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[bookmark: _Toc41954435]Executive Summary
This document is a report of a research study that was conducted about celebrity endorsement in a large non-profit organization. The main objectives of the study were to find out whether celebrities can be used to market non-profit organizations and whether attributes of celebrities such as celebrity expertise, celebrity’s fit with the non-profit organization, negative information about the celebrity, credibility of the celebrity, expertise of the celebrity) and also consumer-related factors such as consumer familiarity with the celebrity, consumer attitude towards the celebrity influence people’s attitudes towards and perceptions of the non-profit organization endorsed. The research was exploratory and data was collected using direct observation of people getting services from the organization and other members of the public reacting to an advert by a celebrity endorser. Interviews and surveys were also used. The data was analyzed through relation and correlation analysis to infer the meanings of the responses obtained from a sample of 500 respondents. The sampling method used was random sampling based on the non-probability technique of convenience sampling. The study results revealed that, just as had been hypothesized, the celebrity factors named above have a direct influence on people’s evaluation of the organization and the attitudes formed about the organization. The results imply that non-profit organizations have to be careful when using celebrity endorsers to choose only those whose character and attributes resonate with their values and also those celebrities should be held or perceived in a good light by the public in order to gather support for the organization through donations and increased volunteering.
Market Research Project Report on Celebrity Endorsement
[bookmark: _Toc41954436]Background and Problem Definition
[bookmark: _Toc41954437]Decision-Making Problem Statement
There is no doubt that celebrity endorsement is being used worldwide by many brands and companies to market their products. This means the using celebrities to champion or market a brand is an effective strategy is positioning a brand or a product in the market. However, it is not clear whether celebrity endorsement can be used to market non-profit organizations to affect customers’ attitudes and evaluations, such in areas such as donations and increased volunteering (Louie & Obermiller, 2002). Non-profit organizations also struggle to market their services or positioning themselves within the environments in which they operate and various strategies need to be applied to stimulate their effectiveness in their operations. To market themselves, they also need marketing strategies. The focus of this study was, therefore to see whether celebrities.
Celebrity endorsement is effective only when the celebrity selected resonates with the values and brand being endorsed. Otherwise, if an organization tries to use a celebrity whose values and behaviour, as well as characteristics, do not resonate with the rad being marketed, negative consequences are bound to be experienced (Sharma et al., 2019). This is because people associate the behaviour of the endorser with the organization he or she endorses. Therefore, this implies that organizations have to engage in critical research to ascertain the appropriateness of the celebrity or person being used to influence customers or attract audience to the organization or brand being marketed (Biswas, Biswas & Das, 2006).
This research was based on the celebrity endorsement scenario where the director of a large non-profit organization is seeking to know the effects of celebrity endorsement on customer-related factors and whether it also affects the perception of people about the non-profit organization. The director of a large non-profit organization is seeking to understand the impacts that celebrity-related factors such as celebrity credibility, negative information about the celebrity and expertise of the celebrity, as well as consumer-related factors such as consumer’s familiarity with the celebrity and consumer’s attitude about the celebrity affect people’s evaluation and attitude about the endorsed organization and whether celebrity endorsement fits non-profit organizations (Bergkvist & Zhou, 2016).
Therefore, the research problem in this research study was to unravel whether celebrity endorsement is an effective strategy for a non-profit organization. Whether the use of celebrities has the same effect for non-profit organizations as it does for profit-oriented organizations in society. Therefore, the focused on exploring the effects that celebrity-related factors, as well as the consumer factors, have on people’s perception of an organization in the case of a non-profit organization.
This problem exploration can help the director of the large non-profit organization to determine whether or not to use celebrity endorsement for the organization in terms of seeking to increase volunteering and donations to the organization. Looking at the scenario, the director is keen on finding the various effects that celebrity factors such as celebrity expertise, celebrity credibility and information about the celebrity have on a non-profit organization. It is was therefore important to explore this problem that the director faces to enable him make a decision.
[bookmark: _Toc41954438]Objectives of the Study
As mentioned above, the objective of this research study was to determine the effectiveness of using celebrity endorsement in a non-profit organization such as that in the scenario that was selected for this study. More specifically, the objective was to find out whether there is a direct correlation between celebrity credibility and information about celebrity and the attitudes people form about the brands they endorse. Furthermore, the study objective was to determine the effects of consumer consumer-related factors such as consumer familiarity with the celebrity and consumer attitude towards the celebrity influence people’s attitudes towards and perceptions of the non-profit organization endorsed. Finally, the study endeavoured to find out whether people’s attitudes of the non-profit organization using a celebrity endorser differ depending on different types of customers such as females and male and people of color and whites.
[bookmark: _Toc41954439]Research Questions
To be able to fulfill the objective of the study, research studies had to be used to collect data and to focus the research process. The design of the study was exploratory, meaning that the researcher explored the phenomenon under study to find the effect of celebrity endorsers on the people’s evaluation and attitude towards a non-profit organization. The research questions that the study seeked to answer were:
1. Can celebrity endorsement be used to market non-profit organizations and attract more volunteering and donations?
2. How does the choice of the celebrity used by a non-profit organization affect the success rate of the organization being endorsed by the celebrity?
3. Does familiarity with the celebrity and information about the celebrity affect people’s evaluation of the non-profit organization using them?
4. Does celebrity credibility, appearance and expertise of the celebrity, as well as the perception of the celebrity among people, influence how people evaluate and view a non-profit organization that uses them to market and endorse them?
5. Does celebrity endorsement success in non-profit organizations depend on the characteristics of consumers being targeted such as gender and race?
[bookmark: _Toc41954440]The Importance and Benefits of this Study
This study is very important because it provides the much-needed answer to many non-profit organizations struggling to get effective marketing strategies for themselves. Therefore, this study is important because it provided the answer and a framework on how non-profit organizations can effectively use celebrity endorsers to attract customers and affect important operations such as donations and increase volunteering to support their agenda and operations in society. The study is, therefore, important as it will help to provide information about how customer-related factors such as the perception of the customer about the celebrity and the public information about the celebrity affects the attitudes of people and people’s evaluation of the organization that uses them. This information will be beneficial to non-profit organizations and help them in effectively selecting and using public influencers such as celebrities in marketing themselves and attracting donations (Silvera & Austad, 2004).
The benefit of the study is that it will help non-profit organizations and even profit-making organizations to ensure loyalty among their customers. This is because this study will offer insight on the effective integration of celebrity endorsers in marketing organizations and through this, directors and managers of non-profit organizations will learn the best way of using celebrity endorsement in marketing their organizations. This will go a long way in preserving the loyalty of their customers as they will choose celebrities whose characteristics and attributes as well as values and public perception resonates with their core values and principles to ensure that they do not offend their potential and current customers. This study is also beneficial to directors as it informs on the significance and importance of considering customer-related factors in selecting a celebrity endorser to use in marketing the organization.
[bookmark: _Toc41954441]The Research Hypotheses and Literature
Hypotheses are presumptions that are yet to be proven through research. They can be confirmed or rejected after the results of the study are analyzed and conclusions reached. For this study, the hypotheses revolved around the answers to the above research questions.
For this study, it was hypothesized that celebrity endorsement, just as used in profit-making organizations can also be used to market a non-profit organization and lead to better results in terms of volunteering and donations. It was also hypothesized that the characteristics of the celebrity selected determine the success of the brand or organization that they market or endorse. Another hypothesis was that there is a direct relationship between the customer-related factors such as customer knowledge of the celebrity, the customer perception of the celebrity and the attitudes that the customers form as well as the evaluation of the non-profit organization that uses them. It was further hypothesized that the evaluation of the organization and people’s attitudes about the organization using a celebrity endorser does not vary by gender or race, the effect is the same regardless of gender or race for customers.
These assumptions are based on the information found in the literature about how people associate individuals to the brands they market. According to Zhu, Teng, Foti & Yuan (2019), people create associations between the behaviour of and attributes of the celebrity endorser to the organizational values. This means that they associate the behaviour of the endorser with the organization (Boerman & Kruikemeier, 2016). Therefore, if the endorser such as Kidman portrays honesty and humanity, they tend to think that the organization that Nicole Kidman endorses values honesty and humanity as well. These associations, therefore, determine the evaluations and people’s attitudes towards a non-profit organization endorsed by the celebrity endorser (Wang, Kao & Ngamsiriudom, 2017).
Other researchers that have studied marketing strategies have found themselves exploring the use of celebrity endorsers as one of the strategies. Literature indicates that celebrity endorsement has a great potential of bringing about a greater competitive advantage to an organization that uses it effectively (La Ferle & Choi, 2005). Effective use of celebrity endorsement has been widely used in organizations inclined towards making a profit. This is because even the celebrities themselves derive financial benefits from being ambassadors or endorsing brands and organizations (Louie & Obermiller, 2002). However, in a non-profit organization where there are no perceived financial benefits, many celebrities have had to endorse organizations because they want to improve their public image. This is because every person wants to be viewed as helping of good in society (Zhu et al., 2019).
In situations where the celebrity endorser accepts to endorse a non-profit organization for personal reasons of improving public image that is already tainted, negative attitudes and evaluations about the organization can come as a result (Pradhan, Duraipandian & Sethi, 2016). It is, therefore important for non-profit organizations to use celebrity endorsers that are truly, in their deeds and character, in tandem with the values and principles of the organization so that they can help to attract donations and more volunteering that is beneficial to the organization being endorsed.
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[bookmark: _Toc41954443]Overall Type Research Design
This research study was exploratory. This is because it explored and area that has not been extensively researched. This research study explored whether celebrity endorsers can be used to market large non-profit organizations and whether the celebrity endorser used affects people’s evaluations of the organizations and the attitudes of people towards the organization. The study explored the effect of customer factors in regard to celebrity endorsers, such as information available about the endorser and the customer familiarity with the endorser affect the success of the endorsement in a non-profit organization. There is little known about this and exploratory design is good for studies where there is little research or literature about the phenomenon under study (Stebbins, 2010).
Exploratory research design was important because of the nature of the phenomena that were under study. The people’s attitudes and people’s evaluations of the organization were the phenomena under study and there was need to see how these are affected by the characteristics of the endorser used by the organization. To find a relationship between the celebrity endorser and the attitudes that people form towards the organization, and evaluations of those people about the organization they endorse, the study had to explore various factors that affect people’s attitudes towards the organization with a close focus on the celebrity endorser and characteristics of endorsers as influencers and the effect they have on customers.
[bookmark: _Toc41954444]Sampling
For this study, A sample of 500 people was used for this study. These were randomly selected from the members of the institution in which I study and the public. Sampling was done randomly to give an equal chance to every person to participate in this study for the credibility and reliability of the results of the study to be ensured. The sample included of both men and women of various races who got services from a large non-profit organization.
A non-probability sampling technique was used, specifically, convenience sampling to ensure that the respondents that were used for the study were selected on the convenience of their availability and willingness to participate in the research study. Therefore, the respondents were acquired depending on convenience and not on some probability count. Those who were found to be conveniently available and willing to participate were used as respondents for this research study. The convenience non-probability technique was selected because at the non-profit organization, the trend of people coming in for services was not predictable and therefore, the researcher had to depend on the willingness of those who came.
[bookmark: _Toc41954445]Data Collection and Sources of Data
Data for this study was collected through various methods. One of the methods that were used was observation. This involved directly observing members of the public at a distance and listening in to their comments regarding various billboards and adverts of having the celebrity endorsing the non-profit organization. Participants were observed in terms of their facial expressions and their comments. This collection took place at points where there were advertising pictures and billboards as well and burners.
Apart from direct observation, surveys were also used. The surveys were in two categories, both online and physical surveys. Survey questions were printed on the survey sheet and distributed to the voluntary participants who were showing the willingness to answer the questions passionately and adequately. Furthermore, for those who accepted to take part in the research and had not time to complete the printed surveys instantly, they were given the soft copy of the survey via e-mail addresses which they filled and sent back within a period of 3 days.80% of the online surveys given through e-mails were returned fully completed.
Data was also collected from secondary sources such as books, journal articles and other scholarly materials that addressed celebrity endorsement as a strategy of marketing. Other credible sources and websites were used for gathering information about the effectiveness of celebrity endorsers in non-profit organizations. Newspapers and magazines were also scrutinized to find information for the purpose of this research study. However, scholarly journal articles and books were the main secondary sources that were used in this study.
Direct interviews were also used where the respondents and the researcher met face to face in a direct verbal interview and the responses were recorded using a tape recorder. Notes were also taken during the interview to compliment the information recorded on the tapes.
In order to ensure that the research study remained ethical, no participants were supposed to indicate their names. Furthermore, for the observation, there was prior publication notifying the public that they were being observed for the purposes of doing this research study. Seeking participants’ consent is crucial to ensure compliance with the code of ethics in research. The researcher also made sure that the anonymity of the participants was guaranteed. There was no harm that was to come to the participants as a result of taking [art in the study. Financial inducement to convenience people to take part was not used and this was to ensure the credibility of the results of the research study.
[bookmark: _Toc41954446]Measurement
The measurements that were taken in this research study include celebrity expertise. Celebrity expertise was measured in terms of the skills and knowledge of the celebrity endorser of the non-profit organization that was being endorsed and its values and the objectives of the marketing campaign. Celebrity expertise is important when it comes to celebrity endorsement because it determines the appropriateness of the way the celebrity endorses and organization or brand. It is key for measuring the effectiveness of celebrity endorsement marketing (La Ferle & Choi, 2005).
Celebrity credibility. The credibility of the celebrity was measured in terms of the level of trustworthiness, transparency and confidence (Spry, Pappu & Cornwell, 2011). The credibility of the celebrity endorser goes a long way in determining the type of attitudes that they elicited from the target customers or market about the organizations or brands that they endorse. Therefore, measuring the credibility of the endorser helps in judging whether the attitudes of people and evaluations of the organization emanate from the celebrity credibility factors.
Consumer attitudes, on the other hand, were measured in terms of the degree of like or dislike of the endorser and the organization after seeing the endorsement advert. This included measuring the facial expressions on a scale running from very sad to very happy. The attitudes were measured in terms of like and dislike of the non-profit brands. This mainly dealt with participant responses and comments observed, found through research and collected through surveys.
[bookmark: _Toc41954447]Data Analysis and Results
Since the research study was conducted qualitatively, the analysis of the data also happened qualitatively. The data was sorted and analyzed in terms of the quality of responses given in relation to the characteristics of the celebrity endorser used. Frowns and signs of disbelief on faces of respondents were taken to mean dissatisfaction with the celebrity endorser. A happy face and nodding the head were taken as affirmations and satisfaction with the celebrity endorser selected for the non-profit organizations.
The degree of likeness was analyzed in terms of dislike and likes. A like showed a direction correlation with the dissatisfaction with the celebrity endorsement. Dislikes were taken to mean dissatisfaction on the part of customers of the organization. Correlation between the dislikes as well as likes with the characteristics of the endorser being used was analyzed. The analysis involved finding the reasons for the dislike and like as indicated by the facial expressions, surveys and observed behaviours among the sample used for the study.
A correlation analysis was used because in this study, the objective was to explore whether the celebrity endorsement can be sued to market anon-profit organization and whether celebrity-related factors such as credibility and expertise affect the attitudes and evaluations of people about the organization. The study also explored whether the customer-related factors such as customer familiarity with the celebrity and customer perception about the celebrity affect their effectiveness in non-profit organization endorsement. As such, the study was exploratory and therefore, the answers to the research question had to be found through relating the data collected about customer reactions to the celebrity used to be able to arrive at conclusions.
The reactions of the participants were analyzed in terms of the attitudes they showed after seeing the celebrity endorsement billboards advertising the large non-profit organization. The evaluations were also analyzed in terms of their inclination to support the endorsement or suggestions not supporting the endorsement (Goldsmith et al. 2000). Research had to be done about the endorser to find out their characteristics and values so as to correlate them with the reactions of the participants towards their endorsement.
The analysis process also went beyond the primary data to analyzing the literature available about the formation of associations among people. Feelings of sadness and disgust are associated with dissatisfaction with the endorser in question and this analysis helped a lot in determining the correlations of the participants’ reactions and the endorsers they reacted to.
In a nutshell, data was analyzed through direct scrutinizing of the responses and relating them to the characteristics of the endorser as well as customer factors. The analysis was also done by inferring meaning from the data collected to arrive at meaningful information from those responses. The results revealed that the customer factors such as familiarity with the celebrity, public available information about the endorser and the perception about the endorser affected the attitudes and evaluations that people formed about the non-profit organization.
[bookmark: _Toc41954448]Conclusions, Recommendations and Limitations.
The findings also found that celebrity endorsers can be in non-profit organizations but their credibility and expertise affect the evaluations people form and attitudes people form about the organization they endorser. These findings imply that people form associations between the behaviour of people and their characteristics with those organizations that they associate with (Choi & Rifon, 2012). A celebrity endorser character and behaviour are immediately connected and taken to be the characteristics of the organization that they endorser. This is because people believe that for such endorsement to happen, analysis of the suitability of the endorser is done by the organization (Bergkvist, Hjalmarson & Mägi, 2016). Therefore, an honest endorser leads people to think that the organization is honest in its dealings. A dishonest endorser means that the organization is crafty and dishonest.
It is therefore recommended that non-profit organizations should evaluate the suitability of the celebrities they have before using them to ensure that the celebrities they chose to endorse them possess characteristics and attributes that are in tandem with their values and goals. The endorsers should also be held in good light among the public to a great extent in order to impact people’s attitudes about the organization positively (Bergkvist & Zhou, 2016). This can go a long way in increasing donations and increase voluntary participation by the public.
The limitation of this research study is, however, that the sample used was thin and only concentrated in one area. It would have been better if the research study observed people in different regions and in various non-profit organizations to see if the results tally in all of them before making conclusions.
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[bookmark: _Toc41954452]Table 1: Conceptual Definitions
	Concept
	Definition

	Exploratory Research
	Exploratory research is the process of investigating a problem that has not been studied or thoroughly investigated in the past . Exploratory type of research is usually conducted to have a better understanding of the existing problem, but usually doesn’t lead to a conclusive result (Stebbins, 2010).

	Celebrity endorsement
	Forming a working relationship between a brand and an influential individual ins society who resonates with the brand and therefore acts as the brand ambassador (Silvera & Austad, 2004)

	Celebrity credibility
	Can be defined as trustworthiness, expertise and confidence of the celebrity to communicate the message of the brand effectively and confidently. Also refers to the holding of views and ideas that are truthful and believable (Goldsmith, Lafferty & Newell, 2000)

	Brand
	It can be a type of product that is produced or manufactured by a company under a particular name or an identity or even an image regarded as an asset (Pradhan, Duraipandian & Sethi, 2016)

	People’s Attitudes
	People’s feelings and views as well as perceptions towards a person, an organization or a brand (Boerman & Kruikemeier, 2016)

	Sampling
	The process of obtaining a sample from a large population usually for the purpose of isolating and concentrating on the group for research purposes (Stebbins, 2010).



[bookmark: _Toc41954453]Table 2: List of Measures
	Number
	Measure and Reference

	1
	Celerity trustworthiness (Spry, Pappu. & Cornwell, 2011: p. 891)

	2
	Celebrity attractiveness (Spry, Pappu. & Cornwell, 2011: p. 891)

	3
	Celebrity Expertise (Spry, Pappu. & Cornwell, 2011: p. 891)

	4
	Percentage of Dislike (Spry, Pappu. & Cornwell, 2011: p. 891)

	5
	Percentage of Like (Spry, Pappu. & Cornwell, 2011: p. 891)
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[bookmark: _Toc41954455]Measurement Instrument: Questionnaire Used for Data Collection
1. Do you feel convinced by the endorser to be part of this organization? Please give a brief explanation of your answer …………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
2. Is the celebrity used by the organization effective in the endorsement? Why or why not? ………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….
3. Would you want to be part of this organization? …………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….
4. To what extent is your decision determined by the celebrity endorser you have seen on the company advert? …………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
5. What is your evaluation of this organization in relation to this advert? ………………………………………………………………………………………………………………………………………………………………………………………………
6. Does this celebrity used on this billboard affect what you feel about this non-profit organization? ……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
7. If the answer to question 7 is “Yes” In what way? …………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….

