
 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260483237 Volume 8, Issue 4, July-August 2026 1 

 

Celebrity Endorsements and Legal Liability 
 

Ms. Saanvi Kapoor 

 

Student, Legal Studies, GEMS New Millennium School, Dubai 

 

Abstract 

This research examines the role of celebrity endorsements in modern marketing and the legal liabilities 

associated with misleading advertisements. It explores how celebrity endorsements influence consumer 

buying behaviour, brand perception, and purchasing decisions. The study also analyses the responsibilities 

of celebrities, businesses, and advertisers under consumer protection laws. It aims to understand how 

effective regulation promotes ethical advertising, consumer trust, and market confidence. 
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Main Objective 

The main objective of this research is to study the impact of celebrity endorsements on consumer 

purchasing decisions and analyse how legal regulations governing endorsements protect consumer 

interests. 

 

Objectives 

To examine the role of celebrity endorsements in modern marketing.  

To analyse the impact of celebrity endorsements on consumer buying behaviour.  

To study the legal liabilities of celebrities in misleading advertisements.  

To evaluate the role of consumer protection laws in regulating endorsements. 

 

Introduction 

Celebrity endorsements have become one of the most powerful promotional strategies in modern 

marketing. Companies often use actors, athletes, influencers, and public figures to promote products 

because consumers tend to trust and admire these personalities. 
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The effectiveness of celebrity endorsements lies in their ability to transfer the credibility, popularity, and 

image of the celebrity to the product being advertised. As a result, consumers often perceive endorsed 

products as more reliable and desirable. 

However, celebrity endorsements can also create legal concerns when celebrities promote products using 

exaggerated or misleading claims. In such situations, consumers may suffer financial losses or health risks. 

To address these issues, governments have introduced regulations that hold advertisers and endorsers 

accountable for misleading advertisements. 

This research studies celebrity endorsements as an important marketing strategy and examines the legal 

framework governing celebrity liability in advertisements. This structure closely follows the style used in 

your reference paper. 

 

Literature Review 

Several studies indicate that celebrity endorsements significantly enhance brand awareness, consumer 

trust, and purchasing intentions, as consumers often associate the credibility and popularity of celebrities 

with the products they promote. Research further suggests that endorsements are particularly influential 

among young consumers and social media users. However, scholars have also highlighted concerns 

regarding misleading advertisements and unverified claims made by celebrities and influencers. 

Consequently, legal experts emphasize the importance of due diligence and stronger regulatory 

frameworks to ensure ethical advertising practices and protect consumer interests. 

 

Impact of Celebrity Endorsements on Marketing Practices 

Celebrity endorsements significantly influence modern marketing strategies. 

  
 

Effect on Brand Awareness 

 Increased visibility and market reach. 

 Stronger brand recall among consumers. 

 Faster market penetration for new products. 

 

Effect on Consumer Buying Behaviour 

 Increased trust in products. 

 Greater emotional connection with brands. 

 Influence on purchasing decisions. 

 

Effect on Brand Image 

 Positive association with celebrity reputation. 
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 Enhanced credibility and prestige. 

 Improved competitive positioning. 

 

Legal Issues Associated with Celebrity Endorsements 

Despite their marketing advantages, celebrity endorsements can lead to several legal issues. 

 

Misleading Advertisements 

 False or exaggerated claims regarding product benefits. 

 Misrepresentation of product quality or safety. 

 

Health and Safety Concerns 

 Promotion of unverified health supplements. 

 Advertising products without scientific evidence. 

 

Lack of Due Diligence 

 Failure to verify claims before endorsement. 

 Negligence in reviewing product information. 

 

Consumer Protection Act and Celebrity Liability 

The Consumer Protection Act, 2019 introduced strict provisions to regulate misleading advertisements 

and endorsements. 

The Central Consumer Protection Authority (CCPA) can: 

 Impose penalties on manufacturers and advertisers. 

 Order withdrawal of misleading advertisements. 

 Prohibit celebrities from endorsing products for repeated violations. 

 Ensure accountability in advertising practices. 

Celebrities are expected to perform due diligence before endorsing products to ensure that the claims made 

are accurate and verifiable. 

 

 
Case Studies 

 

Example 1: Instant Noodles Controversy 

Several celebrities including Amitabh Bachchan, Madhuri Dixit and Preity Zinta endorsed the popular 

instant noodle brand Maggi. When allegations regarding excessive lead content emerged in 2015, 

questions were raised regarding whether endorsers should be held legally responsible for the claims made 
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in advertisements. The controversy became one of the major reasons behind stricter provisions for 

celebrity endorsements under the Consumer Protection Act, 2019. 

Example 2: Health Drink Advertising 

Many celebrities have promoted health drinks claiming they increase height, intelligence, or physical 

performance. Such claims often influence parents and children without sufficient scientific evidence. The 

incident highlights the need for celebrities to verify product claims before endorsing them. 

Example 3: Influencer Marketing on Social Media 

Modern influencers on platforms such as Instagram and YouTube frequently promote products through 

paid partnerships. Failure to disclose sponsorships can mislead consumers into believing that 

recommendations are personal opinions rather than advertisements. Regulatory authorities in many 

countries now require influencers to clearly label sponsored content using terms such as "#Ad" or 

"#Sponsored". 

 

Conclusion 

Celebrity endorsements remain one of the most effective marketing tools in modern business. However, 

the growing influence of celebrities and influencers requires greater legal accountability to protect 

consumers from misleading advertisements. 

The Consumer Protection Act, 2019 has strengthened consumer rights by imposing responsibilities on 

advertisers and endorsers. A balance between effective marketing and legal responsibility is essential for 

maintaining ethical business practices and consumer trust. 

This study concludes that stronger enforcement, greater transparency, and responsible endorsements are 

essential for creating a fair and trustworthy marketplace. 
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