Research Title 
A critical analysis on the effectiveness of celebrity endorsement in the sports industry.  
1. Summary of Research Objectives
The different key areas that this dissertation will analyse to understand the effectiveness of celebrity endorsement, sponsorship and the introduction of ‘Influencers’ since the rise of social media. The effectiveness will be measured via analysing different key marketing areas such as consumer perceptions and behaviour, the advantages and disadvantages for both organisation and endorsee and its impact on an athlete’s development.  The types of endorsement and the wider influence will also be evaluated. Considerations and limitations will also be highlighted. Areas that will be covered within the dissertation also include the usage of celebrity endorsements to reform a negative brand perception, brand image and the impact that endorsements can have on both parties both positive and negative.
A literature review on the effectiveness of celebrity endorsement deals will be evaluated within this dissertation as the concept of ‘celebrity endorsement’  has become widely used by organisations across the world since its introduction in the late 1990’s, celebrity endorsement deals can be seen from the  sports industry through to high street fashion and political groups seeking popularity (Knoll, 2017). 
Aim
A critical analysis on the effectiveness of celebrity endorsement within the sports industry.  
Objectives
1. A critical analysis of paid for endorsement v unpaid endorsement within the sports industry taking in to consideration the wider environment in order to gain a deeper understanding.  
2. An evaluation of the influence of celebrity endorsement on consumer behaviour within the sports industry.
3. To identify the impact an endorsement has on an athlete’s development.
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          1.1 Background Information
Wang (2018) defined the term ‘celebrity endorsement’ as a form of advertisement or marketing strategy that uses a person with celebrity status or fame to help promote an organisation or product range. The use of advertisements has become common practice within the marketing environment from brands such as Coca-Cola and Pepsi both using sporting icons as a strategy to influence consumers and develop the brand image. Olenski (2016) argued that companies will utilise the fame and trust associated with a celebrity/ sports person who may be perceived to be an influence to consumers in order to convert the trust in an athlete to build trust within their brand. The marketing strategy of endorsing celebrities has seen significant growth since its introduction, in particular the sports industry since the 90’s which may be associated with the level of trust and emotions connected to sports icons via the public. Key benefits for an organisation endorsing celebrities include rescuing a negative brand, positioning of a brand, building trust and driving sales.



              1.2 Consumer perceptions & Behaviour
It appears difficult to understand just how effective or powerful celebrity endorsement deals are due to concepts such as brand trust, emotional connection with a brand and brand awareness being very difficult to measure. A recent study suggested that consumers displayed a greater recognition for a product or service if they were endorsed by a celebrity regardless of whether they were engaged with the brand or not; brand awareness can be a key area for growth that can be significantly developed by using sports stars or celebrities to connect with a target market (Sokolovaska, 2016). The significant growth in using celebrities and athletes to promote products or services has appeared to have grown from TV Commercials and the mainstream media to the popular world of social media; with celebrities now having more access to tools that enables them to connect with fans and audiences this has led to an increase in advertisement on platforms such as Facebook and Instagram, providing more opportunities for organisations to target the followers/fans of these celebrities (Faulds, 2009). 

1.3 Advantages & Disadvantages 
Another key area that this dissertation will seek to analyse is the advantages and disadvantages for both parties involved within an endorsement deal. The advantages for the organisation involved appear obvious in terms of developing awareness and publicity, with financial gains appearing to be the goal for celebrities seeking a revenue stream aside from their career i.e. acting, professional sports. The advantages for the organisation can also include direct access to a specific target market, utilising the trust and reputation of a celebrity to promote a product or service with the celebrity acting as a ‘spokesperson’ for the brand and also profitability through a potential increase in sales (Davies, 2016). Athletes that are not competing at the highest level may need financial aid to develop their careers and sponsorship deals can help cover costs that may prove to be difficult to meet. Disadvantages for both parties can include the reliance on each other to act professionally and accordingly within the public eye. A celebrity being associated with a company who may be receiving negative media attention due to unethical practices etc. may also receive unwanted attention which appears to be the case with Premier Inn and their brand ambassador Lenny Henry who refused to comment at the time (Newton, 2018).  A more notable scandal that resulted in an athlete being dropped by his sponsors is Tiger Woods which came as a result of his private life being heavily scrutinised within the media; it was reported that after Tiger Woods was dropped by sponsors Nike and Gillette it equated to a loss of over one hundred million dollars for the golfing icon (Forbes, 2010).           
               1.4 Considerations & Limitations 
There are many considerations and limitations for both parties involved that will be analysed within the dissertation and they include the idea of sponsoring a ‘role model’ or a celebrity partnering with a respected brand. Limitations include the lack of evidence to suggest long term benefits for an organisation and a key consideration when selecting a celebrity is that the deal must be believable, Connor McGregor recently appeared in a KFC advertisement that was labelled a ‘marketing error’, due to the lack of trust associated with an athlete indulging on fast food according to (Ritson, 2017); however the use of athletes endorsing unhealthy products has been common for some time such as David Beckham endorsing Pepsi. This indicated that the celebrity endorser will need to be portrayed as not just a sporting athlete but also a brand within themselves such as David Beckham  There appears to be a level of risk for both parties involved within an endorsement deal.  
             1.5 Impact of Celebrity Endorsement Deals on an Athletes Development  
As previously mentioned the financial gains can be pivotal in relation to an athlete’s development particularly in the early career stages where the athlete may not be receiving a high financial income that can be associated with sports professionals. Endorsement deals with major labels such as under Armour or Nike can help raise an athletes profile through exposure and brand popularity. Exposure can lead an athlete to revenue streams aside from their sporting career, such as the David Beckham case study. Building a positive image is of paramount importance for athletes just as it is for organisations so endorsement deals can significantly develop an athlete’s image through strategically building connections with reputable originations and sponsors.    
2 Theoretical Content 
To complete this dissertation there will be a range of key literature that will be used to gain reliable and in depth information to enhance the research to complete this dissertation which includes books, academic journals and online sources. The content will be in relation to the area of ‘celebrity endorsements’ and its impact on other marketing principles such as brand positioning, image and its link with consumer behaviours. The literature will also help evaluate the importance of sponsorship deals in relation to an athlete’s development. There are a range of models and theories that can be used in relation to celebrity endorsements and they include McCrakens 1989 ‘meaning transfer model’ and heiders (1968) balance theory which discusses the relationship between psychology and marketing and is still widely used today.
3 Summary of Research / Methodology
There will be a range of data that will be analysed within this dissertation in order to achieve the aims and objectives. The research included within this dissertation will include both primary and secondary research; secondary research can be used to gain a greater understanding of the concept of ‘celebrity endorsements’ whilst primary research can be used to achieve more accurate and relative data in regards to the dissertation topic and aim. Secondary research will be collected via published books, journals and online articles whilst the primary research can be collected through a variety of surveying methods that will be discussed shortly. The majority of data collected will be secondary, which is data that is readily available and that has been published elsewhere; primary data collected can then be compared and contrasted to gain a greater understanding and to strengthen the literature provided. 
The primary and secondary research collected will involve both qualitative and quantitative data that can be analysed within the dissertation findings in order to achieve the aim of the dissertation which was to understand the ‘effectiveness of celebrity endorsements’. The data collected may depend on the research methods selected.  Qualitative data is data that consists of more detailed and quality feedback as opposed to quantitative data that may lack detail and can be linked with numbers i.e. multiple choice questionnaires with ‘tick box ‘replies (Cayir, 2016).  
                  3.1 Survey Techniques
In order to achieve accurate and reliable findings a range of surveying techniques will be used to gather both quantitative and qualitative data to analyse. The following research techniques are effective tools to gather primary research. 
Interviews will be used to conduct research within the area of athlete development in order to support the secondary research that will be conducted within this area. The interviews will involve 2 sporting athletes who both have endorsement and sponsorship deals; their experiences will help to fulfil the aims and objectives of the dissertation. The interviews can also be a great way to gain qualitative data to support findings from within the literature review. 
A questionnaire may be conducted to gather quantitative data in relation to the area of consumer perceptions and behaviours with brands that are endorsed by celebrities. Questionnaires can be an effective method of gaining a broader range of responses from a wider target audience.
As previously stated the literature review will also consist of secondary data that will be retrieved from a range of sources such as books, journals and academic frameworks.     

4 Sampling Framework 
The research conducted will be completed within a time frame from May 2018- August 2018.
As stated the research will include interviews that will be conducted at the beginning of June with the potential for further interviews if required at a later stage. The interview participants are two young athletes from within the sporting environment who are willing to discuss their experiences with endorsements and how they feel it has impacted their careers. The dissertation seeks to gain an understanding of the effectiveness of endorsement deals from both parties, the athlete/celebrities involved and the organisation. These interviews allows an in-depth discussion on the athlete’s perception.  
Secondary research will be conducted throughout the dissertation process to help formulate a literature review. Secondary research will be evaluated and analysed from May through August 2018.
5 References Consulted 
To conduct this proposal an analysis on the area of celebrity endorsements has been conducted and with the abundance of information available and the media attention celebrity endorsements provides it appears a very interesting and relative topic within the marketing environment. Interview participants have been contacted and are available for an interview as and when needed. Journals and academic sources have been used within this proposal and can be found within the attached reference list.
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