adopt similar behaviors by purchasing the product.
Application to VivaPlus: A respected Nollywood actress doing laundry with VivaPlus on-screen reinforces the idea that the detergent is effective. Consumers, especially those who admire her, may emulate this behavior.
Consumer Culture Theory (CCT)
Consumer Culture Theory provides a broader socio-cultural perspective. It considers how marketplace choices are shaped by cultural, economic, and symbolic frameworks. Celebrity endorsements often connect brands to aspirational lifestyles, helping consumers express identity and social class through their purchasing decisions.
Application to VivaPlus: In Ilorin, celebrity endorsements can position VivaPlus as not just a detergent, but a lifestyle choice associated with modern, successful families—particularly relevant in middle-class households striving for upward mobility.
2.3 Empirical Review
2.3.1 Global Empirical Findings (2021–2024)
Recent studies in developed markets continue to highlight the positive impact of celebrity endorsement on consumer behavior. A study by Smith and Walters (2021) in the U.K. found that brand trust, brand recall, and purchase intention increased by over 35% when a trusted celebrity endorsed the product.
In the United States, Lee and Kim (2022) examined endorsements across FMCGs and discovered that long-term ambassadorial relationships were more effective than short-term campaigns. They also found that social responsibility associated with a celebrity enhanced the brand’s public image.
2.3.2 African Regional Studies
In Ghana, Adjei and Boateng (2021) showed that local celebrities had more influence on brand loyalty than international celebrities, especially among low- to middle-income consumers. Similarly, Mwangi (2022) in Kenya emphasized that congruence between local values and celebrity behavior was essential for marketing success.
2.3.3 Empirical Evidence from Nigeria (2021–2024)
In Nigeria, several contemporary studies have been conducted to measure the impact of celebrity endorsement:
· Adebayo & Kemi (2021) found that celebrities enhanced brand recall and influenced impulsive buying behavior for products like toothpaste and detergent among Lagos-based consumers.
· Agu & Eze (2022) conducted research on consumer behavior in Enugu and found that endorsement was more effective when the consumer perceived a value alignment with the celebrity.
· Ogunyemi & Musa (2021) studied social media celebrity influence and found that Instagram influencers were more effective in shaping behavior among the youth demographic than traditional TV celebrities.
· Onyeka & Akande (2023) examined FMCG products in Abuja and found that consumer awareness and brand switching were higher when familiar music artists were used in advertising.
Notably, Bamidele & Yusuf (2023) focused on detergent brands and found that celebrity endorsement increased short-term sales but was not always linked to long-term brand loyalty unless reinforced by consistent product performance and price affordability.
2.3.4 Studies on Digital Influencers
Digital influencers have emerged as an important extension of celebrity endorsement strategies. According to Chika and Oghenekaro (2022), influencers with smaller but highly engaged audiences often outperform celebrities in niche markets due to higher authenticity and interaction levels.
For example, when VivaPlus employed Instagram homemaker influencers to demonstrate stain-removal abilities, consumer interaction and positive sentiment rose significantly. Such findings suggest that a hybrid strategy—traditional celebrities plus micro-influencers—may offer optimum results.
2.4 Critique and Gaps in Literature
While most studies affirm the positive impact of celebrity endorsements on consumer behavior, several limitations exist:
· Geographical limitations: Few studies are focused on North-Central Nigeria, particularly Ilorin, where cultural and religious values strongly influence consumer behavior.
· Limited focus on detergents: Many Nigerian studies center on beverages, fashion, or telecoms. Few explore low-involvement goods like VivaPlus detergent.
· Scarce longitudinal studies: Most research tracks consumer behavior over short periods. Little is known about long-term loyalty impacts of repeated endorsements.
· Underrepresentation of middle-aged and older consumers: Many studies focus on youth demographics despite the fact that older consumers often make household purchasing decisions.
This study aims to fill these gaps by focusing specifically on Ilorin, involving a more diverse demographic sample, and investigating both short-term purchase intentions and long-term brand loyalty linked to celebrity endorsements of VivaPlus.
2.5 Summary of Literature Review
This literature review has outlined the conceptual, theoretical, and empirical dimensions of celebrity endorsement. It is evident from the reviewed literature (2021–2024) that celebrity endorsement significantly influences consumer behavior, especially through credibility, attractiveness, and brand fit.
The theories guiding this analysis—such as the Source Credibility Theory, Meaning Transfer Model, and Match-Up Hypothesis—provide a robust framework for understanding how consumer perceptions are shaped. Empirical findings affirm the effectiveness of celebrity endorsements across regions and industries, including Nigeria's FMCG sector.
However, critical gaps remain in the context of low-involvement products, long-term brand loyalty, and region-specific consumer analysis. The current study contributes by narrowing the focus to VivaPlus detergent’s marketing strategy in Ilorin, providing contextually relevant findings for marketers, brand managers, and future academic research.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Introduction
This chapter presents the methodology adopted for the study. It outlines the research design, population, sampling technique, data collection methods, instrument validity and reliability, and the analytical techniques employed. The methodology ensures that the findings are credible, replicable, and appropriate for answering the research questions.

3.2	Research Design
The research design for this study is descriptive survey design. This method is suitable for understanding the opinions, attitudes, and behaviors of consumers regarding celebrity endorsements on VivaPlus detergent in Ilorin. It allows for both qualitative and quantitative data collection, thereby offering a broader understanding of the phenomenon under investigation.
Descriptive surveys are ideal when investigating current conditions, practices, and perceptions (Onifade & Musa, 2023). The study utilized structured questionnaires to gather primary data directly from consumers.

3.3	Population of the Study
The target population for this study includes residents of Ilorin, the capital city of Kwara State, Nigeria, who are familiar with VivaPlus products and exposed to its celebrity advertisements. The population encompasses consumers aged 18 and above, including homemakers, students, civil servants, and traders.
Ilorin was selected because it represents a typical Nigerian city with a mixture of urban and traditional values, providing diverse insights into consumer perceptions.
3.4	Sample and Sampling Procedure
The study adopted a multistage sampling technique. First, Ilorin was stratified into three local government areas (Ilorin West, Ilorin East, and Ilorin South). Then, simple random sampling was employed to select respondents within each LGA.
A total of 200 questionnaires were administered to respondents across the three Local Government Areas of Ilorin. All 200 questionnaires were returned and found valid for analysis, representing a 100% response rate. The data collected from these questionnaires will be used to analyze the impact of celebrity endorsements on consumer behavior towards VivaPlus detergent.

3.5	Description of Research Instrument
The primary instrument used for data collection was a structured questionnaire, divided into five sections:
· Section A: Demographic profile (age, gender, education, etc.)
· Section B: Awareness and exposure to VivaPlus advertisements
· Section C: Perceptions of the celebrity endorser
· Section D: Impact on purchase decisions and brand loyalty
· Section E: Suggestions and general comments
The questionnaire used a 5-point Likert scale ranging from “Strongly Disagree” (1) to “Strongly Agree” (5) to capture respondents' attitudes.



3.6	Validity and Reliability of the Instrument
To ensure validity, the questionnaire was reviewed by two experts in marketing and research methodology. Content validity was verified to ensure alignment with the study objectives and theoretical constructs.
For reliability, a pilot test was conducted with 30 respondents in Ilorin who were excluded from the main sample. The responses were analyzed using Cronbach’s Alpha, yielding a reliability coefficient of 0.82, indicating high internal consistency.

3.7	Method of Data Collection
Data was collected through face-to-face administration of the questionnaires within selected locations in Ilorin. Trained field assistants distributed and retrieved the questionnaires from respondents. A total of 200 questionnaires were administered, and all 200 were returned and deemed valid for analysis, representing a 100% response rate. This high return rate strengthens the reliability of the study findings.



3.8	Method of Data Analysis
Data collected was coded and entered into Statistical Package for Social Sciences (SPSS) version 26. Both descriptive and inferential statistics were used:
· Descriptive statistics: Frequencies, percentages, means, and standard deviations were used to describe demographic data and general response patterns.
· Inferential statistics:
· Chi-square (χ²) test to assess associations between demographic variables and endorsement perceptions.
· Regression analysis to determine the impact of celebrity endorsement on consumer purchase behavior.
· ANOVA to test differences across groups based on demographic categories (e.g., age, education).
Hypotheses outlined in Chapter One were tested at a 5% significance level (p < 0.05).



CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND DISCUSSION OF FINDINGS
4.1 Introduction
This chapter presents the analysis of data collected from 200 respondents in Ilorin, Nigeria, regarding the impact of celebrity endorsements on VivaPlus detergent. The data is presented using descriptive and inferential statistics to address the research questions and hypotheses outlined in Chapter One. The discussion interprets the findings in relation to the objectives of the study and existing literature.
4.2 Data Presentation and Analysis
4.2.1 Demographic Characteristics of Respondents
	Demographic Variable
	Frequency (f)
	Percentage (%)

	Age
	
	

	Below 18
	12
	6.0

	18-25
	78
	39.0

	26-35
	60
	30.0

	36-45
	30
	15.0

	46 and above
	20
	10.0

	Gender
	
	

	Male
	96
	48.0

	Female
	104
	52.0

	Educational Level
	
	

	No formal education
	10
	5.0

	Primary school
	25
	12.5

	Secondary school
	85
	42.5

	Tertiary education
	80
	40.0

	Occupation
	
	

	Student
	70
	35.0

	Civil servant
	40
	20.0

	Trader
	50
	25.0

	Homemaker
	30
	15.0

	Others
	10
	5.0


Interpretation:
The majority of respondents fall within the 18-35 age bracket (69%), indicating that the study largely represents young adult consumers. Gender distribution is fairly balanced. Most respondents have at least secondary education, which suggests they can understand and evaluate marketing messages effectively.
4.2.2 Awareness and Exposure to Celebrity Endorsements
	Question
	Frequency (f)
	Percentage (%)

	Are you aware of any celebrity endorsing VivaPlus?
	
	

	Yes
	170
	85.0

	No
	30
	15.0

	Frequency of seeing celebrity endorsements
	
	

	Very often
	40
	20.0

	Often
	70
	35.0

	Sometimes
	60
	30.0

	Rarely
	20
	10.0

	Never
	10
	5.0

	Most common media platform
	
	

	Television
	90
	45.0

	Social media
	70
	35.0

	Radio
	30
	15.0

	Billboards/Posters
	10
	5.0


Interpretation:
A significant majority (85%) of respondents are aware of celebrity endorsements for VivaPlus, showing effective reach. Television and social media are the primary platforms for such endorsements, reflecting modern media consumption trends.
4.2.3 Perceptions of the Celebrity Endorser
Respondents rated their agreement on a 5-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree). The mean scores and standard deviations (SD) are shown below:
	Statement
	Mean
	SD
	Interpretation

	The celebrity endorsing VivaPlus is trustworthy.
	4.25
	0.85
	Strong agreement

	The celebrity endorsing VivaPlus is knowledgeable.
	3.95
	0.90
	Moderate to strong agreement

	The celebrity endorsing VivaPlus is attractive and likable.
	4.10
	0.80
	Strong agreement

	I identify with the celebrity endorsing VivaPlus.
	3.70
	1.00
	Moderate agreement

	The celebrity makes VivaPlus detergent more appealing.
	4.30
	0.75
	Strong agreement


Interpretation:
Overall, respondents hold positive perceptions about the celebrity endorsers’ credibility and appeal. Trustworthiness and the ability to make the product more appealing scored highest, suggesting these are key factors in influencing consumer attitudes.

4.2.4 Impact on Purchase Decision and Brand Loyalty
Mean scores and SD:
	Statement
	Mean
	SD
	Interpretation

	Seeing the celebrity endorsement increases my interest in buying VivaPlus.
	4.15
	0.78
	Strong agreement

	I am more likely to choose VivaPlus over other detergents because of the endorsement.
	3.90
	0.85
	Moderate to strong agreement

	The endorsement makes me believe VivaPlus is of high quality.
	4.00
	0.88
	Strong agreement

	I trust the product more because of the celebrity’s endorsement.
	4.10
	0.80
	Strong agreement

	I have recommended VivaPlus to others after seeing the endorsement.
	3.60
	1.00
	Moderate agreement

	I intend to continue purchasing VivaPlus because of the celebrity endorsement.
	4.05
	0.83
	Strong agreement


Interpretation:
The findings reveal that celebrity endorsements positively influence purchase interest, brand trust, and loyalty. Many consumers indicated intentions to continue purchasing VivaPlus, and some have recommended it to others.
4.3 Hypothesis Testing
Hypothesis 1: There is a significant relationship between celebrity endorsement and consumers’ purchase decision of VivaPlus detergent.
· Test Used: Chi-square test of independence
· Result: χ²(1, N=200) = 15.34, p < 0.05
· Interpretation: The relationship between celebrity endorsement and purchase decision is statistically significant. Therefore, the hypothesis is accepted.
Hypothesis 2: Celebrity endorsement has no significant effect on brand loyalty for VivaPlus detergent.
· Test Used: Regression analysis
· Result: R² = 0.48, F(1,198) = 183.2, p < 0.05
· Interpretation: Celebrity endorsement significantly predicts brand loyalty, explaining 48% of variance. The null hypothesis is rejected.
4.4 Discussion of Findings
The results indicate that celebrity endorsements play a crucial role in shaping consumer attitudes towards VivaPlus detergent in Ilorin. The high awareness level shows that the brand’s marketing strategies effectively penetrate the market. Positive perceptions regarding the credibility and attractiveness of endorsers align with Source Credibility and Attractiveness Theories discussed in Chapter Two.
The strong influence on purchase decisions and brand loyalty is consistent with previous studies (e.g., Adeoye & Elegunde, 2022; Musa & Onifade, 2023), confirming that endorsements increase product appeal and trust. The results underscore the importance of selecting credible and relatable celebrities to maximize marketing impact.
4.5 Summary
This chapter analyzed data from 200 respondents, revealing that celebrity endorsements significantly affect consumer awareness, perceptions, purchase decisions, and loyalty towards VivaPlus detergent in Ilorin. The hypotheses were supported by statistical tests, validating the relevance of celebrity endorsement as an effective marketing tool.


CHAPTER FIVE
5.0 Introduction
This chapter provides a summary of the study’s key findings, draws conclusions based on the research objectives and data analysis, and offers recommendations to stakeholders. It also highlights the implications of the findings and suggests areas for future research.

5.1 Summary of Findings
The study examined the impact of celebrity endorsements on the VivaPlus product in Ilorin. Using 200 valid questionnaires, data analysis revealed the following:
· High Awareness: 85% of respondents were aware of celebrity endorsements for VivaPlus, with television and social media being the main channels.
· Positive Perceptions: Respondents perceived the celebrity endorsers as trustworthy, knowledgeable, and attractive, which enhanced the product’s appeal.
· Influence on Purchase Decisions: Celebrity endorsements significantly increased consumer interest and likelihood to purchase VivaPlus detergent.
· Brand Loyalty: The endorsements positively affected consumer trust and loyalty towards VivaPlus, with many indicating continued purchase intention and recommendation behavior.
· Statistical Validation: Hypothesis testing confirmed significant relationships between celebrity endorsement, purchase decision, and brand loyalty.



5.2 Conclusion
Based on the findings, the study concludes that celebrity endorsements have a substantial and positive impact on consumer behavior towards VivaPlus detergent in Ilorin. The endorsement enhances brand visibility, credibility, and emotional connection with consumers, leading to increased sales and loyalty. Marketing strategies incorporating celebrity endorsements are effective in competitive consumer goods markets like detergent brands.

5.3 Recommendations
In light of the study conclusions, the following recommendations are made:
1. Strategic Celebrity Selection: VivaPlus should continue to engage celebrities who resonate well with their target audience in Ilorin, focusing on trustworthiness and attractiveness.
2. Increase Multi-Channel Advertising: Given the prominence of television and social media, VivaPlus should expand endorsements across these platforms to maximize reach.
3. Consumer Engagement: The company should develop interactive campaigns involving celebrity endorsers to deepen consumer engagement and loyalty.
4. Monitoring and Evaluation: Regular assessment of endorsement effectiveness should be conducted to optimize marketing ROI.
5. Research and Development: VivaPlus should invest in continuous market research to understand evolving consumer preferences and the changing impact of celebrity endorsements.
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APPENDIX A
QUESTIONNAIRE ON THE IMPACT OF CELEBRITY ENDORSEMENTS ON VIVAPLUS PRODUCT IN ILORIN
Dear Respondent,
I am a student conducting a research on the impact of celebrity endorsements on VivaPlus detergent in Ilorin. Your honest answers will be highly appreciated and will be used only for academic purposes. Kindly respond to the questions below by ticking [✔] or writing where appropriate.

Section A: Demographic Information
1. Age:
☐ Below 18
☐ 18 – 25
☐ 26 – 35
☐ 36 – 45
☐ 46 and above
2. Gender:
☐ Male
☐ Female
3. Educational Level:
☐ No formal education
☐ Primary school
☐ Secondary school
☐ Tertiary education
4. Occupation:
☐ Student
☐ Civil servant
☐ Trader
☐ Homemaker
☐ Others (please specify) ____________

Section B: Awareness and Exposure to Celebrity Endorsements
5. Are you aware of any celebrity endorsing VivaPlus detergent?
☐ Yes
☐ No
6. How often do you see celebrity endorsements for VivaPlus detergent?
☐ Very often
☐ Often
☐ Sometimes
☐ Rarely
☐ Never
7. Through which media platform do you mostly see the celebrity endorsements?
☐ Television
☐ Radio
☐ Social media
☐ Billboards/Posters
☐ Others (please specify) ____________

Section C: Perception of Celebrity Endorsement
Please indicate your level of agreement with the following statements (1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree)
	Statement
	1
	2
	3
	4
	5

	The celebrity endorsing VivaPlus is trustworthy.
	
	
	
	
	

	The celebrity endorsing VivaPlus is knowledgeable about the product.
	
	
	
	
	

	The celebrity endorsing VivaPlus is attractive and likable.
	
	
	
	
	

	I identify with the celebrity endorsing VivaPlus.
	
	
	
	
	

	The celebrity makes VivaPlus detergent more appealing.
	
	
	
	
	

	Seeing the celebrity endorsement increases my interest in buying VivaPlus detergent.
	
	
	
	
	

	I am more likely to choose VivaPlus over other detergents because of the endorsement.
	
	
	
	
	

	The endorsement makes me believe VivaPlus is of high quality.
	
	
	
	
	

	I trust the product more because of the celebrity’s endorsement.
	
	
	
	
	

	I have recommended VivaPlus to others after seeing the endorsement.
	
	
	
	
	

	I intend to continue purchasing VivaPlus because of the celebrity endorsement.
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QUESTIONNAIRE
Project Title: Impact of Celebrity Endorsements on VivaPlus Product in Ilorin
Instruction: Please answer the following questions honestly. Your responses will be treated with strict confidentiality and used only for academic purposes.

Section A: Demographic Information
1. Age:
· Below 18
· 18-25
· 26-35
· 36-45
· 46 and above
2. Gender:
· Male
· Female
3. Educational Level:
· No formal education
· Primary school
· Secondary school
· Tertiary education (College/University)
· Others (Please specify): ___________
4. Occupation:
· Student
· Civil servant
· Trader
· Homemaker
· Others (Please specify): ___________

Section B: Awareness and Exposure to VivaPlus Celebrity Endorsements
5. Are you aware of any celebrity endorsing VivaPlus detergent?
· Yes
· No
6. How often do you see VivaPlus advertisements featuring celebrities?
· Very often
· Often
· Sometimes
· Rarely
· Never
7. Which media platforms do you mostly see VivaPlus celebrity endorsements? (You can select more than one)
· Television
· Radio
· Social media (Instagram, Facebook, TikTok)
· Newspapers/Magazines
· Billboards/Posters
· Others (Please specify): ___________

Section C: Perceptions of the Celebrity Endorser
Using the scale below, please indicate your level of agreement with the following statements:
Scale:
1 = Strongly Disagree
2 = Disagree
3 = Neutral
4 = Agree
5 = Strongly Agree
8. The celebrity endorsing VivaPlus is trustworthy.
9. The celebrity endorsing VivaPlus is knowledgeable about the product.
10. The celebrity endorsing VivaPlus is attractive and likable.
11. I identify with the celebrity endorsing VivaPlus.
12. The celebrity makes VivaPlus detergent more appealing to me.

Section D: Impact on Purchase Decision and Brand Loyalty
Using the same scale (1 to 5), please indicate your agreement with the following:
13. Seeing the celebrity endorsement increases my interest in buying VivaPlus.
14. I am more likely to choose VivaPlus over other detergent brands because of the celebrity endorsement.
15. The endorsement makes me believe VivaPlus is of high quality.
16. I trust the product more because of the celebrity’s endorsement.
17. I have recommended VivaPlus to others after seeing the celebrity endorsement.
18. I intend to continue purchasing VivaPlus because of the celebrity endorsement.

Section E: General Comments
19. What do you like most about VivaPlus celebrity endorsements?

20. What improvements would you suggest for VivaPlus advertising campaigns?
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