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1. Introduction 
1.1 Background of the Study 
Brand promotion through celebrity endorsement is a widely adopted strategic marketing approach that enables companies to enhance consumer engagement and drive sales (Holiday, et al., 2021). Celebrities create interest, build trust, and establish emotional connections with consumers due to their status, influence, and aspirational qualities. Consumers tend to trust well-recognised figures, which enhances product recognition and ultimately influences their purchasing decisions.
This strategy is implemented on a global scale, as celebrities possess extensive reach, allowing them to connect with diverse audiences across multiple countries (Akbar and Rezeki, 2022). Their worldwide recognition facilitates brand expansion beyond national borders. The rise of social media and digital platforms has further amplified celebrity influence, making it easier for brands to reach consumers across various demographics. By leveraging a celebrity's reputation and fan base, brands can increase global awareness, drive sales, and strengthen their brand identity.
The fashion industry, in particular, extensively utilises celebrity endorsements as a marketing strategy. Fashion brands mostly target Gen Z consumers, who are more likely to be influenced by celebrity endorsements. This consumer segment’s strong engagement with digital media and influencer culture has motivated fashion firms to integrate celebrity endorsements as a key promotional strategy to attract and retain a broad customer base (Aquinia, et al., 2023).
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Figure 1: Customer's share towards celebrity endorsed products in 2023
(Source: Yltävä, 2025)

The Gen-Z customer group responds exceptionally well to endorsement campaigns featuring celebrities. Moreover, considering luxury fashion firms and celebrity endorsement, its positive impact on customer satisfaction has also been examined (Yltävä, et al., 2025).  Customers are more attracted to fashion products that are endorsed by celebrities rather than any other social media. However, a major concern linked with celebrity selection for improved brand reputation and customer satisfaction still exists and has been presented below.  
1.2 Problem Statement and Rationale of the Study 
[bookmark: _Hlk192259110]Celebrity endorsement has been aggressively utilised by various firms of different industries, including the luxury fashion segment. However, the primary concern lies in the poor selection criteria for choosing an appropriate celebrity for fashion brand promotion (Chinamktginsights, 2021). Luxury fashion firms have been facing a major issue of selecting an appropriate celebrity who aligns with their brand value. This particular issue has also been faced by Prada, due to which it has faced criticism for poor celebrity endorsement. The involvement of Chinese actress Zheng Shuang, who was involved in a scandal of abandoning her children, has been a prime piece of evidence which reflects on the poor selection of celebrities by Prada for its brand promotion (Chapman, 2025). This issue raised many concerns on the brand’s value and image, due to which it lost a significant segment of its customers, leading to a negative impact on its overall identity. 
Moreover, a specific segment of customers including Chinese customers lost faith in Prada’s working operations and also doubted its ethics and brand partnerships (Chapman, 2025). This issue has resulted in a negative impact on the firm's brand growth, expansion rate, and internationalisation rate, and even falsely impacted its relationship with its customers. Additionally, considering this context, previous studies have only provided generalised information on celebrity endorsement and the brand image of fashion firms. However, enough research regarding celebrity selection and its impact on brand promotion has not been executed. Therefore, this research has been proposed to specifically delve into identifying root cause of poor celebrity selection and would also recommend subsequent strategies to counter such concern, especially in relation to luxury fashion firms. 
1.3 Aim, Objectives and Research Questions 
Aim
· The research will analyse the impact of celebrity endorsement on promoting a fashion brand by considering a case study of Prada. 
Objectives
· To determine the current celebrity endorsement strategies complemented by Prada. 
· To analyse the positive and negative impact of celebrity endorsement performed by Prada. 
· To investigate the impact of celebrity endorsement on customer satisfaction and trust towards the luxury fashion firms. 
Research Question 
Primary research question 
· How does celebrity endorsement influence promotion of luxury fashion brands?
Secondary research question 
· What are the current celebrity endorsement strategies that are implemented by luxury fashion firms?
· What is the positive and negative impact of celebrity endorsement performed by a luxury fashion firm?
· What is the relationship between celebrity endorsement and customer satisfaction within the luxury fashion industry?
2. Literature Review 
2.1 Current celebrity endorsement strategies in the luxury fashion industry 
Considering the study results of Gavara and Zarco, (2018), it has been examined that luxury fashion brand targets younger consumers through strategic social media collaborations between brands and their celebrities along with product extensions. The research confirms that uniting celebrities with brand expansions builds both brand credibility and consumer involvement, especially when marketing occurs across social media networks. The proposed celebrity endorsement approach uses influencers along with celebrities to establish genuine relationships with younger buyers who receive promotions about both brand products and extensions. The research design utilises both qualitative professional interviews and an evaluation of social media promotional content, which has illustrated that aligning celebrity with the brand’s extension is the primary strategy used for increasing brand reach (Rachbini, et al., (2023)
However, in contrast with the positive outcome provided in the former study, research results of Carrillat, et al., (2019), revealed different insights by revealing the positive impact of controversial celebrity endorsement on the brand image of luxury fashion firms. The controversial celebrity endorsement deals have a significant impact on brand attractiveness within the luxury fashion sector. The research implies that controversial marketing strategies enable brands to create distinctive positions in the market, especially when their target audience consists of young, trendy consumers. The integration of qualitative case studies alongside quantitative surveys indicated more usage of negative marketing in the luxury fashion segment (Carrillat and Illicic, 2019). 
2.2 The positive and negative impact of celebrity endorsement implemented by Prada
As per analysis of research findings of Gupta, et al., (2023), it has been analysed that celebrity endorsement has a negative impact on customer satisfaction if done inappropriately or overperformed. The structural equational modelling revealed that more use of celebrity in marketing affects the mass prestige purchase intention of customers, leading to sales decline and a false impact on overall growth. Along with this, considering the study results of Valeta and Ruslim, (2023), it can be understood that celebrities are been considered as key figures by general individuals of the world, which signifies the positive impact of celebrity usage on a firm’s growth rate. Moreover, a luxury brand becomes more visible through linking with an influential celebrity who drives public attention thereby signifying its positive impact on customer satisfaction and signifying its positive impact. The findings of Valeta and Ruslim, (2023), revealed that celebrity endorsement has a positive impact on the purchase intention and buying patterns of customers since it is regarded as a major driver of customer behaviour towards a firm.  
2.3 The impact of celebrity endorsement on customer satisfaction and trust towards the luxury Fashion firms
The study executed by Cuomo, et al., (2019), indicated that an endorsement approach that selects celebrities who embody sustainability since their personal beliefs is currently been implemented aggressively. This method has been found to be fruitful in terms of increasing customer satisfaction and improve trust between luxury fashion brands and their customers. The method strengthens luxury brand social responsibility and credibility, which results in increased appeal among customers who care about environmental issues. This appeals the customer towards repeatedly purchasing the products offered by luxury fashion firms due to its prompt celebrity endorsement strategy (Hasbi, et al., 2023). Moreover, Chen, et al., (2021), stated that celebrity endorsement has been a pivotal aspect for fashion firms as it positively influences the purchasing patterns and impulsive purchase intention of customers. The quantitative survey from customer behaviours executed in the study also indicates that a substantial increase in the purchase behaviour of customers towards luxury fashion brands has been observed in recent years. However, negative insights regarding celebrity endorsement as per Gupta, et al., (2023), oppose the above-presented research findings. There has been a decline in the mass luxury purchases done by general customers due to more usage of celebrity endorsements by fashion firms. This further also represents the fact that customer satisfaction is inversely proportional to more aggressive usage of celebrity endorsement strategy by luxury fashion firms. 
2.4 Research Gap 
The above-presented research findings of Gavara and Zarco, (2018) and Carrillat and Illicic, (2019) have provided enough information on what celebrity endorsement strategies are implemented currently. However, in the context of the insignificant selection of celebrity concerns faced by luxury fashion firms, there are not many studies that have provided enough information. The primary concern of poor selection of celebrities and their impact on fair promotion of brands has not been presented significantly in previous research with minimal studies for Prada. Hence, this study is proposed to focus on the Prada and celebrity selection issue faced by the firm while evaluating the critical impact of the selection of right endorsement. This study will delve deep into the insignificant celebrity selection issue of Prada and the luxury fashion segment and will identify its cause and devise probable solutions. 
The Source Credibility Model is a theory proposed by Hovland, Janis, and Kelley in the 1950s that explains celebrity endorsement and states that source credibility or effective celebrity endorsement depends upon the trustworthiness, expertise, and attractiveness of the endorser. 
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Figure 2: Ohanian model of source credibility
(Source: Özbölük and Akdoğan, 2022)
It also represents the fact that whenever consumers consider any thought regarding a celebrity in their minds, they tend to create some level of judgment, which further leads to more influence. The significant increase in consumer trust and brand credibility along with positive development in the brand growth and customer purchase intention are its advantages. However, the integration of a celebrity with a scandal may lead to a poor impact on firm’s brand reputation. Additionally, endorsement by a celebrity towards products of more than one brand may also hamper customers’ trust. 
3. Research Methodology 
3.1 Research Design  
The overall structuration of a study is an important aspect since it has a direct impact on the quality of outcomes and research findings (Chali, et al., 2022). Considering this fact, the implementation of Saunders’s research onion model will be considered in this study. The comprehensive and systematic approach will be implemented in the study through the integration of Saunders’s research onion model. The systematic approach being fostered by the selected method will allow prompt consideration towards each research method and instrument of the study. 
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Figure 3: Saunders's research onion model
(Source: Chali, et al., 2022)
Additionally, in the context of luxury fashion segment and factors impacting it, Saunders’s research onion will also provide enough information on what method and strategy would be pivotal for optimal research execution and significant outcomes. 

3.2 Research Philosophy and Approach 
Research philosophy is a philosophical aspect which can be stated as beliefs regarding how research is to be executed and interpreted (Takona, 2024). Additionally, the research approach signifies the overall approach of research execution that is implemented in a study (Muzari, et al., 2022). This study will adopt a positivism philosophy because of its focus on objectivity and coherent measurable outcomes, which will directly align to quantify the impact of celebrity endorsements on luxury fashion purchase intentions in this study through collecting insights in numerical format. The survey strategy and quantitative data-driven study will test hypotheses in an empirical, objective manner. The deductive approach will initiate with existing theories that refer to celebrity influence and consumer behaviour, which will then be tested through data collection, either confirming or rejecting the hypothesis. This top-down approach will be more suitable since it will permit theory testing and would follow a more structured examination of the variables, 
3.3 Research Method 
The method by which research is executed can be referred to as research method which are of two types including qualitative and quantitative research method (Ellis and Hart, 2023). The quantitative research method will serve as the basis for this study to measure consumer response toward celebrity endorsements in the luxury fashion industry through objective data analysis. The collection of numeric survey responses by using closed-ended questions will allow quantitative research to identify how consumers respond to certain situations. This research method will bring about validity since it permits hypothesis testing and shows the relationship strength between celebrity endorsements and shopping preferences while providing empirical findings. The selection will be justified as it allows clear analysis of research variables in a study, leading to more optimal information to be gathered and analysed and also maintains consistency in research results (Kekeya, 2021). 
3.4 Data Collection Method 
The overall method for collecting information in a study can be regarded as the data collection method (Hunziker and Blankenagel, 2024). The study will be performed by the sole implementation of the primary data collection method in which information will be collected from real-life participants. A survey-based methodology will be opted in, which a questionnaire comprising 8-10 questions oriented with research objectives will be circulated since it is easy to quantify findings effectively. Closed-ended questions will be used for clear analysis and consumer responses. Sample size would encompass 50-80 consumers of Prada solely from London, including those with varied income status, of different age and both genders, males and females. Sample size would encompass individuals of higher income as they are most probably expected to reach out to luxury fashion brands and would provide meaningful information for this study. Moreover, the survey will be generated through Google forms and participants will be allowed sufficient duration to answer the questions, and the customer reviews will be collected from websites. 
Sampling can be defined as the process of accumulating information from a specific set and group of people for executing a research. Additionally, convenient sampling is defined as the process of selecting a significant sample size that can easily be accessed and involved in a study. Convenience sampling would be used, which offers practical information for this small-scale research. Sample size encompassing known individuals would be initially involved, followed by the remaining participants, which would be selected by categorising them into higher income individuals who opt for Prada products. Consent form delivery will be done to ensure ethical compliance and will allow permission to be obtained before data collection. Google forms will be used since they are precisely accessible and are a significant platform for data collection and response accumulation. Entire research would be in online terms and would include interaction through means of social media application., 
3.5 Data Analysis Method 
Descriptive statistical techniques will serve as the analysis method to interpret and summarise data collected through the questionnaire. By using this analysis method identification of important data patterns and trends including statistical counts and percentage distributions and average levels which reveal consumer attitudes toward luxury fashion endorsements by celebrities will be done. Descriptive statistical data analysis through SPSS software provides efficient and precise calculation of these statistics (Dahlin, 2021). The study will use regression analysis to examine the influence that independent factors (such as celebrity endorsements) have on purchasing behaviours (measured by purchase intentions). The use of regression analysis is justified due to its ability to assess the strength along with the direction of these connections which generates important data regarding luxury consumer response to celebrity endorsements. The software application SPSS simplifies the analysis of complicated datasets which produces dependable results for testing research hypotheses (Holiday, et al., 2021). 
3.6 Ethics 
Ethical considerations will be maintained while performing this research, which would encompass the implementation of prompt measures. Informed consent will be provided to participants to ask their willing involvement, followed by ensuring the anonymity of research participants. No personal information will be collected from participants and they will be allowed to withdraw from the study at any stage of the research. 
4. Research Timeline 
[image: ]
Figure 4: Research Timeline
(Source: By author)
The above presented image provides the entire research execution of the research depicting how the research will be initiated and completed within the duration of 12 weeks. 
5. Conclusion 
This study will aim to investigate how celebrity endorsement impacts luxury fashion brands, focusing primarily on how Prada selects the celebrities whom it endorses. The positive and negative effects of celebrity endorsements will be outlined by the research in terms of consumer behaviour, trust, and satisfaction. Further, it will examine the difficulties faced by luxury fashion brands regarding the endorsement of celebrities and provide some recommendations for enhancing brand visibility promotion. The research will be performed through a primary data collection method encompassing a survey through Google forms and questionnaire delivery to 50 consumers of Prada from London. The analysis will be done by descriptive statistical analysis method through SPSS software usage and regression analysis to identify dependency of the dependent variable on the independent variable. 
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