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While Source 1 (Knoll & Matthes 2017) is several years old, it is still applicable today. It is a meta-analysis and includes over 20 studies, and even though there have been changes to the digitisation of marketing, it does provide a comprehensive picture of how celebrity endorsements operate in multiple contexts. Source 1 is highly relevant as it specifically investigates the effectiveness of celebrity endorsements, utilising a very large volume of empirical evidence. Source 1 is also considered highly authoritative, as both authors are recognised experts in the fields of marketing and communication, and the publication in which it appears (Journal of the Academy of Marketing Science) is a respected peer-reviewed journal. The results of Source 1 can show their accuracy by providing a comprehensive overview of statistics, methodology, and evidence-based conclusions regarding the study. The purpose of Source 1 is academic and not intended to be commercial in nature and seeks to identify general trends regarding the effectiveness and success of celebrity endorsements, with no perceived bias.
Source 2 (Nzuva 2021) includes more recent findings (2021) and reflects current business and marketing trends. Due to its currency, this article is very useful for understanding the current use of celebrity endorsements within modern businesses and what potential impact those endorsements may have on businesses. The study does focus primarily on medium and large corporations and their likelihood of successfully using celebrity endorsements as a strategic option. The link between Source 2 and real-world decision making offers substantial relevance to the topics covered in this source; however, Source 2 has less authority than Source 1, as it has been published in a peer-reviewed journal, but it is not as highly regarded as the Journal of the Academy of Marketing Science. Nevertheless, the author demonstrates some familiarity with marketing principles, employing examples from practising businesses to bolster his arguments. Source 2 employs the same methodology to arrive at its conclusions as did Source 1; however, the author of Source 2 does not provide as much statistical information (for example, using meta-analyses) as Source 1.
In summary, while both articles address celebrity endorsement efficacy, they offer different approaches to understanding this phenomenon. Knoll & Matthes (2017) provide research-based, broad evidence indicating that when celebrities are perceived to be genuine, credible, and well-aligned with a brand, they positively influence consumers' attitudes and purchase intention. Nzuva (2021) accepts the importance of celebrity/brand alignment; however, his article is primarily concerned with how to make celebrity endorsement effective as a means of growing business. Source 1 provides a broad overview of the many studies conducted; whereas Source 2 provides information related to a specific business environment (strategic planning, cost, audience relevance). When looked at together, both sources complement each other as they relate the theoretical foundation of celebrity endorsement with current best practices.
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In a world where people are inundated with thousands of images, videos, and promotions daily, marketers not only need to make their products visible but also remembered by consumers. Celebrity endorsements are a marketing strategy that has remained successful despite numerous technological advances in our ways of connecting with consumers and their evolving behaviours. Celebrities offer distinct value to brands such as cultural affiliation, public recognition, and emotional connections that are impossible to manufacture through digital technology (Miller, 1998). As such, celebrity endorsements have become more than a way for brands to gain market share; they are also critical tools for influencing how a brand's meaning is established in consumers' minds and ultimately shaping their purchasing decisions.
The 4A framework (Attention, Attraction, Affinity, Action) provides a structure for evaluating the impact of celebrity endorsements on marketing success. Attention is the first component of the model and describes how celebrities can help brands capture the market's attention. Because of the amount of public exposure they have, celebrities can draw the interest of potential customers quickly and efficiently and decrease the time required for brands to become visible within a crowded market. Research indicates that celebrity endorsements increase the level of attention received by the audience through enhanced relationships with marketing messages and increased chances of recall; therefore, they help brands break through the clutter of competing media (Knoll & Matthes, 2017). Marketers often find that this increased exposure is valuable when launching new products and repositioning established brands. The first part of the process of developing trust in an advertisement is called Attention. It plays an important role in advertising, as the rest of the marketing message may not be processed without attracting attention.
Attraction, the second type, refers to how celebrities can positively influence a company's brand image based on their positive characteristics. The way a celebrity looks, their talents, lifestyle or accomplishments can impact consumers' perceptions of the products they endorse. Successful or well-known celebrities typically inspire admiration for themselves, which is one reason brands use them to transfer that admiration to their products. There have been several studies that show that consumers tend to respond more positively to celebrities whose images match what the company is trying to create in the marketplace. While the term Attraction primarily refers to a celebrity's physical appearance, it also includes their charisma, likability and perceived status. All these traits give a company additional emotional draw to its brand, which strengthens the company's appeal. When celebrities are perceived as being stylish, reliable or aspirational, those same traits will typically be extended to the brand or product, making Attraction an attractive persuasive technique.
The third type of advocate is called Affinity. Affinity refers to how consumers feel emotionally connected to celebrities, which has a significant impact on the relationship consumers have with the companies that sponsor the celebrities. Consumers often become emotionally involved with or familiar with a celebrity and feel as if they have a personal relationship with them. As a result of this psychological relationship, consumers trust celebrities more and therefore are more willing to act when a celebrity endorses a product or brand. Based on research, when a consumer feels a strong connection to a celebrity (e.g., through social media, sharing similar values), that connection can be transferred to the brand that the celebrity endorses (Halonen-Knight and Hurmerinta, 2010). The transfer of this meaning is maximised when the endorser possesses qualities or behaviours that consumers aspire to emulate. Therefore, the concept of Affinity is essential for modern marketers as consumers want to feel emotionally connected and authentic to a brand. If the connection between the endorser and the consumer is strong, the likelihood of the consumer developing a positive opinion of the endorsed brand is increased as Affinity is the primary component of establishing brand credibility and developing brand loyalty.
The last step of consumer actions illustrates how celebrities, through their endorsements, influence the way consumers make decisions regarding purchasing. After capturing Attention, generating Attraction and developing Affinity, the ultimate objective of marketers is to encourage their consumers to act. Researchers have found that consumer intentions to purchase increase significantly when celebrities endorse products through the first three steps of the framework are aligned (Osei-Frimpong et al., 2019). Consumer decisions depend on the influence of the endorser but also on how clearly the brand’s message has been delivered and if the consumer believes that the product is relevant to his or her needs. In some instances, consumers will view celebrity endorsements as lowering the risk associated with purchasing the endorsed product since they generally trust the judgement of famous individuals. For example, research conducted in emerging markets indicates a substantial increase in the willingness of consumers to purchase products endorsed by celebrities viewed as reliable, relevant, and credible (Adam and Hussain, 2017). Therefore, Actions represent the last step of converting Influence into quantifiable marketing results.
However, while celebrity endorsement remains a widely accepted method of marketing, it does have inherent limitations. Various studies indicate that challenges such as high costs, potential scandals and issues with alignment between the celebrity and the brand can hinder campaign success. Other researchers caution that endorsements are most effective when the product category is aligned with the celebrity (Nzuva, 2021). Furthermore, studies also indicate that celebrity endorsement does not have a uniform effect on all industries; therefore, businesses must carefully evaluate their target audiences and brand identities (Wang and Liu, 2023). Thus, the limitations do not diminish the importance of celebrity endorsement, but they do require strategic planning with careful selection of endorsers.
In summary, celebrity endorsements are still extremely powerful marketing tools for businesses because they embrace the four A's framework (Attention, Attraction, Affinity, and Action). Despite challenges, there is substantial evidence to support that when celebrities are used strategically, they have an impact on how consumers view brands and influence their purchasing decisions. Thus, celebrity endorsement is an effective and relevant form of marketing strategy in today's highly competitive business environment.
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Why Celebrity Endorsement Matters

« In an ever-growing digital marketplace, companies looks for
position to capture the customer's attention.

Celebrity Endorsements

« Celebrity endorsements enable companies to differentiate ¥
themselves by providing them with existing audience reach - ' .5
(Knoll & Matthes, 2017).

« Celebrity endorsements are a means by which brands
establish a brand's identity and create cultural relevance for
the products they sell (Halonen-Knight & Hurmerinta, 2010).

« While digital influencers have increased in popularity,
celebrity endorsement continues to be an effective tool for
marketers (Wang & Liu, 2023).
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Real example

The use of Rihanna as a campaign ambassador for Louis Vuitton
creates excitement and interest worldwide. The combination of
Rihanna’s influence over culture and the high level of creativity
associated with both Louis Vuitton and she supports and enhances
their communications.

Strong meaning transfer occurs due to Rihanna’s style and how it
supports and builds upon LV’s message (Halonen-Knight &
Hurmerinta 2010).

Because of the strong relationship between Rihanna and Louis
Vuitton, it was a very successful campaign.

It generated more awareness and desirability for Louis Vuitton (Knoll
& Matthes 2017).

Despite its success, there still exists some risk, as the campaign
relied on the reputation of the celebrity (Nzuva 2021).
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Key Findings

Attention: Celebrities can quickly engage consumers through their
initial attraction to them (Knoll and Matthes, 2017).

Attraction: The positive characteristics associated with celebrities
often lead consumers to associate positive qualities with the brand
(Osei-Frimpong et al., 2019).

Affinity: The emotional connection fans have with celebrities
increases the level of trust they have towards that brand (Halonen-
Knight and Hurmerinta, 2010).

Action: The better aligned a celebrity is with a brand, the more
likely consumers are to purchase products from that brand (Nzuva,
2021).

Research indicates that when there is a close relationship between
a celebrity and the company they endorse, his or her endorsement
can be an effective marketing tool (Wang and Liu, 2023).

Consumer Decision Making Process

Marketing Psychology
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