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Abstract:

This studyseeks to study the impact of celebrities on the effectiveness
of televisionadvertising by examining the characteristics of celebrities of
credibility, liking and attractiveness. Also, determine the effect of the

mediatingrole of each of the consumer’s attitude towards TV
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advertisingsupported by celebrities and their attitude towards the brand
thatadopts the advertisement on the intentions of buying.The studyused the
questionnaire as a tool to collect information from a sample of
(100)individuals.

The studyreached a set of important results, indicatingthatthereis a
significant impact of the characteristics of celebritiesstudied in enhancing
consumer attitudes towards TV ads and towards the brand.

Keywords: Celebrityfeatures; Celebrityadvertising; Consumer attitudes;
Intention to buy.
JEL Classification Codes: M3,M31,M37.
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