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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
1.  Jun et al. (2023) 
Currency: With its publication in 2023, the article is current and addresses contemporary concerns that are of immediate relevance in the field of marketing practice. 
Relevance: This study reviews when celebrity endorsement is effective and the role of celebrity endorsement in brand associations. The article adds empirical support and value to an academic understanding and conversation with industry implications about the effectiveness of endorsing products with celebrities.  
Authority: The authors are well-known marketing scholars, and the article is published in the Journal of Business Research. This journal is reputable and is recognised as an academic peer-reviewed journal. 
Accuracy: The research methodology and data analysis were discussed in detail and outlined in a manner that supports the accuracy of the research findings. The results were documented with sufficient evidence and referenced within relevant marketing literature.  
Purpose: The article has a scholarly purpose, to inform marketers and researchers about the conditions when celebrity endorsement will strengthen brand associations. There is no commercial interest, and the article does not endorse or promote a product.
2. Ambroise and Albert (2020) 
Currency: First published in 2020; the article continues to be useful and appropriate in the fast moving and dynamic areas of marketing and consumer behaviour. 
Relevance: The article serves as a useful, succinct conceptual review on celebrity endorsement, which includes some definitions and indicates several important gaps, particularly around endorsement cues and celebrity brand fit.
Authority: Both authors are well-regarded scholars in marketing and consumer research. In addition, the article is published in a peer-reviewed academic journal, demonstrating strong academic legitimacy and methodological rigor. 
Accuracy: The article is underpinned by a thorough review of current literature and makes sound arguments. The authors apply existing theoretical frameworks, cite reputable academic works, and discuss limitations around research gaps in a transparent manner, suggesting reliability.
Purpose: The purpose of the article is to inform both academic and professional audiences by synthesising the current research on celebrity endorsement and signalling several areas for future research. 

Both sets of studies reinforce the point that celebrity endorsement does not guarantee automatic and uniform impact on consumer behaviour. In their study, Jun et al. (2023) empirically demonstrate the context in which celebrity endorsement can strengthen brand associations to provide a more applicable and data-guided perspective. Conversely, Ambroise and Albert (2020) employ a more theoretical method by clarifying foundational elements and making explicit conceptual gaps in the celebrity brand association research agenda to pursue in future research.
Collectively, these texts support the same notion of the importance of credibility, brand celebrity fit, and consideration of the strategic process for endorsement decisions. They stress that endorsement effectiveness is not based on the celebrity factor, popularity, or even local celebrity, rather, endorsement effectiveness relies on the degree to which the celebrity is perceived to reflect in their image the characteristic of the brand and corresponding brand essence that fits with an audience of interest.
In conclusion, both studies find that consumer reactions to celebrity endorsements do not manifest in an automatic fashion, nor based on impulse. Rather, effectiveness manifests when the celebrity brand relationship resonates meaningfully with consumers illustrating there is much remained to be learned about celebrity endorsement, conceptualising celebrities as either change agents or symbols, as well as, how endorsement will be assessed in marketing practice moving forward.
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[bookmark: _Toc211416045]Task 2 – Essay
Celebrity endorsements have emerged as one of the most common marketing techniques, yet the true value of them is still an open question. Many businesses may simply assume that if a famous name is involved, it will gain consumer attention, provide credibility, and hopefully, a sales lift. However, the success of a celebrity endorsement relies on how well the organisations can implement it. This argument suggests that celebrity endorsements can work in business marketing if implemented with intention, have celebrity brand fit, and appear as part of a larger communication strategy. In this essay, using a 4As framework, the argument is clearly drawn, credible evidence analysis is present, limitations are acknowledged, and actions for possible implementations are suggested. Although celebrity endorsement is not always a successful venture, when organised with planned research behind it, it is still a powerful marketing tool. 
The argument for celebrity endorsement is predicated on the notion that celebrities can change consumer attitudes and minimise inherent risk in purchasing a product. Theoretically, brands that utilise celebrities are procured greater attention, improved recall, and overall improved trustworthiness, specifically, when the celebrity appears credible and relevant to the endorsement. Supporting evidence shows that endorsements can change the financial view of the company, because an endorsement can create positive investor reactions to the brand when the endorser correlates with brand strength (Agrawal & Kamakura, 1995). The relationship between marketing communication and the financial market demonstrates the broad influence of the celebrity. Celebrity persuasion stems from a public persona that has been established over time. Celebrities transfer desirable attributes or qualities (expertise, trustworthy) to the brand in effect, celebrities serve as symbolic resources to enhance meaning and familiarity for consumers.  
A thorough investigation reveals that endorsement effectiveness stands heavily on celebrity fit with the brand. The better the fit, the easier the communication is, and the higher the credibility attributed to the endorsement enhances consumer involvement. Years of endorsement research shows that campaigns based on a strategic fit framework consistently outperform those based solely on celebrity or outward popularity (Schimmelpfennig & Hunt, 2020). Further research found an effect of endorsement not on just consumer purchase behaviour, but on investor behaviour when the celebrity has the perception of expertise with a sense of trust (Shiva, Arora & Rishi, 2022). The evidence confirms that endorsements operate through objectives, emotional and cognitive routes, making them unambiguously persuasive but also quickly complex.  
Endorsements are also further supported by evidence of consistent positive marketing outcomes. Many successful campaigns use celebrities whose images that include ideals or values, are meant for the target audiences. Evidence also shows that endorsements can modify perceptions of product quality, increase loyalty, and increase brand equity when the endorsement is a strong fit between celebrity and brand (Rocha, Caldeira de Oliveira & Giraldi, 2020). Celebrity endorsements are a go-to strategy, even in a highly competitive exit, celebrity supporters of organisations provide strong differentiation for the organisation and attached brands by providing something easy for consumers to connect to. This implies endorsements can be a valuable marketing strategy for both new and established brands if deployed strategically. However, recognising limitations is an important component of a balanced argument. Not all endorsements are successful when a celebrity behaves in a controversial way, or an image of the celebrity is inconsistent with a brand's values. These types of incongruities are damaging to brand reputation and consumer trust. As noted by researchers, endorsers will lose effectiveness when brands solely rely on the celebrity's fame without strategic alignment (Emmadi, 2017). In addition to this, consumers today are more aligned with the notion that celebrities are paid endorsers, which can make these assignments seem contrived if not carried out well. Furthermore, other businesses view endorsements as too expensive and risky to be valued as legitimate advertising tactics in an influencer and digital advertising marketplace (Nzuva, 2021). These concerns remind marketers that endorsements are not simply a shortcut to success and need proper planning.
The last aspect of the 4As framework is action. Action refers to how businesses can more effectively use endorsements. Organisations should consider endorsements as part of a long-term strategy for their business, as opposed to a marketing tool that may provide immediate sales. This begins with understanding the celebrity's reputation as well as any risks associated with the celebrity, and what the brand's original values are once again. To support authenticity, consumers will buy endorsements more positively if they view the celebrity as genuinely trying to support the product they are endorsing. Brands should share their credibility with celebrity spokespersons whose value reflects the brand's identity, and who appeal to their target audiences meaningfully. Researchers also recommend that companies prepare an additional set of crisis management strategies to follow if the celebrity has received negative publicity (Abdussalam, 2014). A more educated and strategic approach will give brands the opportunity to realise the benefits that endorsements are more closely associated with, and not the pitfalls.
In summary, celebrity endorsements are still a viable marketing strategy when they follow clear planning protocols and are authentic when paired with a clear celebrity brand fit. Evidence suggests that even in a digital world celebrity endorsements accompany brand trust, influence referral activity, and ultimately improved brand equity when strategically planned. At the same time however, the negatives including cost, controversy, and perceived lack of authenticity, compel organisations to be planful and evaluative. Ultimately, this essay answers the question regarding the viability of using celebrity endorsements part of a company to achieve marketing objectives as generally a yes, current celebrities’ endorsements still yield positive outcomes and strategically planning before using endorsements will increase marketing efficacy.
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Introduction

Celebrity endorsements are a persuasive
form of marketing used to affect perceptions,
build trust, and create emotional connections
with consumers or viewers. Evidence
supports that celebrities influence consumer
perceptions by transferring the image,
credibility, and value of the celebrity onto the
products created by the brand (Nautiyal,
2023). In the current, digital experience of
marketing, social media and the influencer
ecosystem have further heightened celebrity
presence through marketing to a political
level (Akingbade, 2024). Understanding how
and why endorsements work will be
necessary for evaluating contemporary
business marketing.
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What Academic Research Shows
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Celebrity endorsements can boost brand associations, credibility, and emotional appeal, especially when their public
persona matches the brand’s personality (Jun et al., 2023).

Studies note that endorsements are only effective when consumers deem them authentic and relevant; inaccurate
partnerships decrease consumer trust (Ambroise and Albert, 2020).

Furthermore, the kind of celebrity used, such as traditional celebrities or social media influencers shapes how
consumers interpret the campaign’s message (Zhou et al., 2024).

In summary, celebrity endorsement continues to be a tactical mechanism for working towards the formation of
consumer attitudes and reinforcing brand identification (Nautiyal, 2023).
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Real-World Example: Rihanna in Pharrell
Williams’s LV Menswear Campaign
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« For his first Louis Vuitton menswear campaign, new
creative director Pharrell Williams selected Rihanna to
anchor the launch of a new luxury leather bag line. In
retrospect, Rihanna’s participation in a menswear
campaign challenged traditional notions of branded
gendered marketing in the fashion industry. Rihanna’s
global status as an icon of music and fashion as well as
a cultural trendsetter allowed the campaign to leverage
her presence to heighten visibility and emotional
engagement. Even while pregnant with her second
child, when she appeared in the campaign, Rihanna
demonstrated, throughout the collection launch, how
maternity fashion should be defined and aligned the
spirit of creativity, inclusiveness, and individuality that
Williams desired to communicate.

« This is one simple example of how celebrity
participation in advertising can shift audience
perceptions and extend cultural meaning for a brand, a
critical role that celebrity endorsement theory aims to
elucidate (Jun et al., 2023; Ambroise and Albert, 2020).
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