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PREFACE 

 

First and foremost, I have a high level of exposure to celebrity endorsements. Next, 

consumer opinions and preferences change over time. Besides, there is a lack of 

investigation into the influences of celebrity endorsements on Malaysian consumers’ 

purchase intentions, especially for sports equipment. Therefore, I am interested in 

studying the influences of celebrity endorsements on Malaysian consumers' 

purchase intentions toward sports equipment. This study spanned two semesters of 

my bachelor's degree. Furthermore, the purpose of this study is to determine the 

relationship between the influences of celebrity endorsements and consumers’ 

purchase intentions for sports equipment. In addition, the main research method 

used in this study is quantitative research. Additionally, this study targeted 

Malaysians aged 18 to 64 years. In addition to this, the research tools of this study 

include questionnaires and since there is no sampling frame, the sampling technique 

chosen for this study is convenience sampling under non-probability sampling. 

Apart from this, I would also like to express my sincere gratitude to Dr. Komathi 

a/p Munusamy, Dr. Sia Bik Kai, and Universiti Tunku Abdul Rahman (UTAR) for 

their full assistance and support. Other than that, limitations of the study include 

limitations to a specific population and geographic scope, the specific independent 

variables of the study, and a focus on celebrities rather than just athletes. In short, I 

have a better understanding of current celebrity endorsements, purchase intentions, 

and consumer preferences, which has contributed to my personal, academic, and 

future growth.  
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ABSTRACT 

 

First of all, the research problem is the lack of investigation into the influences of 

celebrity endorsements on Malaysian consumers’ purchase intentions, especially 

toward sports equipment. Next, the research objectives and research questions of 

this study are to determine the relationship between the influences of celebrity 

endorsements and consumers' purchase intentions toward sports equipment and to 

examine whether the influences of celebrity endorsements affect consumers' 

purchase intentions toward sports equipment. Besides, this study adopts the Theory 

of Planned Behavior (TPB) to predict consumers' behavioral intentions, with four 

independent variables (source credibility, source attractiveness, meaning transfer 

model, and product-celebrity match-up) and one dependent variable (purchase 

intention). In addition, a proposed conceptual framework and four hypotheses are 

developed. Furthermore, there are several studies that support the hypotheses 

proposed in this study. Additionally, Malaysians aged 18 to 64 were also targeted. 

Apart from this, this study also used quantitative research methods, questionnaire 

survey methods, and IBM Statistical Package for Social Sciences (SPSS) statistical 

software to collect and analyze data. Other than this, source credibility, source 

attractiveness, and product-celebrity match-up have a statistically significant 

influence on consumers' purchase intentions; however, the impact of the meaning 

transfer model on consumers' purchase intentions is not statistically significant. 

Therefore, H1, H2, & H4 are supported; however, H3 is rejected. Moreover, this 

study will also benefit businessmen or marketers who want to utilize celebrity 

endorsement as a marketing strategy. In addition to this, this study recommends 

expanding the target population and geographical scope, exploring other suitable 

independent variables, and focusing on athletes' endorsements toward sports 

equipment for future research.
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CHAPTER 1: RESEARCH OVERVIEW 
 

 

1.0 Introduction 

 

This chapter explains the research background, problem, objectives, questions, and 

significance. Nowadays, celebrity endorsement has become a popular marketing 

strategy in various industries to assist their business development, achieve business 

goals, and achieve success in the industry. However, there is still a gap in the 

understanding of the influences of celebrity endorsements on Malaysian consumers’ 

sports equipment purchase intentions. The purpose of this chapter is to address this 

gap by formulating some research objectives and questions. Besides, this chapter 

also clarifies the research implications. 

 

 

1.1 Research Background 

 

Lear, Runyan, and Whitaker (2009) found that the current state of marketing is 

typified by the extensive use of celebrity endorsements to promote goods and 

services. Although this marketing strategy is not new, it has spread more widely in 

recent years and helped firms and celebrities work together harmoniously. This is a 

way for marketers to make their products compete with and stand out from 

competing brands. Generally, sports equipment is endorsed by sports stars. 

 

According to Lear et al. (2009), the utilization of a well-known sports celebrity’s 

public recognition to promote or to be featured with merchandise in advertising is 

one definition of a sports celebrity endorsement. These sports stars involved those 

who are active, retired, or deceased athletes. Within the sports equipment industry, 

it is customary to solicit the endorsement and popularisation of different products 
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from sports stars and celebrities. These endorsements have shown to be quite 

successful at grabbing consumers’ interest and retaining their loyalty which covers 

anything from sporting goods to athletic clothing and footwear. 

 

Besides, celebrity endorsements have long been used by manufacturers and retailers 

because they think they influence consumers' purchasing decisions in a good way. 

Furthermore, endorsement deals frequently bring in more money for elite athletes 

than their real sports contracts do. However, it can backfire and cause issues for the 

firm supporting the celebrity endorser if they act in a way that offends their target 

population (Lear et al., 2009). Additionally, Stone, Joseph, and Jones (2003) found 

that they analyzed these endorsements in Sports Illustrated, a widely-read sports 

magazine in the United States. They discovered that the utilization of athletes as 

endorsers declined in the 1990s as compared to the 1980s. During this time, 

advertisers began to rely more on unknown models than on well-known athletes to 

market their products (Lear et al., 2009). 

 

A lot of merchants mostly depend on brand owners' advertising campaigns to 

highlight their flagship items in their stores. Successful product introductions and 

ongoing advertising campaigns are vital to the success of both manufacturing 

retailers and brand owners. Furthermore, experts still view print advertising as a 

viable marketing channel even in light of the considerable changes in retail 

promotion over the previous ten years mostly brought about by the internet's 

influence. Using athletes and other celebrities as endorsers for print advertising is 

one of the many possibilities available and it is generally accepted to be a successful 

way to market retail goods (Lear et al., 2009). 

 

Renton (2009) found that athletes are increasingly being used in advertisements as 

marketers look for unique ways to differentiate their goods in a crowded market. 

Both high-end and low-end products are supported by athletes. Moreover, it is 

important to determine how consumers feel about the endorsements and what they 

plan to purchase. Consumers' perceptions of a product and its marketing are 
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important factors when deciding whether to purchase it. Before learning about a 

brand or during an advertisement, consumers form opinions about a product and 

these beliefs influence their attitude in general. Therefore, their decision or intention 

to purchase the product is influenced by this mindset.  

 

Meenaghan (1995) emphasized that advertisements serve as a tool for product 

education and can assist in defining a brand's identity by connecting it to specific 

attributes. Some businesses have been effective in associating someone with their 

brand by using them in their advertising. Besides, Renton (2009) found that 

advertising has the ability to arouse consumers' emotions, arouse preferences, 

stimulate desire, and persuade them in a way that would ultimately enhance sales 

of the advertised goods. Furthermore, the main objective of advertising is to mold 

and strengthen the consumer's perception of what the brand stands for. In the end, 

marketers want to differentiate and add value to their products so that consumers 

will come back for more.  

 

According to Renton (2009), a brand is a unique name or symbol used to identify 

and set one seller or group of sellers apart from competitors' goods and services. 

From ready-to-wear apparel to household cleansers, brands are everywhere and 

communicate a certain image and set of distinctive features to consumers. 

Consumers can communicate their identities, beliefs, and goals through brands. 

Additionally, individuals purchase items considering their social and personal 

significance in addition to their usefulness. 

 

Athletes are essential to the advertising industry because they help consumers 

recognize brands, form favorable associations, and develop unique brand identities. 

They may be powerful brand ambassadors, especially for merchandise associated 

with their athletic accomplishments. Endorsements by sports stars can impact 

consumer purchases as a means of expressing their identity or as a way to impress 

others, particularly for high-end products (Renton, 2009). 

 

Some brands are well-known because of the status symbolism they provide to 

customers (Renton, 2009). In addition, O'Cass and Frost (2002) found that status is 
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a representation of evaluative judgments that communicate prestige or regard, and 

it affects consumer perceptions as well as marketers' financial performance. A 

company's financial success depends on its ability to stand out from the competition 

and have strong brand recognition. One successful tactic is to link items to athletes 

(Renton, 2009). 

 

 

1.2 Research Problem 

 

As part of their celebrity status, athletes are important product endorsers. Celebrity 

endorsers are well-known to the public and have long been a staple of advertising. 

Sports marketers capitalize on athletes' widespread appeal by linking their names 

to a variety of consumer goods in addition to sporting goods. Athletes have become 

prominent individuals in the media and product endorsements in addition to being 

stars in their respective industries. This is contributing to star power which is 

acknowledged as a critical component in favorably impacting the promotion and 

purchase of sports products (Renton, 2009). 

 

Sales of sneakers and apparel in the sports sector are significantly affected by athlete 

sponsorships. For example, sales of athletic reached $37.2 billion in 2002 and 

consumers spent over $7.3 billion on sneakers in 2003, fueled by the launching of 

popular sneakers like the Air Jordans. Nearly 2,000 athletes have received 

endorsement deals and licensing rights worth over $1 billion from American 

corporations (Renton, 2009). Furthermore, Vidoni (2020) pointed out that as sports 

are widely believed to be beneficial to physical and mental well-being as well as 

being a popular source of entertainment, sports and the athletic industries, in 

particular, have drawn attention from the public. Besides, the nearly 300-billion-

euro global sportswear market is expected to expand at an annual rate of 7% 

between 2019 and 2024. The athletic goods sector is likely to expand due to rising 

health consciousness and widespread media promotion of an appealing and healthy 

lifestyle. Consumer trends highlight how important it is to look good while 
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exercising and to wear everyday clothing that is comfortable, practical, and stylish 

as lifestyle and sport increasingly blend. 

 

Flint, Plumley, Peake, and Polyakova (2014) stated that celebrity athletes are 

valuable assets for a lot of sportswear firms and businesses in the sports sector 

nowadays. These businesses seek to enhance the reputation of the athlete brand and 

the sponsor through endorsement and sponsorship agreements. Additionally, the 

"star power" that sportsmen possess is a consequence of their special attributes that 

make them deserve celebrity status and contribute to the success of items that they 

endorse. These unique qualities are frequently possessed by athletes and they can 

be used to promote a wide range of items (Renton, 2009). 

 

Furthermore, there is much research on the impacts of celebrity endorsements on 

consumers’ purchase intentions in various countries such as Thailand, Turkey, 

Pakistan, Benin, and Vietnam (Abdulkadiri, 2023; Ahmed, Mir, & Farooq, 2012; 

Nguyen, 2021; Sertoglu, Catli, & Korkmaz, 2014; Wongweeranonchai & 

McClelland, 2016). However, there is a lack of investigation into the influences of 

celebrity endorsements on Malaysian consumers’ purchase intentions, especially 

toward sports equipment. For example, Ong (2015) studied the impact of celebrity 

credibility on consumer’s purchase intention toward the footwear industry in 

Malaysia. It particularly examines the credibility of celebrities in marketing 

campaigns designed to promote positive intents in behavior within the footwear 

sector. Therefore, it would be beneficial to study the influences of celebrity 

endorsements on consumers’ purchase intentions as consumers’ preferences change 

over time and continue to affect the sports industry. Then, this study aims to 

investigate the further influences of celebrity endorsements on Malaysian 

consumers’ purchase intentions toward sports equipment.  

 

In addition to standing out in a highly competitive field, businesses also need to 

deal with the difficulties presented by social media and digital advertising trends 

that are evolving quickly and greatly influencing the current advertising scene. As 

a result, businesses are more likely to succeed in the competitive landscape if they 

pay attention to consumer preferences, stay abreast of advertising trends, and 

implement efficient marketing communication strategies. In 2020, a highly 
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congested advertising environment permeates our society, forcing businesses to 

find creative methods to differentiate themselves in the face of intense competition. 

The fundamental goal is always to communicate effectively and grab the attention 

of consumers so that they become more aware of and develop positive sentiments 

about the products. Businesses employ a variety of tactics to do this, such as 

personalized shopping experiences, new product and service developments, and 

general improvements in marketing communications. In this endeavor, celebrity 

endorsements have been a popular strategy (Vidoni, 2020). 

 

 

1.3 Research Objectives & Research Questions 

 

1.3.1 Research Objectives 

  

1. To determine the relationship between the source credibility of celebrity 

endorsements and consumers’ purchase intentions toward sports 

equipment. 

2. To determine the relationship between the source attractiveness of 

celebrity endorsements and consumers’ purchase intentions toward 

sports equipment. 

3. To determine the relationship between the meaning transfer model of 

celebrity endorsements and consumers’ purchase intentions toward 

sports equipment. 

4. To determine the relationship between product and celebrity match-up 

of celebrity endorsements and consumers’ purchase intentions toward 

sports equipment. 
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1.3.2 Research Questions 

 

1. Does the source credibility of celebrity endorsements affect consumers’ 

purchase intentions toward sports equipment? 

2. Does the source attractiveness of celebrity endorsements impact 

consumers’ purchase intentions toward sports equipment? 

3. Does the meaning transfer model of celebrity endorsements impact 

consumers’ purchase intentions toward sports equipment? 

4. Does the product and celebrity match-up of celebrity endorsements 

influence consumers’ purchase intentions toward sports equipment? 

 

 

1.4 Research Significance 

 

First and foremost, one of the research significances is practical implications for 

marketing strategies. The results will give sports equipment marketers insightful 

information that will assist them in improving and optimizing their celebrity 

endorsement campaigns. By conducting this study, marketers can understand the 

current market trends in the sports equipment industry and the importance of 

utilizing celebrity endorsements in advertising to stand out among the stiff 

competition. Therefore, marketers may change their marketing strategies to make 

them more competitive and unique than other competitors. 

 

Next, the research significance is a deeper understanding of consumer behavior 

insights. A better comprehension of consumer behavior concerning sports 

equipment can be attained by examining how consumers view and react to celebrity 

endorsements. In the third chapter of this study, a questionnaire will be prepared 

combining measurement items collected from several research articles. After 

modification, the questionnaire will be used to conduct an online survey of sports 

equipment consumers. 
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In addition, the significance of the research is its contribution to academics. The 

study advances knowledge on how celebrities, especially athletes, influence 

consumers’ decision-making and buying intentions. From the literature review and 

collected questionnaire results, marketers can recognize the importance of celebrity 

endorsement characteristics in marketing to attract potential consumers, build 

loyalty between consumers and brands, and increase product sales. Moreover, 

source credibility, source attractiveness, meaning transfer model, and product and 

celebrity match-up of celebrity endorsements are the independent variables in this 

study. 

 

 

1.5 Conclusion  

 

In summary, the research background provides some information on studies based 

on various journal sources to better understand celebrity endorsement through this 

study as the initial information provided in this study. Next, the relationship 

between source credibility, source attractiveness, meaning transfer model, and 

product and celebrity match-up with consumers’ sports equipment purchase 

intentions are investigated to provide marketers with valuable insights and a deeper 

understanding of consumers’ behavioral insights and contributions to academics. 
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CHAPTER 2: LITERATURE REVIEW 

 

 

2.0 Introduction 

 

This chapter consists of four sections including underlying theory, review of 

variables, proposed conceptual framework, and hypothesis development. The 

underlying theory of this study is the Theory of Planned Behavior (TPB). Next, this 

chapter also discusses the concepts related to the influences of celebrity 

endorsements and purchase intention. Additionally, a proposed conceptual 

framework and four hypotheses are also presented. Besides, the independent 

variables studied are source credibility, source attractiveness, meaning transfer 

model, and product and celebrity match-up; moreover, the dependent variable is 

purchase intention. Furthermore, several articles are provided to prove these four 

hypotheses respectively. 

 

 

2.1 Underlying theories 

 

Bosnjak, Ajzen, and Schmidt (2020) stated that the three types of factors that 

influence human behavior are behavioral beliefs, which represent the results 

expected by performing actions; normative beliefs, which refer to the expected 

results that others expect from performing actions; control beliefs represent the 

presence of factors that may lead to assisting or hindering the performance of an 

action. Based on Figure 2.1, behavioral beliefs lead to attitudes toward the behavior, 

indicating an individual's opinion about the performance of the behavior; normative 

beliefs lead to subjective norms, that is, perceived social pressure, which will 

influence whether the behavior will be performed; control beliefs lead to perceived 

behavioral control, which indicates a personal’s perspective on the difficulty of 
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behavior 
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behavioral 
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Behavior 

performing an action. Furthermore, perceived behavioral control moderates the 

impacts of behavioral attitudes and subjective norms on intentions. In general, 

individuals’ behavioral intentions should be stronger. This is because their attitude 

and subjective norms are more positive and their perceived control is higher. 

Ultimately, when individuals gain enough level of actual control over their behavior 

and the chance exists, they tend to perform in accordance with their intentions. 

Therefore, it shows that the direct cause of behavior is intention. Besides, perceived 

behavioral control can represent actual behavioral control and assist in forecasting 

the behavior under consideration, if it is accurate. 

 

Figure 2.1: Theory of Planned Behaviour 

 

 

 

 

 

 

 

 

 

Source: Bosnjak, M., Ajzen, I., & Schmidt, P. (2020). The Theory of Planned 

Behavior: Selected Recent Advances and Applications. Europe's Journal of 

Psychology, 16(3), 352-356. PsychOpen. 

https://doi.org/10.5964/ejop.v16i3.3107 
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2.2 Review of variables 

 

2.2.1 Source Credibility 

 

According to Vidoni (2020), numerous marketing experts have studied how 

celebrity endorsements affect consumers and their findings typically 

indicate that consumers are more likely to pay attention to and ultimately 

favor a favorable brand image when they believe the source, celebrity to be 

credible. This stems from the idea that people are more receptive to 

receiving information when the source is reliable.  

 

Behnoosh (2018) summarized that the source credibility model was 

developed decades ago and found two main factors, including expertise and 

trustworthiness. Expertise is a combination of intelligence and knowledge, 

whereas trustworthiness is a combination of impartiality and objective 

advocacy. Besides, knowledge can be gained by research, training, or 

experience. Moreover, non-celebrity endorsers can also be sources of 

expertise. Persuasive effectiveness increases when the message sender 

exhibits both expertise and trustworthiness (Vidoni, 2020). 

 

Khan, Memon, and Kumar (2019) stated that the credibility and emotional 

connection of the endorser are crucial to building long-term relationships 

between brands and consumers. Furthermore, Muda, Musa, Mohamed, and 

Borhan (2014) drew the conclusion that trustworthy advertising encourages 

customers to refer others to a product. Additionally, Friedman and Friedman 

(1979) pointed out that trustworthiness is the most powerful endorsement 

attribute, which emphasizes the importance of credibility. They emphasize 

how crucial it is to use specialists to deliver the message, especially for 

pricey and sophisticated items referred to as "high involvement purchases" 

(Vidoni, 2020). 

 

Rahmanisah and Fadli (2022) explained that expertise refers to the 

endorser's level of professionalism, which acts as a draw for consumers to 
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purchase the product in terms of endorsement. The extent to which a source 

is deemed capable of making legitimate claims is referred to as their source 

expertise. It is closely related to the endorser's expertise and understanding 

of a certain topic. Expertise is defined as a combination of experience, 

knowledge, and problem-solving abilities in a specific field. It includes a 

person's level of knowledge. Furthermore, Wang and Scheinbaum (2017) 

argued that endorser expertise is the endorser's perceived level of knowledge, 

comprehension, and related abilities, which demonstrates their capacity to 

make credible assertions.  

 

According to Rahmanisah and Fadli (2022), trustworthiness refers to the 

receiver’s level of trust that the information conveyed is true and that the 

outcomes are accurate and unchanged. In addition, Wiedmann, Hennigs, 

Schmidt, and Wuestefeld (2011) stated that trust means that the claims made 

are seen as trustworthy and are related to the influencer's readiness to 

provide objective, credible information, or viewpoints. Next, Sallam and 

Wahid (2012) pointed out that the degree to which a speaker accepts and 

trusts the message he or she conveys determines trust in communication. 

Additionally, Cuomo, Foroudi, Tortora, Hussain, and Melewar (2019) 

described that source trustworthiness is the degree of confidence in the 

target of a communicator making the most reliable assertion. Consumers 

present intentions to communicators to express what they believe to be the 

most credible assertion of their perceived willingness to build trust. 

Messages from highly trustworthy sources have a greater beneficial impact 

on attitude change than messages from less trustworthy sources. In this 

context, trust is defined as the degree of trust that consumers have in the 

communicator's purpose of expressing the most effective agreement 

(Rahmanisah & Fadli, 2022). 
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2.2.2 Source Attractiveness 

 

Attractiveness is based on outward appearance. It requires attributes such as 

grace, compassion, and a charming manner (Rahmanisah & Fadli, 2022). 

According to Cuomo et al. (2019), the extent to which endorsers are 

perceived as familiar, likable, similar, and physical attractiveness is referred 

to as their attractiveness. Next, the source attractiveness model posits that 

people are more inclined to embrace a message when they find the endorser 

to be similar, familiar, and liking (Renton, 2009). Besides, it serves as a 

depiction of the endorser's physical appearance, personality, or social status. 

People find it compelling when one possesses these qualities of 

attractiveness. It also requires academic prowess and an ideal lifestyle. The 

emotional connection between the source and the listener is established 

through attraction (Rahmanisah & Fadli, 2022). 

 

Numerous studies show that consumers prefer to form positive perceptions 

of physically attractive people; hence, these individuals often appear in print 

and television advertising. Attractive people are more effective than their 

less attractive people at altering beliefs (Renton, 2009). Additionally, Joseph 

(1982) conducted a thorough analysis of experimental data from advertising 

and related domains on the effects of physically appealing communicators 

on opinion shifts, product assessments, and other outcome metrics. The 

review came to the conclusion that, in comparison to unattractive 

communicators, attractive communicators generally elicit more positive 

reactions and have a beneficial impact on the products linked with them 

(Renton, 2009). 

 

Audiences are more prone to acquire the opinions, passions, attitudes, and 

preferences of an appealing source. This shows that source attractiveness 

affects the identification process. Consumers make positive comparisons 

between their own personalities and those of endorsers, which will influence 

their buying intentions. When it comes to their other features, the public is 

more interested in the fact that most celebrities are deemed attractive. A 
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likable and engaging source can increase message receptivity and thus 

advertisement efficacy. Research suggests that source attractiveness 

corresponds with receiver behavior. Advertising ratings and consumer 

purchasing behavior are affected by the physical attractiveness of endorsers. 

This is especially true when the endorser and the consumer are of different 

genders, and it is especially true when the endorsed product aims to improve 

physical appearance (Vidoni, 2020). 

 

 

2.2.3 Meaning Transfer Model 

 

McCracken (1989) argued that conventional models of endorsement are 

insufficient in explaining several basic characteristics of endorsements. 

Next, Friedman and Friedman (1979) gave an example of the fact that 

certain product categories do not fit into the celebrity categories. Besides, 

Chaipitaksombat (2003) stated that the current source models assume that 

endorsers can be compelling sources for any marketing as long as they are 

credible or attractive but ignore this compatibility issue. The shortcomings 

of the source models led McCracken to develop the "Cultural Meaning 

Model" in order to overcome this limitation.  

 

According to McCracken (1989), the type of meanings an endorser brings 

to the process determines how effective their endorsement will be. He made 

the case that endorsers can represent a wide range of meanings, depending 

on factors such as status, class, gender, age, cultural categories, personality, 

way of life, and celebrity demographics. These factors influence the 

messages that celebrities convey to consumers when they endorse a 

company. McCracken has looked at how the importance attached to 

celebrities increases their value during the endorsement process. He does 

point out that not all meanings can be accurately translated into 

commercially available products through this procedure. 
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Additionally, McCracken (1989) proposed the meaning transfer model, 

which posits that the way in which media and society position and represent 

celebrities as role models gives rise to specific meanings or social-cognitive 

characteristics such as status, gender, class, personality traits, and lifestyle 

type. This model suggests that during the endorsement process, these 

meanings may be imprinted on the endorsed product or brand and then 

spread from the product to the consumers who are recipients. After that, 

consumers use the product to incorporate these meanings (Vidoni, 2020). 

 

Furthermore, consumers respond favorably when positive messages are 

conveyed through endorsement. Furthermore, he points out that every 

celebrity has a distinct combination of meanings, which explains why some 

celebrities are successful in particular circumstances (McCracken, 1989). 

Figure 2.2 shows a visual representation of the model (Vidoni, 2020). In 

addition, Muda, Musa, and Putit (2012) stated that a celebrity's positive and 

negative characteristics can be attributed to a product. Additionally, due to 

negative features attracting attention faster than positive features, they might 

have a greater effect (Vidoni, 2020). 

 

Figure 2.2: Meaning Transfer Model 

Culture                                         Endorsement                                 Consumption 
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Source: Vidoni, J. (2020). The Impact of Celebrity Endorsement on 

Consumer Brand Quality Perception of Sporting Goods (Doctoral 

dissertation, Universiti of Ljubljana, School of Economics and Business, 

2020). 

 

 

2.2.4 Product and celebrity match-up 

 

There is substantial evidence that relying solely on the attributes of the 

endorser is insufficient for successful celebrity sponsorship. Ensuring 

compatibility between the endorser and the product or service being 

promoted is imperative (Vidoni, 2020). According to Kahle and Homer 

(1985), the "match-up" hypothesis states that when a celebrity's physical 

attractiveness corresponds to the product being promoted, positive effects 

are expected on the product and advertising ratings. On the other hand, a 

mismatch between the product and the celebrity may result in lower ratings. 

Consumers may draw a link between the product and their own 

attractiveness, this impact is especially noteworthy for products designed to 

enhance beauty. According to this theory, visual components can 

communicate information more effectively than overt verbal arguments and 

highlight the significance of matching the celebrity's image with the product 

in order to produce successful advertising (Renton, 2009). 

 

Sponsorship works best when the endorser's qualities complement those of 

the brand being endorsed brand (Vidoni, 2020). Hence, many writers 

emphasize how crucial it is to gauge how closely athletes' endorsements are 

tied to the products they support. Athletes and products can build a long-

lasting relationship if congruency is achieved, which will make the 

connection memorable for customers and increase the impact of 

endorsements. Comparing this to the long-standing collaboration between 

Nike and Michael Jordan, companies want there to be a strong link between 

the athlete and the product they are endorsing. Consumers recognize that 
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they may not be able to replicate the abilities of their favorite athletes and 

therefore take pride in owning something they recognize (Renton, 2009). 

 

Furthermore, the influence of the endorser is greater when the endorser 

matches the product. Consistency can increase credibility, favorably 

influence perceptions of a product, and increase purchase intentions. It is 

also important to consider the compatibility of your audience and endorser, 

as this will impact how the brand and product are perceived. The endorser, 

product, and audience alignment should ideally all be considered (Vidoni, 

2020). Besides, Ilicic and Webster (2013) highlighted the importance of 

message or information relevancy. They discovered that when celebrities 

disclosed pertinent information about the brand in addition to sharing traits 

with it, consumers perceived the celebrity’s partnership with the brand as 

more congruent. 

 

 

2.2.5 Purchase Intention 

 

Padhy and Sawlikar (2018) explained that the term “purchase intention” 

refers to a person wanting and planning to purchase something. It shows 

whether a company's marketing is effective and the chances of people 

purchasing a specific item later. Both existing customers and potential 

customers have two views regarding purchase intention. For existing 

customers, it signals trust, satisfaction, and the chance that they will come 

back again. For new customers, it shows what they like, what they need, and 

how they behave. Besides, it comes from a person deciding on a bunch of 

products after getting information. This requires choosing between products, 

trusting the product, and ultimately choosing to buy it. Additionally, a 

favorable review of what they want depends on how much they want to buy 

it (Rahmanisah & Fadli, 2022). 
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Furthermore, purchase intention is crucial for marketing as it helps 

companies understand how people act and make informed decisions about 

what to introduce, how much to charge, how to display it, and how to sell 

their products (Abdulkadiri, 2023). Moreover, purchase intention is very 

important in the Theory of Planned Behavior (TPB). It shows that what a 

person thinks, what others think, and the degree of control they feel 

influence their purchasing plans (Ajzen, 1991). Based on the TPB, Fishbein 

and Ajzen (2011) stated that how a person feels about a product or service, 

what other people think, and how easily they pay affect what they buy.  

 

In addition, purchase intention may change based on factors such as product 

price, promotions, brand image, product features, and what others think. 

Numerous studies have shown that the importance of these components may 

vary depending on the type of product and the buyer’s characteristics. For 

instance, product quality and performance are more significant for high-

involvement products like computers and automobiles. However, brand 

image and price are more critical for low-involvement products like snacks 

and drinks (Abdulkadiri, 2023). Additionally, Hsu, Chang, and Chen (2012) 

explained that where hedonic products like cosmetics and fashion items are 

more susceptible to offers than utilitarian products like household 

appliances and office supplies.  

 

 

2.3 Proposed Theoretical/ Conceptual Framework 

 

In this study, I have examined the influences of celebrity endorsements, including 

source credibility, source attractiveness, meaning transfer model, and product and 

celebrity match-up on the consumers’ purchase intentions toward sports equipment. 

Therefore, source credibility, source attractiveness, meaning transfer model, and 

product and celebrity match-up as independent variables and consumers’ purchase 

intentions as dependent variables in this study.  
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Figure 2.3: Proposed Conceptual Framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Developed for the research.  

 

 

2.4 Hypotheses Development 

 

H1: Source credibility will significantly influence the consumers’ purchase 

intentions toward sports equipment. 

Independent Variable Dependent Variable 

H1 

H2 

H3 

H4 
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H2: Source attractiveness will significantly influence the consumers’ purchase 

intentions toward sports equipment. 

H3: Meaning transfer model will significantly influence the consumers’ purchase 

intentions toward sports equipment. 

H4: Product and celebrity match-up will significantly influence the consumers’ 

purchase intentions toward sports equipment. 

 

 

2.5 Conclusion 

 

In summary, the Theory of Planned Behavior (TPB) in this chapter explains the 

psychological impact of consumer behavioral intentions on celebrity endorsements. 

Next, a review of variables provides valuable insights into understanding the 

influences of celebrity endorsements. Besides, a conceptual framework is proposed 

and structured with clear graphics to examine the relationship between four 

independent variables and one dependent variable. Furthermore, the development 

of hypotheses shows that source credibility, source attractiveness, meaning transfer 

model, and product and celebrity match-up will significantly influence consumers' 

purchase intentions toward sports equipment, with several supporting findings. The 

hypotheses proposed are crucial for further research in this study. 
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CHAPTER 3: METHODOLOGY 

 

 

3.0 Introduction 

 

This chapter deals with the research design, sampling design, data development, 

data collection methods, and proposed data analysis tools for this study. The 

purpose of research is to explore and communicate new information to researchers 

and other relevant beneficiaries and to enhance understanding across fields. The 

research methods in this chapter are designed to achieve the research objectives and 

hypotheses proposed in this study. This study uses quantitative research, which can 

be applied to descriptive research. Additionally, the target population, sampling 

technique, sample size, measurement items, reliability of constructs, data collection 

methods, and recommended data analysis tools were identified. Furthermore, data 

analysis using IBM SPSS Statistics software is highlighted. 

 

 

3.1 Research Design 

 

Marczyk, DeMatteo, and Festinger (2010) stated that research can frequently be 

regarded as the cornerstone of scientific advancement due to it contributes to 

advancement in nearly all areas of science. In general, research is intended to deliver 

answers and discover new information. In nearly all scientific areas, the main 

instrument utilized for pushing beyond the information limits is research. For 

instance, a wide range of scientific areas, including physics, botany, psychology, 

biology, and medicine, have applied research. Research plays a significant role in 

contributing greatly favorable and beneficial information and viewpoints in all these 

domains. Besides, the primary objectives of performing research by researchers in 
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an effort to simplify issues, find connections between occurrences that at first glance 

appear unconnected, and eventually enhance our quality of life. 

 

According to Marczyk et al. (2010), the overarching objectives and distinctive 

features of interdisciplinary research are usually identical, in spite of the results that 

research is carried out in a wide variety of scientific areas. For instance, researchers 

usually utilize research to convey information about objects or events, explore 

connections between phenomena, or forecast upcoming occurrences. In a nutshell, 

the purpose of research is to describe, explain, and forecast that constitute 

significant and essential additions to the development of our knowledge and way of 

life. Furthermore, general research methodologies consist of testing hypotheses, 

meticulous observation and measurement, methodical assessment of data, and 

reliable findings.  

 

In addition, the quantitative research method is adopted in this study. The findings 

obtained from quantitative research investigations can be applied to clarify 

connections between variables, describe or identify statistical shifts in the 

quantifiable qualities within a focus group, extend to other comparable conditions, 

and interpret forecasts. According to the scientific study approach, positivism is the 

basic concept that drives quantitative research. In case the scientific method is to be 

utilized, measurement is essential. A theoretical or empirical foundation for the 

approach of science applied to the analysis of populations and samples. It is 

required to develop hypotheses and collect observable, quantifiable data. The 

statistical evaluations needed for hypothesis testing have to be carried out 

employing suitable mathematical methods (Salkind, 2010).  

 

In this study, the quantitative research method can be applied to descriptive research. 

Investigations of current situations are the primary objective of descriptive research, 

which is extensively employed in the behavioral sciences, nutrition, education, and 

epidemiology. The benefit of it comes from the notion that observation, analysis, 

and description may be utilized to address issues and enhance practices. Moreover, 
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the survey is a popular technique of descriptive research used by researchers. For 

example, phone surveys, personal interviews, questionnaires, or normative surveys 

(Koh & Owen, 2000).  

 

 

3.2 Sampling Design 

 

Taherdoost (2016) stated that it is not possible for the researcher is going to be 

capable to gather information from every case so as to tickle the research questions. 

Hence, sampling is essential. The population is the whole of the cases from which 

the researcher sample is chosen. The sampling method is adopted by researchers to 

decrease the number of cases for research because of time and resource restrictions 

to analyze the whole population. Figure 3.1 presents the steps that are possible to 

be involved in the sampling process.  

 

Figure 3.1: Sampling Process Steps 
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Source: Taherdoost, H. (2016). Sampling Methods in Research 

Methodology; How to Choose a Sampling Technique for 

Research. International Journal of Academic Research in Management 

(IJARM), 5(2), 18-27. https://ssrn.com/abstract=3205035 

 

 

3.2.1 Target Population 

 

Alvi (2016) explained that all individuals who meet the specific 

requirements decided by the researcher for the study are called the target 

population. The study targets Malaysians aged 18 to 64 years, regardless of 

gender, male or female. Furthermore, the occupations of the target 

population can include students, employed, self-employed, unemployed, 

housewives, or retired people. Additionally, the educational attainment of 

the target population can include a high school or equivalent, a diploma, a 

bachelor's degree, or a master's degree. In addition, every income level from 

RM2,000 and below to RM6,000 and above can be included. Besides, they 

are targeted regardless of their ethnicity, including Malay, Chinese, or Indian. 

 

 

 3.2.2 Sampling Frame 

 

An absence of a sampling frame is provided in the study. First and foremost, 

interest groups that are tough to identify are considered unknown groups. 

For example, there is no exhaustive list or framework of the target 

population in the study. Next, resources are limited, as time, effort, and 

money are all important considerations when developing a sampling frame. 

For example, there was a lack of resources available to establish a sample 

frame due to the large target population of the study.  
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 3.2.3 Sampling Technique 

 

Since there is no sampling frame, the sampling technique selected for the 

study is convenience sampling under non-probability sampling. According 

to Taherdoost (2016), convenience sampling involves choosing individuals 

according to their accessibility and convenience to apply. Besides, 

convenience sampling frequently becomes a preferred method for students 

due to it is more affordable and convenient than other sampling techniques. 

In addition, convenience sampling is frequently useful in addressing a lot 

of research-related restrictions. In this study, the sample involved 

Malaysians of different ages, occupations, educational attainment, income 

levels, and ethnicities.  

 

 

 3.2.4 Sample Size 

 

Figure 3.2: Minimum Total Sample Size 

 

Source: Developed for the research. 
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The total amount of responses that get collected is included in the sample 

sizes, not the total quantity of surveys that are given out. However, the 

number is frequently raised to take into consideration for failure to respond 

(Taherdoost, 2016). In the study, the minimum total sample size calculated 

using G*Power software was 129 people. Based on the respondents 

collected in the survey, a sample of 297 people will be drawn from the 

population. Therefore, more than 300 questionnaires will be distributed to 

target respondents.  

 

 

3.3 Development of Data 

 

Table 3.1: Measurement Items 

Construct Measurement 

Items 

Modified 

Measurement 

Items 

Sources 

Source 

Credibility 

(Trustworthine

ss) 

1. Honesty of 

social 

media 

influencers 

can 

influence 

my 

purchase 

intention. 

2. Believabilit

y of social 

media 

influencers 

can 

influence 

1. Honesty of 

endorsers 

can 

influence 

my 

purchase 

intention. 

2. Believabilit

y of 

endorsers 

can 

influence 

my 

purchase 

intention. 

Siqi, W., & Yee, W. 

F. (2021). Social 

Media Influencers’ 

Impact to Purchase 

Intention: The 

Moderating Effect 

of Brand 

Engagement. Jour

nal of Marketing 

Advances and 

Practices, 3(2), 17-

42. 
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my 

purchase 

intention. 

3. Dependabl

e social 

media 

influencers 

can trigger 

my 

purchase 

intention. 

3. Dependabl

e endorsers 

can trigger 

my 

purchase 

intention. 

 

Source 

Credibility 

(Expertise) 

1. The 

knowledge 

of social 

media 

influencers 

can 

influence 

my 

purchase 

intention. 

2. The 

experience 

of social 

media 

influencers 

can 

influence 

my 

purchase 

intention. 

3. Qualified 

social 

1. The 

knowledge 

of 

endorsers 

can 

influence 

my 

purchase 

intention. 

2. The 

experience 

of 

endorsers 

can 

influence 

my 

purchase 

intention. 

3. Qualified 

endorsers 

can 

influence 

Siqi, W., & Yee, W. 

F. (2021). Social 

Media Influencers’ 

Impact to Purchase 

Intention: The 

Moderating Effect 

of Brand 

Engagement. Jour

nal of Marketing 

Advances and 

Practices, 3(2), 17-

42. 
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media 

influencers 

can 

influence 

my 

purchase 

intention. 

my 

purchase 

intention. 

 

Source 

Attractiveness 

1. Highly 

attractive 

social 

media 

influencers 

can trigger 

my 

purchase to 

their 

endorsed 

products. 

2. Classy 

social 

media 

influencers 

can trigger 

my 

purchase to 

their 

endorsed 

products. 

3. Elegant 

social 

media 

influencers 

can trigger 

1. Highly 

attractive 

endorsers 

can trigger 

my 

purchase to 

their 

endorsed 

products. 

2. Classy 

endorsers 

can trigger 

my 

purchase to 

their 

endorsed 

products. 

3. Elegant 

endorsers 

can trigger 

my 

purchase to 

their 

endorsed 

products. 

Siqi, W., & Yee, W. 

F. (2021). Social 

Media Influencers’ 

Impact to Purchase 

Intention: The 

Moderating Effect 

of Brand 

Engagement. Jour

nal of Marketing 

Advances and 

Practices, 3(2), 17-

42. 
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my 

purchase to 

their 

endorsed 

products. 

4. The 

similarity 

between the 

social 

media 

influencers 

can trigger 

my 

purchase 

intention. 

5. Familiarity 

with social 

media 

influencers 

can 

influence 

my 

purchase 

decision for 

a certain 

product. 

6. Likeability 

of the 

social 

media 

influencers 

can trigger 

my 

4. The 

similarity 

between the 

endorsers 

can trigger 

my 

purchase 

intention. 

5. Familiarity 

with 

endorsers 

can 

influence 

my 

purchase 

decision for 

a certain 

product. 

6. Likeability 

of the 

endorsers 

can trigger 

my 

purchase 

intention. 
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purchase 

intention. 

Product and 

Celebrity 

Match-Up 

1. I believe 

that those 

social 

media 

influencers 

consume 

those 

products 

endorsed. 

2. I think the 

characterist

ics of social 

media 

influencers 

who 

endorse the 

product 

will 

directly 

relate to the 

product 

image. 

3. I think 

those social 

media 

influencers 

in the 

advertisem

ent are the 

best fit for 

1. I believe 

that those 

endorsers 

consume 

those 

products 

endorsed. 

2. I think the 

characterist

ics of 

endorsers 

who 

endorse the 

product 

will 

directly 

relate to the 

product 

image. 

3. I think 

those 

endorsers 

in the 

advertisem

ent are the 

best fit for 

the brand 

image. 

4. I believe 

the use of 

endorsers is 

Siqi, W., & Yee, W. 

F. (2021). Social 

Media Influencers’ 

Impact to Purchase 

Intention: The 

Moderating Effect 

of Brand 

Engagement. Jour

nal of Marketing 

Advances and 

Practices, 3(2), 17-

42. 
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the brand 

image. 

4. I believe 

the use of 

social 

media 

influencers 

is a 

guarantee 

for the 

quality of 

the product.  

a guarantee 

for the 

quality of 

the product.  

 

Meaning 

Transfer Model 

1. The 

meanings 

attributed 

by the 

social 

media 

influencers 

will 

influence 

my 

purchase 

intention. 

2. I believe 

that there is 

a consistent 

transfer 

between the 

social 

media 

influencers 

and the 

1. The 

meanings 

attributed 

by the 

endorsers 

will 

influence 

my 

purchase 

intention. 

2. I believe 

that there is 

a consistent 

transfer 

between the 

endorsers 

and the 

product 

endorse. 

3. The 

attribute of 

Siqi, W., & Yee, W. 

F. (2021). Social 

Media Influencers’ 

Impact to Purchase 

Intention: The 

Moderating Effect 

of Brand 

Engagement. Jour

nal of Marketing 

Advances and 

Practices, 3(2), 17-

42. 
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product 

endorse. 

3. The 

attribute of 

the social 

media 

influencers 

will 

influence 

the image 

of the 

product 

endorse. 

the 

endorsers 

will 

influence 

the image 

of the 

product 

endorse. 

 

Purchase 

Intention 

1. I am likely 

to purchase 

products or 

services 

that have 

been 

endorsed 

by social 

media 

influencers. 

2. Social 

media 

influencers 

increase the 

worth of 

value for 

products 

endorse. 

3. There is a 

high 

1. I am likely 

to purchase 

products or 

services 

that have 

been 

endorsed 

by 

endorsers. 

2. Endorsers 

increase the 

worth of 

value for 

products 

endorse. 

3. There is a 

high 

probability 

I would 

purchase 

Siqi, W., & Yee, W. 

F. (2021). Social 

Media Influencers’ 

Impact to Purchase 

Intention: The 

Moderating Effect 

of Brand 

Engagement. Jour

nal of Marketing 

Advances and 

Practices, 3(2), 17-

42. 
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probability 

I would 

purchase 

the product 

after 

watching 

the 

advertisem

ent endorse 

by social 

media 

influencers. 

the product 

after 

watching 

the 

advertisem

ent endorse 

by 

endorsers. 

 

Source: Developed for the research. 

 

Table 3.2: Reliability Test 

Construct Cronbach’s Alpha (α) 

Source Credibility 0.939 

Source Attractiveness 0.918 

Product and Celebrity Match-Up 0.824 

Meaning Transfer Model 0.922 

Purchase Intention 0.829 

Source: Developed for the research.  

Ursachi, Horodnic, and Zait (2015) highlighted that an acceptable level of reliability 

is an α of 0.6 to 0.7 and a very good level of reliability is an α of 0.8 or higher. 

However, reliability levels are not necessarily good when α is above 0.95. This is 

because they may be a sign of redundancy. Based on Table 3.2, the α for all 

constructs ranged from 0.8 to 0.95. Therefore, it has very high reliability. 
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3.4 Data Collection Methods 

 

Mazhar, Anjum, Anwar, and Khan (2021) explained that the initial, unique, and new 

gathering of information is referred to as primary data. The questionnaire method 

is a research instrument used to collect primary data to answer the research 

questions and hypotheses described in the study. Through utilizing this approach, a 

questionnaire will be sent to the target population together with an appeal for them 

to complete it and submit it. For example, an online questionnaire involves several 

questions typed according to a predetermined sequence. Respondents receive the 

questionnaire via mail, and it needs them to read over the questions, understand and 

answer them in the field given on the form. It is essential for those taking part to 

contribute their responses to the questions. In the study, collection of data through 

questionnaires by distributing online questionnaires through messaging 

applications and social media platforms such as Microsoft Teams, WhatsApp, 

WeChat, Telegram, and Instagram. 

  

 

3.5 Proposed Data Analysis Tool 

 

IBM Statistical Package for Social Sciences (SPSS) Statistics software is the tool 

used for data analysis in this study. Nagaiah and Ayyanar (2016) stated that the 

software provides fundamental functions of statistics, including descriptive 

statistics. Descriptive statistics can be used to calculate frequencies, means, 

standard deviations, and so on. Next, the software also provides inferential statistics, 

including multiple linear regression. Multiple linear regression can be used to 

calculate analysis of ANOVA, coefficients, and more. In addition, the software also 

facilitates users to import data from local computer storage, rename data, label data, 

label values, and others when needed. Besides, there are several variable types, 

including numbers and strings. Furthermore, the results generated by the software 

can be exported to Microsoft Word, Excel, PowerPoint, and other programs in the 
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form of tables, charts, or histograms. Additionally, both part-way and complete 

execution of the process can be saved in local computer memory.  

 

Apart from this, the main statistical techniques used in this study involve descriptive 

analysis and inferential analysis. Descriptive analysis analyzes the demographic 

characteristics of the respondents based on frequencies and percentages of their age, 

gender, occupation, education level, income level, ethnicity or race. Furthermore, 

descriptive statistics are implemented to measure the mean value of each question 

in each variable. The purpose is to determine which characteristics of an endorser 

can influence a consumer’s purchase intention. Additionally, multiple linear 

regression is a technique used in inferential analysis to draw conclusions about 

population characteristics from sample data. Besides, the calculation of ANOVA 

and coefficients are used to examine the relationship between the independent and 

dependent variables and the significant impact of the independent variables on the 

dependent variable. 

 

 

3.6 Conclusion 

 

In summary, the quantitative research method is used to measure the relationships 

between variables and descriptive research is implemented to investigate current 

trends and situations. Next, the target population is Malaysians aged 18 to 64 years 

old. Furthermore, convenience sampling was chosen as the sampling technique as 

no sampling frame was provided in the study. In addition, the minimum total sample 

size calculated through G*Power software was 129 people. Additionally, a sample 

of 297 people will be drawn from the population through survey collection. Besides, 

measurement items for all constructs were collected from multiple sources and 

modified for survey purposes. In addition to this, the results of the reliability tests 

showed that all constructs have very high reliability. Apart from this, primary data 

was collected through online distribution of questionnaires. Finally, IBM SPSS 

statistical software is used for descriptive and inferential analysis techniques to 
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measure the relationship between independent variables and dependent variable; 

and the significant impact of independent variables on consumers' purchase 

intention toward sports equipment. 
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CHAPTER 4: DATA ANALYSIS 
 

 

4.0 Introduction 
 

This chapter analyzes the data collected from the questionnaire in the study and 

generated by SPSS statistical software. The purpose of data analysis is to provide 

meaningful insights and conclusions. Data are presented in the form of tables, pie 

charts, and bar charts. Furthermore, the results presented and analyzed in this 

chapter are relevant to the research questions and hypotheses posed. This chapter is 

divided into descriptive analyses and inferential analyses. Next, this chapter points 

out the relationship between independent variables, including source credibility, 

source attractiveness, meaning transfer model, and product and celebrity match-up, 

and consumers' purchase intentions toward sports equipment. In the descriptive 

analyses section, examine frequency distributions for demographics including age, 

gender, occupation, education level, income, and ethnicity or race, frequency 

distributions for some general information, and descriptive statistics for all 

variables involved in the study. In addition, multiple regression is performed to 

understand the impact of independent variables on consumers’ purchase intentions 

in the inferential analyses part.  

 

 

4.1 Descriptive Analyses 
 

4.1.1 Frequency Distributions for Demographic 

Characteristics 
  

Table 4.1: Frequency Distribution for Age 

 Frequency Percent 

18-24 years 283 95.3 
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25-34 years 11 3.7 

35-44 years 2 0.7 

45-54 years 0 0 

55-64 years 1 0.3 

Source: Developed for the research. 

 

Based on Table 4.1, 283 respondents (95.3%) answered that they were between 18 

and 24 years old. Next, 11 respondents (3.7%) answered that they were between 25 

and 34 years old. Besides, 2 respondents (0.7%) answered that they were between 

35 and 44 years old. Furthermore, no respondent (0%) answered that they were 

between 45 and 54 years old. In addition, 1 respondent (0.3%) answered that he/she 

was between 55 and 64 years old.  

 

Table 4.2: Frequency Distribution for Gender 

 Frequency Percent 

Male 105 35.4 

Female 192 64.6 

Source: Developed for the research. 

 

Based on Table 4.2, 105 respondents (35.4%) answered that they were male. Next, 

192 respondents (64.6%) answered that they were female. 

 

Table 4.3: Frequency Distribution for Occupation 

 Frequency Percent 

Student 282 94.9 

Employed 12 4.0 

Self-Employed 3 1.0 

Unemployed 0 0 

Housewife 0 0 

Retired 0 0 

Source: Developed for the research. 
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Based on Table 4.3, 282 respondents (94.9%) answered that they were students. 

Next, 12 respondents (4.0%) answered that they were employed. Besides, 3 

respondents (1.0%) answered that they were self-employed. Furthermore, no 

respondent (0%) answered that they were unemployed, housewives, or retired. 

 

Table 4.4: Frequency Distribution for Education Level 

 Frequency Percent 

High School or 

Equivalent 

7 2.4 

Diploma 5 1.7 

Bachelor's Degree 284 95.6 

Master's Degree 1 0.3 

Source: Developed for the research. 

 

Based on Table 4.4, 7 respondents (2.4%) answered that they had a high school or 

equivalent. Next, 5 respondents (1.7%) answered that they had a diploma. Besides, 

284 respondents (95.6%) answered that they had a bachelor’s degree. Furthermore, 

1 respondent (0.3%) answered that he/she had a master’s degree. 

 

Table 4.5: Frequency Distribution for Income Level 

 Frequency Percent 

Under RM2,000 279 93.9 

RM2,000 - RM3,999 4 1.3 

RM4,000 - RM5,999 7 2.4 

RM6,000 and above 3 1.0 

Prefer not to disclose 4 1.3 

Source: Developed for the research. 

 

Based on Table 4.5, 279 respondents (93.9%) answered that they were under 

RM2,000. Next, 4 respondents (1.3%) answered that they were between RM2,000 

to RM3,999. Besides, 7 respondents (2.4%) answered that they were between 

RM4,000 to RM5,999. Furthermore, 3 respondents (1.0%) answered that they were 
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between RM6,000 and above. In addition, 4 respondents (1.3%) answered that they 

preferred not to disclose. 

 

Table 4.6: Frequency Distribution for Ethnicity/Race 

 Frequency Percent 

Malay 1 0.3 

Chinese 283 95.3 

Indian 13 4.4 

Source: Developed for the research. 

 

Based on Table 4.6, 1 respondent (0.3%) answered that they were Malay. Next, 283 

respondents (95.3%) answered that they were Chinese. Besides, 13 respondents 

(4.4%) answered that they were Indian. 

 

 

4.1.2 Frequency Distributions for General Information 
 

Figure 4.1: Pie Chart for the Question “What is your level of exposure to celebrity 

endorsements?” 

 

Source: Developed for the research. 

47, 16%

123, 41%

94, 32%

26, 9%
7, 2%

What is your level of exposure to celebrity endorsements?

Very high High Moderate Low Very low
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Based on Figure 4.1, the majority of the respondents (123 people, 41%) answered 

that they have a high level of exposure to celebrity endorsements. This was followed 

by 94 respondents (32%) at the moderate level, 47 respondents (16%) at the very 

high level, 26 respondents (9%) at the low level, and 7 respondents (2%) at the very 

low level of exposure to celebrity endorsements.  

 

Figure 4.2: Pie Chart for the Question “Have you ever purchased a product or 

brand because of a celebrity endorsement?” 

 

Source: Developed for the research. 

 

Based on Figure 4.2, the majority of the respondents (175 people, 59%) answered 

that they had purchased a product or brand because of a celebrity endorsement. 

However, the remaining 122 respondents (41%) did not purchase a product or brand 

because of a celebrity endorsement.  

 

 

 

 

175, 59%

122, 41%

Have you ever purchased a product or brand because of a 

celebrity endorsement?

Yes No
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Figure 4.3: Bar Chart for the Question “Which famous Malaysian sports star do 

you know?” 

 

Source: Developed for the research. 

 

Based on Figure 4.3, the majority of respondents (296 people, 99.7%) answered that 

they knew Dato’ Lee Chong Wei. This was followed by Dato’ Nicol David (246 

respondents, 82.8%), Dato’ Pandelela Rinong Pamg (185 respondents, 62.3%), 

Dato’ Azizulhasni Awang (167 respondents, 56.2%), and Julian Yee Zhi-Jie (138 

respondents, 46.5%).  

 

 

 

 

 

 

 

 

167

138

185

246

296

0 50 100 150 200 250 300 350

Azizulhasni Awang (cycling)

Julian Yee Zhi-Jie (figure-skater)

Pandelela Rinong Pamg (diving)

Nicol David (squash)

Lee Chong Wei (badminton)

Which famous Malaysian sports star do you know? (Can choose 

more than 1)
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Figure 4.4: Pie Chart for the Question “How often do you purchase sports 

equipment?” 

 

Source: Developed for the research. 

 

Based on Figure 4.4, the majority of the respondents (285 people, 96%) answered 

that they purchase sports equipment once a month. This was followed by 6 

respondents (2%) twice a month, 3 respondents (1%) three to four times a month, 

and 3 respondents (1%) more than five times a month.   

 

 

 

 

 

 

 

 

 

285, 96%

6, 2%

3, 1%
3, 1%

How often do you purchase sports equipment?

Once a month Twice a month

3 to 4 times in a month More than 5 times in a month
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Figure 4.5: Bar Chart for the Question “What types of sports equipment do you 

typically buy?” 

 

Source: Developed for the research. 

 

Based on Figure 4.5, the majority of respondents (273 people, 91.9%) answered that 

they typically buy athletic shoes. This was followed by sportswear or apparel (218 

respondents, 73.4%), sports accessories (122 respondents, 41.1%), rackets (94 

respondents, 31.6%), and exercise equipment (77 respondents, 25.9%). 

 

 

4.1.3 Descriptive Statistics 
 

Table 4.7: Descriptive Statistics for Source Credibility (SC) 

Items N Minimum Maximum Mean Std. 

Deviation 

SCT1: Honesty of 

endorsers can 

influence my 

purchase intention. 

297 1.00 5.00 4.0606 0.75987 

94

77

122

218

273

0 50 100 150 200 250 300

Rackets

Exercise Equipment

Sports Accessories

Sportswear/Apparel

Athletic Shoes

What types of sports equipment do you typically buy? (Can 

choose more than 1)
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SCT2: 

Believability of 

endorsers can 

influence my 

purchase intention. 

297 1.00 5.00 4.1044 0.77495 

SCT3: Dependable 

endorsers can 

trigger my 

purchase intention. 

297 1.00 5.00 4.1313 0.73952 

SCE1: The 

knowledge of 

endorsers can 

influence my 

purchase intention. 

297 1.00 5.00 4.2862 0.71346 

SCE2: The 

experience of 

endorsers can 

influence my 

purchase intention. 

297 1.00 5.00 4.3165 0.69323 

SCE3: Qualified 

endorsers can 

influence my 

purchase intention. 

297 1.00 5.00 4.3535 0.67753 

Source: Developed for the research. 

 

Based on Table 4.7, the overall mean score was 4.2088 (SD = 0.59323). This reflects 

consumers’ positive perceptions of SC. SCE3 has the highest mean value (4.3535), 

indicating that qualified endorsers can influence consumers’ purchase intentions.  
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Table 4.8: Descriptive Statistics for Source Attractiveness (SA) 

Items N Minimum Maximum Mean Std. 

Deviation 

SA1: Highly 

attractive endorsers 

can trigger my 

purchase to their 

endorsed products. 

297 1.00 5.00 4.0673 0.75034 

SA2: Classy 

endorsers can 

trigger my 

purchase to their 

endorsed products. 

297 1.00 5.00 4.0034 0.68526 

SA3: Elegant 

endorsers can 

trigger my 

purchase to their 

endorsed products. 

297 1.00 5.00 4.0067 0.68277 

SA4: The 

similarity between 

the endorsers can 

trigger my 

purchase intention. 

297 1.00 5.00 4.0236 0.73253 

SA5: Familiarity 

with endorsers can 

influence my 

purchase decision 

for a certain 

product. 

297 1.00 5.00 4.0539 0.70504 

SA6: Likeability of 

the endorsers can 

trigger my 

purchase intention. 

297 1.00 5.00 4.0606 0.69484 
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Source: Developed for the research. 

 

Based on Table 4.8, the overall mean score was 4.0359 (SD = 0.65159). This reflects 

consumers’ positive perceptions of SA. SA1 has the highest mean value (4.0673), 

indicating that highly attractive endorsers can trigger consumers’ purchases to their 

endorsed products.  

 

Table 4.9: Descriptive Statistics for Meaning Transfer Model (MTM) 

Items N Minimum Maximum Mean Std. 

Deviation 

MTM1: The 

meanings attributed 

by the endorsers 

will influence my 

purchase intention. 

297 1.00 5.00 4.2828 0.78034 

MTM2: I believe 

that there is a 

consistent transfer 

between the 

endorsers and the 

product endorse. 

297 1.00 5.00 4.3232 0.72356 

MTM3: The 

attribute of the 

endorsers will 

influence the image 

of the product 

endorse. 

297 1.00 5.00 4.3771 0.73467 

Source: Developed for the research. 

 

Based on Table 4.9, the overall mean score was 4.3277 (SD = 0.71369). This reflects 

consumers’ positive perceptions of MTM. MTM3 has the highest mean value 
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(4.3771), indicating that the attribute of the endorsers will influence the image of 

the product endorsed.  

 

Table 4.10: Descriptive Statistics for Product and Celebrity Match-Up (PCMU) 

Items N Minimum Maximum Mean Std. 

Deviation 

PCMU1: I believe 

that those 

endorsers consume 

those products 

endorsed. 

297 1.00 5.00 4.3199 0.71804 

PCMU2: I think 

the characteristics 

of endorsers who 

endorse the product 

will directly relate 

to the product 

image. 

297 1.00 5.00 4.4007 0.67614 

PCMU3: I think 

those endorsers in 

the advertisement 

are the best fit for 

the brand image. 

297 2.00 5.00 4.3468 0.68102 

PCMU4: I believe 

the use of 

endorsers is a 

guarantee for the 

quality of the 

product. 

297 1.00 5.00 4.3333 0.74887 

Source: Developed for the research. 
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Based on Table 4.10, the overall mean score was 4.3502 (SD = 0.65200). This 

reflects consumers’ positive perceptions of PCMU. PCMU2 has the highest mean 

value (4.4007), indicating that consumers think the characteristics of endorsers who 

endorse the product will directly relate to the product image.  

 

Table 4.11: Descriptive Statistics for Purchase Intention (PI) 

Items N Minimum Maximum Mean Std. 

Deviation 

PI1: I am likely to 

purchase products 

or services that 

have been endorsed 

by endorsers. 

297 1.00 5.00 4.1785 0.73416 

PI2: Endorsers 

increase the worth 

of value for 

products endorse. 

297 1.00 5.00 4.2761 0.68616 

PI3: There is a high 

probability I would 

purchase the 

product after 

watching the 

advertisement 

endorse by 

endorsers. 

297 1.00 5.00 4.1347 0.78545 

Source: Developed for the research. 

 

Based on Table 4.11, the overall mean score was 4.1964 (SD = 0.67447). This 

reflects consumers’ positive perceptions of PI. PI2 has the highest mean value 

(4.2761), indicating that endorses increase the worth of value for products endorsed.  
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4.2 Inferential Analyses 
 

4.2.1 Multiple Regression 
 

Table 4.12: Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 0.472a 0.222 0.212 0.59880 

a. Predictors: (Constant), PCMU, SA, SC, MTM 

b. Dependent Variable: PI 

Source: Developed for the research. 

 

Based on Table 4.12, there are four predictors (PCMU, SA, SC, MTM) and one 

dependent variable (PI). The R-squared and adjusted R-squared values were 0.222 

and 0.212, respectively. This indicates that 22.2% of the variance in purchase 

intention was explained by the independent variables. Next, there is a small 

difference between the R-squared (0.222) and adjusted R-squared (0.212) values; 

thus, this is good.  

 

Table 4.13: ANOVA 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 Regression 29.954 4 7.489 20.885 <0.001b 

Residual 104.699 292 0.359   

Total 134.654 296    

a. Dependent Variable: PI 

b. Predictors: (Constant), PCMU, SA, SC, MTM 

Source: Developed for the research. 
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Based on Table 4.13, the F-value is 20.885 at the significant value of <0.001. Next, 

the p-value is <0.001, which is less than α = 0.05. Hence, the result is significant 

and the alternative hypothesis can be accepted. 

 

Table 4.14: Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

1 (Constant) 1.274 0.323  3.947 <0.001 

SC 0.270 0.067 0.238 4.046 <0.001 

SA 0.175 0.061 0.169 2.885 0.004 

MTM 0.059 0.060 0.062 0.977 0.330 

PCMU 0.189 0.063 0.183 3.011 0.003 

a. Dependent Variable: PI 

Source: Developed for the research. 

 

Based on Table 4.14, the standardized coefficient of SC is β = 0.238, which is the 

largest. As a result, SC has the strongest relationship with purchase intention. Then, 

followed by PCMU (β = 0.183), SA (β = 0.169), and MTM (β = 0.062). Besides, 

the p-value of SC is <0.001, SA is 0.004, and PCMU is 0.003, which all these three 

independent variables are less than α = 0.05. Therefore, we accept the alternative 

hypotheses (H1, H2, and H4). There is enough evidence to conclude that all these 

three variables have a statistically significant impact on the dependent variable (PI). 

However, the p-value of MTM is 0.330, which is greater than α = 0.05. Hence, we 

reject the alternative hypothesis (H3). There is not enough evidence to conclude that 

this independent variable has a statistically significant impact on the dependent 

variable (PI). 
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4.3 Conclusion 
 

In a nutshell, the valuable findings and results presented and analyzed in this chapter 

show that the age of the majority of the respondents is between 18 to 24 years, the 

gender is female, the occupation is students, the education level is a bachelor's 

degree, the income level is below RM2,000, and the ethnicity or race is Chinese. 

Next, the majority of the respondents have a high level of exposure to celebrity 

endorsements, have purchased a product or brand because of a celebrity 

endorsement, know Dato’ Lee Chong Wei, purchase sports equipment once a month, 

and typically buy athletic shoes. Besides, the descriptive statistics reflect the 

positive perceptions of consumers on all variables involved in the study. In addition, 

the inferential analyses of multiple regression indicate that source credibility has 

the strongest relationship with purchase intention, followed by product and 

celebrity match-up, source attractiveness, and meaning transfer model. Furthermore, 

source credibility, source attractiveness, and product and celebrity match-up have a 

statistically significant impact on purchase intention; however, meaning transfer 

model has a statistically insignificant impact on purchase intention.  
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CHAPTER 5: DISCUSSION, CONCLUSION, AND 

IMPLICATIONS 
 

 

5.0 Introduction 
 

The use of celebrity endorsements as a marketing strategy in modern business 

operations is very common in various business fields. Celebrities with high 

visibility and influence will support enterprises to attract the attention of more and 

more existing or potential consumers, enhance brand awareness, establish long-

term relationships with consumers, and drive consumers’ purchase intentions. 

However, businessmen or marketers need to fully understand that celebrity 

endorsement has a statistically significant or insignificant impact on consumers’ 

purchase intentions for sports equipment. This will help them leverage celebrity 

endorsements in the right way. Based on the research results obtained in Chapter 4, 

this chapter will discuss the main findings, including answers to the research 

objectives and hypotheses, the implications and limitations of the study, and 

recommendations for future research. 

 

 

5.1 Discussions of Major Findings 
 

Table 5.1: Summary of Hypotheses Testing 

Research Hypotheses Significance Values Results 

H1: Source credibility will significantly 

influence the consumers’ purchase 

intentions toward sports equipment. 

p-value = <0.001 

(p<0.05) 

Supported 

H2: Source attractiveness will 

significantly influence the consumers’ 

p-value = 0.004 

(p<0.05) 

Supported 
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purchase intentions toward sports 

equipment. 

H3: Meaning transfer model will 

significantly influence the consumers’ 

purchase intentions toward sports 

equipment. 

p-value = 0.330 

(p>0.05) 

Rejected 

H4: Product and celebrity match-up will 

significantly influence the consumers’ 

purchase intentions toward sports 

equipment. 

p-value = 0.003 

(p<0.05) 

Supported 

Source: Developed for the research. 

 

Objective 1: To determine the relationship between the source credibility of 

celebrity endorsements and consumers’ purchase intentions toward sports 

equipment.  

H1: Source credibility will significantly influence the consumers’ purchase 

intentions toward sports equipment. 

Since H1 is supported, there is enough evidence to conclude that source credibility 

has a statistically significant impact on purchase intention. Next, source credibility 

has the strongest relationship with purchase intention. According to Vidoni (2020), 

people are more attracted to authentic information from reliable sources. Therefore, 

reliable sources from a credible celebrity can positively influence the consumers’ 

purchase intentions.  The source credibility model has two primary elements, 

including trustworthiness and expertise (Behnoosh, 2018). Besides, Vidoni (2020) 

mentioned that both trustworthiness and expertise possessed and displayed by a 

celebrity when promoting a product can enhance persuasive power on consumers’ 

purchase intentions. According to Khan et al. (2019), the establishment of long-term 

relationships between product brands and consumers depends heavily on the 

credibility and emotional connection of celebrities. In addition, Friedman and 

Friedman (1979) stated that the most powerful endorsement attribute is 

trustworthiness, and demonstrating expertise in delivering product information is 
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critical for "high-involvement purchase" products, which are expensive and 

complex. 

 

In my opinion, credibility is the most important characteristic of an endorser in 

influencing a consumer’s purchase intention. This is because a credible, trustworthy, 

and expert endorser can make consumers feel that the product information he/she 

delivers is credible and true. Besides, the credibility possessed by an endorser can 

improve brand reputation and consumers’ purchase intentions; in contrast, 

endorsers with lower levels of trust and expertise have a potential negative impact 

on their endorsement and consumers’ purchase intentions. In addition, qualified 

endorsers with knowledge and experience of the endorsed products can make 

consumers feel that the information conveyed is reliable and can attract consumers 

to purchase. 

 

Objective 2: To determine the relationship between the source attractiveness 

of celebrity endorsements and consumers’ purchase intentions toward sports 

equipment.  

H2: Source attractiveness will significantly influence the consumers’ purchase 

intentions toward sports equipment. 

Since H2 is supported, there is enough evidence to conclude that source 

attractiveness has a statistically significant impact on purchase intention. Next, 

source attractiveness has a less strong relationship with purchase intention. 

According to Joseph (1982) and Renton (2009), attractive endorsers are more 

effective in changing consumers' beliefs and positive reactions than other less 

attractive endorsers and have a significant impact on products endorsed by them. 

Besides, Vidoni (2020) stated that audiences tend to be attracted to and pay attention 

to the beliefs, passions, attitudes, and preferences of attractive sources. This 

suggests that source attractiveness affects the identification process, with 

consumers comparing their own personality to the endorser, which may influence 

their purchase intentions. In addition, there is research has pointed out that source 

attractiveness corresponds to the behavior of the recipient, and advertising ratings 
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and consumer purchasing behavior are affected by the physical attractiveness of the 

endorser. This effect describes when the endorser and the consumer belong to 

different genders and the purpose of the endorsed product is to increase appearance 

(Vidoni, 2020). 

 

In my opinion, humans are the most quintessentially visual animals and everyone 

loves beautiful things. Therefore, attractive endorsers can attract consumers' 

attention and thereby generate the intention to purchase the products they endorse. 

Besides, some consumers only have the intention to purchase a product because of 

the attractiveness of the endorser, regardless of other characteristics of the endorser, 

such as credibility, meaning transmission, and the matching between the product 

and the celebrity. In addition, the similarity between, familiarity with and likeability 

of endorsers will also have a positive impact on consumers’ purchase intentions. 

 

Objective 3: To determine the relationship between the meaning transfer 

model of celebrity endorsements and consumers’ purchase intentions toward 

sports equipment.  

H3: Meaning transfer model will significantly influence the consumers’ 

purchase intentions toward sports equipment. 

Since H3 is rejected, there is not enough evidence to conclude that the meaning 

transfer model has a statistically significant impact on purchase intention. Next, the 

meaning transfer model has a negative relationship with purchase intention. 

According to Astuti and Risqiani (2020), the research shows that the meaning 

transfer model has statistically no significant impact on online purchase intention.  

 

In my opinion, consumers may pay more attention to other celebrity endorsement 

characteristics, such as credibility, attractiveness, and the match between the 

product and the endorser. Next, there may be a mismatch in characteristics and 

image between the celebrity endorser and the endorsed product; thus, the meaning 

transfer by the endorser is not effective. Besides, if the endorser’s attractiveness, 



THE INFLUENCES OF CELEBRITY ENDORSEMENTS ON CONSUMERS’ PURCHASE 

INTENTIONS TOWARD SPORTS EQUIPMENT 

Page 57 of 87 

 

credibility, and the match between the product and the endorser are not recognized 

by consumers, the meaning transfer model will not affect the consumer’s purchase 

intention. 

 

Objective 4: To determine the relationship between product and celebrity 

match-up of celebrity endorsements and consumers’ purchase intentions 

toward sports equipment.  

H4: Product and celebrity match-up will significantly influence the consumers’ 

purchase intentions toward sports equipment. 

Since H4 is supported, there is enough evidence to conclude that product and 

celebrity match-up have a statistically significant impact on purchase intention. 

Next, product and celebrity match-up have the second strongest relationship with 

purchase intention. According to Renton (2009), the influence of consumers who 

link their own attractiveness with the endorsed product is particularly if the product 

is designed to enhance beauty. Therefore, the product and celebrity endorser match-

up has the potential to affect how consumers view themselves in connection to the 

product, thereby influencing their purchase intentions. Besides, Vidoni (2020) 

highlighted that the congruence between the product and endorser may increase the 

endorser's influence, enhance credibility, beneficially influence product perceptions, 

and ultimately enhance consumers' purchase intentions. According to Ilicic and 

Webster (2013), relevant messages or information about the product brand 

mentioned by the celebrity endorser is also crucial, as the celebrity-brand 

partnership is more consistent in consumer perceptions. 

 

In my opinion, the best match-up between a product and a celebrity can lead to a 

successful endorsement, thereby increasing consumers’ intentions to buy. The 

characteristics, image, and reputation possessed by the endorser will also be directly 

related to the product. It can be seen that the endorser is closely related to the 

product and has a significant impact on consumers' purchase intentions. Next, 

endorsers consume the products they endorse, causing consumers to think of the 

endorsers when they think of the products; conversely, when consumers think of the 



THE INFLUENCES OF CELEBRITY ENDORSEMENTS ON CONSUMERS’ PURCHASE 

INTENTIONS TOWARD SPORTS EQUIPMENT 

Page 58 of 87 

 

endorsers, they think of the endorsed products. In addition, the use of endorsers is 

also a guarantee of product quality because consumers believe that their trusted 

endorsers will not promote low-quality or unreliable products, thus damaging their 

image and reputation. 

 

 

5.2 Implications of the Study 
 

Most of the information and data provided in the study will be beneficial to 

businessmen or marketers who are concerned about the influences of celebrity 

endorsements on consumers’ purchase intentions toward sports equipment. The 

information and data provided are based on a combination of several other studies 

and are accurate and reliable. Furthermore, the findings indicate that source 

credibility, source attractiveness, and the match between product and celebrity have 

a statistically significant impact on purchase intention. For example, Dato’ Lee 

Chong Wei is a famous sports celebrity and the best celebrity endorser of sports 

equipment. He has won many awards, achievements, and honors for Malaysia. 

Moreover, as a sports star, he is the best match for sports equipment. However, the 

impact of the meaning transfer model on purchase intention is statistically 

insignificant. In my opinion, consumers may be more concerned about other 

influences of celebrity endorsements rather than the meaning conveyed by the 

endorsers to the product. In addition, the product does not match the celebrity or the 

characteristics of the endorser are not recognized by consumers. 

 

 

5.3 Limitations of the Study 
 

Several limitations were identified throughout the study. First and foremost, 

restrictions on a specific population and geographic scope. This is because the study 

only looked at Malaysians aged 18 to 64 years, while the majority of respondents 



THE INFLUENCES OF CELEBRITY ENDORSEMENTS ON CONSUMERS’ PURCHASE 

INTENTIONS TOWARD SPORTS EQUIPMENT 

Page 59 of 87 

 

were aged between 18 and 24. This shows that Malaysians below the age of 18 and 

above the age of 64 are being ignored. Besides, this study also ignored people 

outside Malaysia. Furthermore, the study only focuses on four specific independent 

variables that have a significant impact on consumers’ purchase intentions toward 

sports equipment, including source credibility, source attractiveness, meaning 

transfer model, and product and celebrity match-up. In addition, the focus of the 

study is celebrities, which broadly includes celebrities, athletes, actors, and so on 

(Abdulkadiri, 2023); however, it is not just athletes. 

 

 

5.4 Recommendations for Future Research 
 

Some suggestions for future research are made. First and foremost, expand the 

target population and geographic reach. Future studies could explore more different 

age groups from different countries to obtain more accurate and reliable results. 

This is because people from different countries and age groups have different 

opinions on celebrity endorsements. Next, this shows that the understanding of the 

research depends not only on the local but also on the global scale, which is cross-

cultural understanding. Besides, other suitable independent variables can be 

included in future studies to explore more influences of celebrity endorsements. For 

example, celebrity scandals, celebrity overexposure, celebrity types, and celebrity 

ethicality (Abdulkadiri, 2023; Cespedes-Dominguez, Fernandez-Robin, & McCoy, 

2021). In addition, Vidoni (2020) pointed out that the sporting goods industry often 

utilizes athletes as endorsers to endorse sports products. This is because 

professional equivalents as athletes are the most suitable endorsers for sports 

equipment due to their expertise and experience in the sports field.  
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5.5 Conclusion 
 

In short, this chapter discusses the main findings by providing some articles to 

support and validate the results. According to the discussion, source credibility has 

the strongest relationship with purchase intention, followed by product and 

celebrity match-up, source attractiveness, and meaning transfer model. The 

hypothesis testing summary showed that H1, H2, and H4 were supported; however, 

H3 was rejected. Therefore, there is sufficient evidence that source credibility, 

source attractiveness, and product and celebrity match-up have a statistically 

significant impact on purchase intention, but there is insufficient evidence that the 

meaning transfer model has a statistically significant impact on purchase intention. 

Additionally, supporting articles provide reasonable explanations and justifications 

based on their findings. Furthermore, the implications of the study show that this 

study will be beneficial for businessmen or marketers. Besides, limitations of the 

study include restrictions on a specific population and geographic scope, specific 

independent variables studied, and focus on celebrities, not just athletes. In addition, 

recommendations for addressing these limitations are provided. For example, 

expand the target population and geographic reach, explore other suitable 

independent variables, and focus on athletes’ endorsements for sports equipment. 
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Appendix 3.3: Questionnaire 

THE INFLUENCES OF CELEBRITY ENDORSEMENTS ON 

CONSUMERS’ PURCHASE INTENTIONS TOWARD SPORTS 

EQUIPMENT. 

 

Dear participants, 

 

I am an undergraduate student studying Bachelor of International Business 

(Honours) at Universiti Tunku Abdul Rahman (UTAR), and I am currently 

conducting a research on “The Influences of Celebrity Endorsements on 

Consumers’ Purchase Intentions Toward Sports Equipment”. Your valuable 

insights will make a significant contribution to this research. 

 

The questionnaire was divided into three parts. Please take the time to answer all 

questions in each section. Your participation should take approximately 10-15 

minutes. Please be assured that all responses will be treated with the utmost 

PRIVACY and CONFIDENTIALITY and will be used for academic research 

purposes only.  

 

If you have any questions or concerns about the survey, please feel free to contact 

me at: winnie.cwn@1utar.my. Thank you for your time and contribution. 

 

Best regards, 

Chong Wei Ni 

Undergraduate Student 

Faculty of Accountancy and Management (FAM) 

Universiti Tunku Abdul Rahman (UTAR) 



THE INFLUENCES OF CELEBRITY ENDORSEMENTS ON CONSUMERS’ PURCHASE 

INTENTIONS TOWARD SPORTS EQUIPMENT 

Page 74 of 87 

 

Section A: Demographic Information 

1. Age 

▪ 18-24 years 

▪ 25-34 years 

▪ 35-44 years 

▪ 45-54 years 

▪ 55-64 years 

 

2. Gender 

▪ Male 

▪ Female 

 

3. Occupation 

▪ Student 

▪ Employed 

▪ Self-Employed 

▪ Unemployed 

▪ Housewife 

▪ Retired 

 

4. Educational Level 

▪ High School or Equivalent 

▪ Diploma 

▪ Bachelor’s Degree 

▪ Master’s Degree 

 

5. Income Level 

▪ Under RM2,000 
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▪ RM2,000 – RM3,999 

▪ RM4,000 – RM5,999 

▪ RM6,000 and above 

▪ Prefer not to disclose 

 

6. Ethnicity/Race 

▪ Malay 

▪ Chinese 

▪ Indian 

 

Section B: General Information 

1. What is your level of exposure to celebrity endorsement? 

▪ Very high 

▪ High 

▪ Moderate 

▪ Low 

▪ Very Low 

 

2. Have you ever purchased a product or brand because of a celebrity endorsement? 

▪ Yes 

▪ No 

 

3. Which famous Malaysian sports star do you know? (Can choose more than 1) 

▪ Lee Chong Wei (badminton) 

▪ Nicol David (squash) 

▪ Pandelela Rinong Pamg (diving) 

▪ Julian Yee Zhi-Jie (figure-skater) 

▪ Azizulhasni Awang (cycling) 
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4. How often do you purchase sports equipment? 

▪ Once a month 

▪ Twice a month 

▪ 3 to 4 times in a month 

▪ More than 5 times in a month 

 

5. What types of sports equipment do you typically buy? (Can choose more than 1) 

▪ Athletic Shoes 

▪ Sportswear/Apparel 

▪ Sports Accessories (e.g., gloves, hats, etc.) 

▪ Exercise Equipment (e.g., weights, resistance bands, etc.) 

▪ Rackets (e.g., tennis rackets, badminton rackets, etc.) 

 

Section C: Influences of Celebrity Endorsements on Consumers’ Purchase 

Intentions 

This section tends to measure the influences of celebrity endorsements (source 

credibility, source attractiveness, meaning transfer model, and product and 

celebrity match-up) on consumers’ purchase intentions toward sports equipment. 

This section adopts a five-point Likert scale (1 = strongly disagree, 2 = disagree, 

3 = neutral, 4 = agree, 5 = strongly agree). 

 

1. Source Credibility (Trustworthiness):  The extent to which the recipient 

believes that the information conveyed is true and that the outcomes are accurate 

and unchanged. 

Description 1 2 3 4 5 

Honesty of endorsers can influence my 

purchase intention. 

     

Believability of endorsers can influence my 

purchase intention. 
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Dependable endorsers can trigger my 

purchase intention. 

     

 

2. Source Credibility (Expertise):  The endorser's level of professionalism, which 

acts as a draw for customers to purchase the product. 

Description 1 2 3 4 5 

The knowledge of endorsers can influence my 

purchase intention. 

     

The experience of endorsers can influence my 

purchase intention. 

     

Qualified endorsers can influence my 

purchase intention. 

     

 

3. Source Attractiveness:  The extent to which endorsers are perceived as familiar, 

likable, similar, and physical attractiveness. 

Description 1 2 3 4 5 

Highly attractive endorsers can trigger my 

purchase to their endorsed products. 

     

Classy endorsers can trigger my purchase to 

their endorsed products. 

     

Elegant endorsers can trigger my purchase to 

their endorsed products. 

     

The similarity between the endorsers can 

trigger my purchase intention. 

     

Familiarity with endorsers can influence my 

purchase decision for a certain product. 

     

Likeability of the endorsers can trigger my 

purchase intention. 

     

 

4. Meaning Transfer Model: The type of meanings an endorser brings to the 

process determines how effective their endorsement will be. 
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Description 1 2 3 4 5 

The meanings attributed by the endorsers will 

influence my purchase intention. 

     

I believe that there is a consistent transfer 

between the endorsers and the product 

endorse. 

     

The attribute of the endorsers will influence 

the image of the product endorse. 

     

 

5. Product and Celebrity Match-Up: A celebrity's physical attractiveness 

corresponds to the product being promoted. 

Description 1 2 3 4 5 

I believe that those endorsers consume those 

products endorsed. 

     

I think the characteristics of endorsers  who 

endorse the product will directly relate to the 

product image. 

     

I think those endorsers in the advertisement 

are the best fit for the brand image. 

     

I believe the use of endorsers is a guarantee 

for the quality of the product. 

     

 

6. Purchase Intention:  A customer's desire and plan to purchase a good or service. 

Description 1 2 3 4 5 

I am likely to purchase products or services 

that have been endorsed by endorsers. 

     

Endorsers increase the worth of value for 

products endorse. 

     

There is a high probability I would purchase 

the product after watching the advertisement 

endorse by endorsers. 
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Appendix 3.4: Reliability Test for Source Credibility 

Reliability Statistics 

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items N of Items 

.939 .940 6 

Source: IBM SPSS Statistics software 

 

Appendix 3.5: Reliability Test for Source Attractiveness 

Reliability Statistics 

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items N of Items 

.918 .918 6 

Source: IBM SPSS Statistics software 

 

Appendix 3.6: Reliability Test for Meaning Transfer Model 

Reliability Statistics 

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items N of Items 

.922 .923 3 

Source: IBM SPSS Statistics software 

 

Appendix 3.7: Reliability Test for Product and Celebrity Match-Up 

Reliability Statistics 

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items N of Items 

.824 .834 4 

Source: IBM SPSS Statistics software 

 

Appendix 3.8: Reliability Test for Purchase Intention 

Reliability Statistics 

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items N of Items 

.829 .827 3 
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Source: IBM SPSS Statistics software 

 

Appendix 4.1: Frequency Distribution for Age 

1. Age 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18-24 years 283 95.3 95.3 95.3 

25-34 years 11 3.7 3.7 99.0 

35-44 years 2 .7 .7 99.7 

55-64 years 1 .3 .3 100.0 

Total 297 100.0 100.0  

Source: IBM SPSS Statistics software 

 

Appendix 4.2: Frequency Distribution for Gender 

2. Gender 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Female 192 64.6 64.6 64.6 

Male 105 35.4 35.4 100.0 

Total 297 100.0 100.0  

Source: IBM SPSS Statistics software 

 

Appendix 4.3: Frequency Distribution for Occupation 

3. Occupation 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Employed 12 4.0 4.0 4.0 

Self-Employed 3 1.0 1.0 5.1 

Student 282 94.9 94.9 100.0 
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Total 297 100.0 100.0  

Source: IBM SPSS Statistics software 

 

Appendix 4.4: Frequency Distribution for Education Level 

4. Education Level 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Bachelor's Degree 284 95.6 95.6 95.6 

Diploma 5 1.7 1.7 97.3 

High School or 

Equivalent 

7 2.4 2.4 99.7 

Master's Degree 1 .3 .3 100.0 

Total 297 100.0 100.0  

Source: IBM SPSS Statistics software 

 

Appendix 4.5: Frequency Distribution for Income Level 

5. Income Level 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Prefer not to 

disclose 

4 1.3 1.3 1.3 

RM2,000 - 

RM3,999 

4 1.3 1.3 2.7 

RM4,000 - 

RM5,999 

7 2.4 2.4 5.1 

RM6,000 and 

above 

3 1.0 1.0 6.1 

Under RM2,000 279 93.9 93.9 100.0 

Total 297 100.0 100.0  

Source: IBM SPSS Statistics software 
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Appendix 4.6: Frequency Distribution for Ethnicity/Race 

6. Ethnicity/Race 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Chinese 283 95.3 95.3 95.3 

Indian 13 4.4 4.4 99.7 

Malay 1 .3 .3 100.0 

Total 297 100.0 100.0  

Source: IBM SPSS Statistics software 

 

Appendix 4.7: Descriptive Statistics for Source Credibility (SC) 

Descriptive Statistics 

 N Minimum Maximum Mean 

Std. 

Deviation 

SCT1: Honesty of 

endorsers can influence 

my purchase intention. 

297 1.00 5.00 4.0606 .75987 

SCT2: Believability of 

endorsers can influence 

my purchase intention. 

297 1.00 5.00 4.1044 .77495 

SCT3: Dependable 

endorsers can trigger 

my purchase intention. 

297 1.00 5.00 4.1313 .73952 

SCE1:The knowledge 

of endorsers can 

influence my purchase 

intention. 

297 1.00 5.00 4.2862 .71346 

SCE2: The experience 

of endorsers can 

influence my purchase 

intention. 

297 1.00 5.00 4.3165 .69323 
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SCE3: Qualified 

endorsers can influence 

my purchase intention. 

297 1.00 5.00 4.3535 .67753 

Valid N (listwise) 297     

Source: IBM SPSS Statistics software 

 

Appendix 4.8: Descriptive Statistics for Source Attractiveness (SA) 

Descriptive Statistics 

 N Minimum Maximum Mean 

Std. 

Deviation 

SA1: Highly attractive 

endorsers can trigger 

my purchase to their 

endorsed products. 

297 1.00 5.00 4.0673 .75034 

SA2: Classy endorsers 

can trigger my purchase 

to their endorsed 

products. 

297 1.00 5.00 4.0034 .68526 

SA3: Elegant endorsers 

can trigger my purchase 

to their endorsed 

products. 

297 1.00 5.00 4.0067 .68277 

SA4: The similarity 

between the endorsers 

can trigger my purchase 

intention. 

297 1.00 5.00 4.0236 .73253 

SA5: Familiarity with 

endorsers can influence 

my purchase decision 

for a certain product. 

297 1.00 5.00 4.0539 .70504 



THE INFLUENCES OF CELEBRITY ENDORSEMENTS ON CONSUMERS’ PURCHASE 

INTENTIONS TOWARD SPORTS EQUIPMENT 

Page 84 of 87 

 

SA6: Likeability of the 

endorsers can trigger 

my purchase intention. 

297 1.00 5.00 4.0606 .69484 

Valid N (listwise) 297     

Source: IBM SPSS Statistics software 

 

Appendix 4.9: Descriptive Statistics for Meaning Transfer Model (MTM) 

Descriptive Statistics 

 N Minimum Maximum Mean 

Std. 

Deviation 

MTM1: The meanings 

attributed by the 

endorsers will influence 

my purchase intention. 

297 1.00 5.00 4.2828 .78034 

MTM2: I believe that 

there is a consistent 

transfer between the 

endorsers and the 

product endorse. 

297 1.00 5.00 4.3232 .72356 

MTM3: The attribute of 

the endorsers will 

influence the image of 

the product endorse. 

297 1.00 5.00 4.3771 .73467 

Valid N (listwise) 297     

Source: IBM SPSS Statistics software 
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Appendix 4.10: Descriptive Statistics for Product and Celebrity Match-Up 

(PCMU) 

Descriptive Statistics 

 N Minimum Maximum Mean 

Std. 

Deviation 

PCMU1: I believe that 

those endorsers 

consume those products 

endorsed. 

297 1.00 5.00 4.3199 .71804 

PCMU2: I think the 

characteristics of 

endorsers  who endorse 

the product will directly 

relate to the product 

image. 

297 1.00 5.00 4.4007 .67614 

PCMU3: I think those 

endorsers in the 

advertisement are the 

best fit for the brand 

image. 

297 2.00 5.00 4.3468 .68102 

PCMU4: I believe the 

use of endorsers is a 

guarantee for the 

quality of the product. 

297 1.00 5.00 4.3333 .74887 

Valid N (listwise) 297     

Source: IBM SPSS Statistics software 
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Appendix 4.11: Descriptive Statistics for Purchase Intention (PI) 

Descriptive Statistics 

 N Minimum Maximum Mean 

Std. 

Deviation 

PI1: I am likely to 

purchase products or 

services that have been 

endorsed by endorsers. 

297 1.00 5.00 4.1785 .73416 

PI2: Endorsers increase 

the worth of value for 

products endorse. 

297 1.00 5.00 4.2761 .68616 

PI3: There is a high 

probability I would 

purchase the product 

after watching the 

advertisement endorse 

by endorsers. 

297 1.00 5.00 4.1347 .78545 

Valid N (listwise) 297     

Source: IBM SPSS Statistics software 

 

Appendix 4.12: Model Summary 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .472a .222 .212 .59880 2.013 

a. Predictors: (Constant), PCMU, SA, SC, MTM 

b. Dependent Variable: PI 

Source: IBM SPSS Statistics software 
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Appendix 4.13: ANOVA 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 29.954 4 7.489 20.885 <.001b 

Residual 104.699 292 .359   

Total 134.654 296    

a. Dependent Variable: PI 

b. Predictors: (Constant), PCMU, SA, SC, MTM 

Source: IBM SPSS Statistics software 

 

Appendix 4.14: Coefficients 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 1.274 .323  3.947 <.001   

SC .270 .067 .238 4.046 <.001 .771 1.296 

SA .175 .061 .169 2.885 .004 .772 1.295 

MTM .059 .060 .062 .977 .330 .653 1.532 

PCMU .189 .063 .183 3.011 .003 .723 1.384 

a. Dependent Variable: PI 

Source: IBM SPSS Statistics software 

 


