International Journal of Advance and Applied Research

Peer Reviewed | International Open Access Journal
ISSN: 2347-7075 | Impact Factor - 8.141 | Website: https://ijaar.co.in/
Volume-13, Issue-3 [ January - February 2026

Original Article

CELEBRITY ENDORSEMENTS AS AN ADVERTISING STRATEGY: ETHICAL

IMPLICATIONS FOR COMPANIES

Dr. Sunil Subhash Patil

Associate Professor

Department of Commerce & Business Management, D.A.V. Velankar College of Commerce, Solapur

Manuscript ID:
IJAAR-B130301
ISSN: 2347-7075

Impact Factor — 8.141

Volume - 13

Issue - 3

January — February 2026
Pp.1-5

Submitted: 05 Jan.2026
Revised: 18 Jan. 2026
Accepted: 10 Feb. 2026
Published: 28 Feb. 2026
Corresponding Author:

Dr. Sunil Subhash Patil

Quick Response Code:

Website: https://ijaar.co.in/
d

DOI: 10.5281/zenodo.20321420

DOI Link:
https://doi.org/10.5281/zenodo.2

0321420
@DOS0
BY NC SA

Creative Commons

Introduction:

Abstract:

Celebrity endorsements have become a pervasive advertising strategy in
modern marketing. Companies invest substantial resources to partner with
celebrities to gain brand visibility, consumer trust, and sales growth. While
celebrity endorsements can enhance brand image and consumer recall, concerns
are emerging about their ethical implications. Issues such as deception, unrealistic
expectations, celebrity misconduct, exploitation of influence, and consumer
vulnerability raise questions about whether endorsements serve consumer interests
or merely profit motives. This paper examines the ethical dimensions of celebrity
endorsement strategies, highlighting benefits, risks, and responsibilities of
businesses. Through a review of literature and illustrative examples, the research
ethical

explores how celebrity credibility influences consumer behavior,

controversies, regulatory considerations, and recommendations for ethical
marketing practice. The objective is to understand whether celebrity endorsements
are ethically justified and how companies can implement them responsibly.
Findings suggest that transparency, honesty, consumer welfare, and accountability
should guide endorsement campaigns to ensure they align with ethical marketing
principles. The study concludes with suggestions for future research and practical
guidelines for companies.
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visibility, create emotional appeal, and transfer their

In today’s competitive market environment,
companies constantly seek innovative advertising
strategies to capture consumer attention. One widely
adopted approach is celebrity endorsement, where
public figures promote products or services to
The

enhance brand

influence consumer choices. underlying

assumption 1is that celebrities

credibility to the products they endorse. From sports
stars promoting athletic wear to film actors
advertising luxury goods, celebrity endorsements
cut across industries and demographics.

While the economic benefits of celebrity
endorsements are evident, ethical concerns have

become increasingly pronounced. Questions arise
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about misleading claims, exaggerated benefits,
exploitation of celebrity influence, and manipulation
of consumer perceptions. FEthical marketing
mandates that communication should be truthful,
socially responsible, and respect consumer
autonomy. When celebrities endorse products
without authenticity or when companies prioritize
profits over consumer welfare, ethical boundaries
may be crossed.

This research paper explores the ethical
implications of using celebrity endorsements as an
advertising strategy. It analyzes theoretical
foundations, discusses the psychological impact on
consumer behavior, examines ethical controversies,
and evaluates regulatory standards that govern
celebrity advertising. By critically assessing both
positive and negative aspects, the study aims to offer
insights into how companies can adopt ethical

practices that respect consumer rights while

achieving marketing goals.
Literature Review:
Understanding Celebrity Endorsements:

Celebrity endorsement refers to the promotional
strategy in which a well-known individual uses their
public image to influence consumer attitudes and
behaviors toward a brand. According to McCracken
(1989), celebrity endorsements create “meaning
transfer,” where cultural meanings associated with a
celebrity transfer to the product and, ultimately, to
the consumer.

Psychological Influence on Consumers: Research
suggests that celebrities generate trust and
credibility. Consumers often form parasocial
relationships with celebrities-one-sided emotional
attachments that make endorsements compelling.
According to Ohanian’s scale (1990), credibility
consists of trustworthiness, expertise, and

attractiveness. When these dimensions are perceived

positively, consumer attitudes toward the endorsed
product improve.

Ethical Issues in Celebrity Endorsements: Ethical
concerns arise when endorsements mislead
consumers. For instance:
Misrepresentation: Some advertisements
exaggerate product benefits based on celebrity
influence.

Authenticity: Celebrities may endorse products
they don’t use or believe in.

Vulnerable Consumers: Children, adolescents, or
low-literacy consumers may be easily influenced.
Celebrity Misconduct: When a celebrity behaves
unethically, the associated brand may suffer
reputational damage.

Studies highlight that ethical lapses in endorsements
undermine consumer trust and can lead to backlash
effects (Erdogan, 1999).

Regulatory Frameworks: Many jurisdictions
require disclosures to ensure transparency. For
example, advertising standards in the U.S. mandate
that endorsements reflect honest opinions and
experiences. In India, the Advertising Standards
Council of India (ASCI) provides guidelines that
demand advertisements be truthful and not

misleading.

Objectives of The Stud:

The present study has been undertaken with the
following objectives:

1. To understand the concept and importance of
celebrity endorsements as an advertising strategy.

2. To examine the ethical issues involved in
celebrity-endorsed advertisements.

3. To evaluate the responsibilities of companies and
celebrities in ethical advertising.

4. To suggest measures for promoting ethical
practices in celebrity endorsements.

Research Methodology:
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1 Nature of the Study: The present research is
descriptive and analytical in nature. It aims to
describe existing practices of celebrity endorsement
and analyze their ethical implications.

2 Sources of Data: The study is based on secondary
data, collected from:

Research journals

Books on marketing and business ethics

Published articles and reports

Company websites

Adpvertising standards and guidelines

3 Method of Analysis:

The collected data have been analyzed using:
Conceptual analysis

Comparative analysis of ethical and unethical
practices

Review of case examples

4 Scope of the Study: The study focuses on ethical
related to endorsements in

issues celebrity

advertising, = with  reference to  corporate
responsibility and consumer protection. It does not

involve primary surveys or statistical tools.

Ethical Implications: Analysis And Discussion:
1 Benefits of Celebrity Endorsements
Celebrities

making products more

e Increased Brand Awareness:
capture attention,
memorable.

e Enhanced Credibility: Familiar faces can boost
perceived trustworthiness.

Attachment:

emotionally connect with celebrities and, by

e Emotional Consumers
extension, the brand.

e Competitive Advantage: Endorsements
differentiate brands in saturated markets.

2. Ethical Concerns and Debates:

e Truthfulness and Misleading Claims: One of
the foremost ethical issues is misleading
advertising. When a celebrity’s endorsement
exaggerates  product

capabilities  beyond

scientific or factual support, consumers may
form false beliefs. For instance, cosmetic
endorsements sometimes overpromise results
that are unattainable, leading to disappointment
and distrust.

Exploitation of Influence: Celebrities often
have disproportionate influence on young or
Ethical

requires respect for autonomy—i.e., consumers

vulnerable  consumers. marketing
should make informed choices free of undue
manipulation. Using influential celebrities to sell
products like weight-loss supplements raises
concerns about exploiting insecurities.

Authenticity and Responsibility: Authenticity
is pivotal in endorsements. When celebrities
promote products they neither use nor believe
in, advertisements become hollow. Both the
brand and the

responsibility:

celebrity share ethical

companies should vet
endorsements, and celebrities should ensure
alignment with personal values and consumer
welfare.

Celebrity Misconduct and Brand Impact:
When a celebrity is involved in scandals or
unethical behavior, brands tied to them face
backlash. Ethical Should

companies discontinue endorsements to uphold

questions  arise:

moral standards, even at a financial loss? Ethical

marketing suggests yes, since sustained

association might normalize unethical behavior.

3 Corporate Ethical Responsibilities:

Transparency: Brands should disclose any
material connection between the celebrity and
the product, including payments or incentives.
Regulations such as FTC guidelines stress this.
Transparency empowers consumers to interpret
endorsements appropriately.

Truth in Claims: Companies must ensure that
factual and not

advertised claims are

exaggerated. This includes providing

3
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scientifically ~ verifiable information  and
avoiding hyperbolic statements.

e Target Audience Protection: Special care
should be taken when marketing products to
vulnerable groups. Ethical guidelines
recommend avoiding manipulative techniques
and ensuring responsible messaging.

e Contingency Plans for Celebrity Misconduct:
Brands should include moral stipulations in
contracts “morality clauses” that allow
termination of endorsements if the celebrity’s
behavior contradicts ethical expectations. This
protects brand integrity and signals corporate

accountability.

Case Studies:

Case Study 1: Nike and Colin Kaepernick: Nike’s
endorsement of Colin Kaepernick sparked global
debate. While some praised the brand for supporting
social causes, others accused it of exploiting
controversy for profit. Ethically, Nike’s decision
aligned with brand values and generated dialogue
about social justice, yet it risked alienating certain
consumer segments. The case demonstrates how
ethical stances in endorsements carry both
reputational risk and reward.

Case Study 2: Tiger Woods and Sponsorship
Fallout: When Tiger Woods faced personal
scandals, brands like Accenture and Gatorade
dropped him as an endorser. This highlights how
celebrity personal conduct can affect brand
reputation and ethical considerations in maintaining
endorsements.

Case Study 3: Beauty Influencers and
Authenticity: In the digital age, social media
influencers act as modern celebrities. Cases where
influencers failed to disclose paid promotions
resulted in regulatory action and consumer distrust.
The ethical takeaway: transparency fosters
credibility.

Conclusion:

Celebrity endorsements remain a powerful
advertising strategy with significant influence on
consumer behavior. While they offer distinct
advantages-such as increased visibility and
emotional engagement-ethical challenges cannot be
ignored. Misleading claims, manipulation of
vulnerable consumers, lack of authenticity, and
negative spillover from celebrity misconduct pose
real ethical risks.

The paper concludes that celebrity
endorsements can be ethically justified only when
executed responsibly. Companies have a duty to
ensure truthfulness, uphold transparency, safeguard
consumer autonomy, and adopt ethical guidelines
that prioritize consumer welfare over mere
profitability.

Ethical marketing is not merely compliance
with regulations but also a commitment to socially
responsible communication. Celebrity
endorsements, when principled and transparent, can
enhance consumer trust and build sustainable brand
equity. When misused, they can damage credibility
and harm consumer interests. Therefore, companies
should adopt ethical frameworks that align
endorsements with moral standards, benefiting both

society and business.

Recommendations:

1. Develop ethical endorsement policies in
organizations.

2. Include morality clauses in contracts.

3. Educate consumers about endorsements and truth
claims.

4. Monitor influencer-promoted content regularly.
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