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[bookmark: _Toc37990245]Executive Summary
Celebrity endorsement is widely applied by marketers in various fields to market products, brands and even champion particular views about a product, a brand or an organization. Most of the time, these celebrities are used for endorsement in profit-making organizations (Sharma, Morales, Gountas & Gountas, 2019). It is, therefore, thrilling to try to find out whether the same celebrity endorsement can work for non-profit organizations and their brands. This kind of study is perfect for an exploratory research design due to the fact that it seeks to explore the variables of celebrity-related factors and their connections to the attitudes and perceptions that people form towards the non-profit brands that use them. This kind of study is important in the sense that it provides an insight in the viability of celebrity endorsement for non-profit brands that often suffer from ineffective marketing strategies for their brands and products. The main objective of this study is, therefore, to find out whether celebrity credibility has a direct influence on attitudes and perception that people form towards the non-profit brand using the celebrity and to find out whether familiarity of the consumer with the celebrity as well as the information about the celebrity affects how people evaluate and view the organization or brand being endorsed by the celebrity. In this study, random sampling methods will be used and data will be collected through observation, interviews and surveys. Both primary and secondary sources of data will be used such as books, journal articles and credible web pages written by authorities in the field of marketing and brand endorsement. Some of the measurements that will be done in this study will include measurement of celebrity credibility measured in the subsets of trustworthiness, expertise and confidence, among other factors. Dislike and like percentages will also be measured. Data analysis will mainly take the form of thorough checking of the data to derive inferences of the implications of the respondents’ answers to interviews and survey questions and analysis of the observed behaviour and reactions.
A Market Research Proposal on Celebrity Endorsement
[bookmark: _Toc37990246]Background and Problem Definition
[bookmark: _Toc37990247]The Management/Decision Problem Statement
Celebrity endorsement of brands and products has been massively applied by marketers all over the world. Marketers have used celebrities that resonate with their products and products to endorse their products in the market. However, it remains critical to understand that celebrity endorsement works better celebrity-related factors such as celebrity credibility and appearance works and resonates with the brand or product being endorsed (Sharma, Morales, Gountas & Gountas, 2019). It is important to note that celebrity endorsement can backfire if the celebrity selected is evaluated in bad light by the consumers targeted by the brand being endorsed (Bergkvist & Zhou, 2016).
The scenario selected for this study proposal is the celebrity endorsement scenario where 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).
Even though celebrity endorsement has been used to market products and brands, it is not clear whether using celebrities in society can work for non-profit organizations. The problem this study will seek to explore is to unravel 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.
[bookmark: _Toc37990248]Importance and Benefit of the Study
This study will be important because it will help to provide insight on the diversity of use of celebrity endorsement in marketing organizations rather than the traditional application in promoting brands and products for profit organizations. Many non-profit organizations struggle with marketing their services and products and even marketing themselves and it remains viable to find out whether using famous people in the society who command a significant amount of influence such as Nicole Kidman can be used to market the products of non-profit organizations (Bergkvist, Hjalmarson & Mägi, 2016). This study will, therefore, befit many non-profit organizations because it will provide insight on how the choice of celebrity and how people view the celebrity affects the people’s evaluation of the organization that has used that particular celebrity as a brand or product endorser (Wang, Kao & Ngamsiriudom, 2017).
[bookmark: _Toc37990249]Research Objectives
The objectives of this research will be to find out whether celebrity endorsement can be used for non-profit brands and organizations. Another objective will be to explore whether or not there is a direct correlation between celebrity credibility and the attitudes people form about the brands they endorse.
[bookmark: _Toc37990250]Research Questions
This research study will take the form of exploratory research. This research study will seek to answer the following research questions:
1. Can celebrity endorsement be used to market non-profit organizations and their products and services?
2. How does the choice of the celebrity used affect the success rate of the product, brand or organization being endorsed by the celebrity?
3. Does familiarity with celebrity and information about the celebrity affect people’s evaluation of the organization using them?
4. Does celebrity credibility, appearance expertise and perception of the celebrity among people influence how people evaluate and view an organization that uses them to market and endorse their products?
5. Does celebrity endorsement success depend on the characteristics of consumers being targeted such as gender?
[bookmark: _Toc37990251]Hypotheses
In this study, it will be hypothesized that the information that people have celebrity expertise and celebrity credibility such as trustworthiness has a direct effect on the attitudes of people and perception of people towards and about a non-profit organization that uses celebrity endorsement. Furthermore, it will also be hypothesized that familiarity with the celebrity and attitude that people have towards the celebrity directly affects the perception and evaluation that people develop and have about non-profit brands and organizations.
The above-stated hypotheses are so because people tend to create associations between the organization being marketed and the person marketing or endorsing them. Therefore, in the event that Nicole Kidman is used to endorse a non-profit organization’s brand, people will, associate that brand to honesty and quality. In case a celebrity used is seen in bad light by people, especially the target market, people tend to associate the non-profit brand with dishonesty and low quality, for example, and as such, this can negatively affect the success of such endorsement (Zhu, Teng, Foti & Yuan, 2019).
[bookmark: _Toc37990252]Research Design
[bookmark: _Toc37990253]Type of Research Design
This research study will be exploratory in nature because it will be seeking to explore the effects that various celebrity-related factors and consumer-related factors have on the attitudes that people develop about non-profit brands. The study will also seek to explore the best way that celebrity endorsement can be utilized to champion or market non-profit brands. The exploratory approach is important for this research study because this study goes beyond describing concepts to finding out how the variables affect each other in the context of brand endorsement using celebrities.
[bookmark: _Toc37990254]Sources Data and Methods of Data Collection
Data for this research study will be collected from both secondary and primary sources. Some of the secondary data sources will be journal articles and other peer-reviewed sources that address the issue of brand endorsement in organizations. Furthermore, books and other credible sources such as websites with blogs written by marketing experts on the issue of celebrity endorsement will be used.
Apart from secondary sources, primary sources will be used such as surveys. Surveys will be developed and utilized to collect the opinions of people about a non-profit brand that has been endorsed by Nicole Kidman and the responses will be measured to determine the positivity or negatively of the attitudes developed by the respondents about the brand endorsed by the celebrity. The surveys will be designed in a way that they will have open-ended questions.
In addition to collecting information via surveys and secondary sources, data will also be collected through observation and voluntary interviews with the members of the public. Interviews will be a great compliment to the observation method that might not answer all the research questions of the study. Observations will take the mode of direct observations where the researcher will observe the reaction of people towards adverts done by a celebrity. The observations will focus on both genders, meaning both males and females will be observed directly. Interviews, on the other hand, will be designed in such a way that respondents will meet face to face with the interviewer.
[bookmark: _Toc37990255]Sampling Design
This study will deal with about 500 people who will be directly affected by the celebrity endorsement of a non-profit brand. They will include men and women who get services or products from the large non-profit organization under study.
The sampling technique that will be applied will be random sampling where respondents will be selected randomly but have to be in relation to the variables being studied. This means that from the public, everyone will have an equal chance of being selected to take part in the study.
The non-probability sampling method that will be used is the convenience sampling method which means that respondents will be selected based on convenience and availability. However, caution will be taken to sample those who seem to be directly affected by the celebrity endorsement of Nicole Kidman of a non-profit brand.
[bookmark: _Toc37990256]Measurement
The measurements that will be done include celebrity expertise, celebrity credibility. The credibility of the celebrity will be measured in terms of the level of trustworthiness, transparency and confidence (Spry, Pappu & Cornwell, 2011). Consumer attitude will be measured in terms of like and dislike of the non-profit brands. Responses will be measured in terms of like or dislike.
[bookmark: _Toc37990257]Data Analysis
Data collected will be analyzed through the sorting of responses of the sample used. Responses will be sorted to indicate likes and dislikes. Furthermore, data will also be analyzed by checking inferring the relationship between the celebrity used and the attitudes expressed by the respondents. The analysis will have to use calculations of the percentage of those liking and disliking to give an overview of whether the celebrity credibility directly affects people’s perception of the non-profit brand.
The data is likely to show a direct connection between celebrity credibility and the perceptions and attitudes that people develop towards the non-profit brand. Furthermore, the data is likely to show a direct influence of consumer familiarity with the celebrity and the information about the celebrity on the attitudes people develop towards the non-profit organization. This is because people form mental associations between people and what they do (Zhu, Teng, Foti & Yuan, 2019).
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[bookmark: _Toc37990260]Table 1: Conceptual Definitions
	Concept
	Definition

	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)



[bookmark: _Toc37990261]Table 2: List of Hypotheses
	Number
	Hypothesis

	1
	Information that people have celebrity expertise and celebrity credibility such as trustworthiness has a direct effect on the attitudes of people and the perception of people towards and about a non-profit organization that uses celebrity endorsement.

	2
	Familiarity with the celebrity and attitude that people have towards the celebrity directly affects the perception and evaluation that people develop and have about non-profit brands and organizations.



[bookmark: _Toc37990262]Table 3: 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)



[bookmark: _Toc37990263]Table 4: Schedule of the Study
	Date
	Activity

	1st May 2020
	Defining Problem Statement.

	2nd May 2020
	Defining The research questions.

	3rd May 2020
	Defining the objectives of the study.

	4th May 2020
	Budgeting for the Project Activities

	5th to 10th May 2020
	Sourcing funds for the research study.

	11th May 2020
	Setting up the research study Team.

	12th May 2020
	Preparing Questionnaires and Surveys.

	13th to 23rd May 2020
	Sampling respondents and administering surveys and questionnaires.

	24th May 2020
	Collecting data through observation.

	27th May 2020
	Conducting interviews.

	29th to 30th May 2020
	Compiling the data.

	1st to 3rd June 2010
	Analyzing data.

	5th to7th June 2020
	Compiling the final research report of the study.



