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[bookmark: _Toc572819724]Task 1 – Research and Synthesis
For this research, two sources have been evaluated using the CRAAP test. Both sources examine celebrity endorsement as a marketing strategy and its impact on consumers’ behaviour. The first source is a blog published on a marketing agency’s website (Don’t Panic London, 2024), whereas the second source is an article published in an academic journal (Zipporah and Mberia, 2014). 
Don't panic London (2024) CRAAP test: 
Currency: 
The blog post, published in April 2025, reflects the latest marketing trends, including the use of social media and modern influencer culture.  It is current enough to show how celebrity endorsement strategies are applied in today’s marketing. 
Relevance: 
Regarding relevance, this source is directly related to my research for the next part of the assignment. It explores celebrity endorsements as a powerful marketing tool and their impact on consumer behaviour. The blog focuses on practical marketing strategies for professionals and is more general rather than academic. The approach is natural and includes videos of real-life examples of celebrity endorsements, making it easier to read and understand. 
Authority: 
The blog is published by Don’t Panic London, a marketing agency, and does not have authors. It is beneficial for understanding current marketing strategies, but it does not have that level of credibility for academic study. 
Accuracy: 
The source does not contain any references or verified evidence to support its claims. The information relies on professional experience and examples rather than research, making it less credible for an academic essay. 
Purpose: 
The blog is informative but mainly aims to promote the agency’s services. It shows a clear commercial bias, promoting Don’t Panic London as the marketing specialist businesses should hire for celebrity endorsements. 
Academic article “The Effects Of Celebrity Endorsement in Advertisements” CRAAP test: 
Currency:
The academic journal article was published in 2014, making it a bit outdated. It presents the theoretical foundations of celebrity endorsement but does not fully reflect recent changes in marketing, consumer behaviour, and the impact of new digital platforms. 
Relevance: 
The article’s topic directly relates to my research. It examines how celebrity endorsements can significantly influence consumer behaviour and highlights their effectiveness as a powerful marketing tool. The content is written in an academic style, exploring different perspectives, and using research methods, relevant literature, and data analysis. It is intended for students, researchers, and academics.   
Authority: 
The authors are Mwendwa Mildred Zipporah and Dr Hellen K. Mberia, both highly qualified academic researchers, giving the article credibility.   
Accuracy: 
[bookmark: _Int_dMyWFp3t]The academic article is highly reliable in terms of accuracy. It is based on research and factual data, and includes references to support the statements. The authors present a clear methodology and draw conclusions based on the existing literature. It is also well-written, with no spelling or grammar errors. 
Purpose: 
The purpose is to inform and educate its readers. The evidence is presented objectively, considering all perspectives, so there is no apparent bias. 
Both sources agree that celebrity endorsements can significantly influence consumer behaviour and are a powerful marketing tool. They differ, however, in approach and purpose. Together, they complement each other by combining the article's theoretical foundations with the blog's contemporary marketing applications.
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[bookmark: _Toc1945053607]Task 2 – Essay
Celebrity endorsement is a marketing strategy that uses well-known public figures to promote products, services, or ideas. The involvement of celebrities can significantly increase brand awareness and strengthen the perceived value of a product or service by associating it with the celebrity’s image and reputation (Sufian, 2021). This essay will critically analyse the effectiveness of celebrity endorsements as a strategic marketing tool, discussing their benefits, limitations, and overall impact on consumer behaviour. The issue focuses on how celebrity endorsements can enhance brand awareness, influence consumers’ purchase intention, and build trust and credibility in the product.
Celebrity endorsement is an effective way to increase brand awareness when it is supported by a clear strategy and when the celebrity closely aligns with the brand’s image and target audience. The role of celebrities in this approach is to capture consumers’ attention, helping businesses communicate their messages more effectively. Consumers are more likely to notice and remember a brand when it is linked to a familiar celebrity, as the celebrity’s image becomes strongly connected to the product in the consumer’s mind (Sufian, 2021). The influence of a celebrity goes beyond being famous, attractive, or trusted. Research shows that celebrities also bring certain personal qualities or associations from their public image, which are transferred to the products they advertise (Tian et al., 2021). In this way, celebrity endorsers shape consumers’ beliefs and attitudes toward the brand. Jennifer Aniston’s endorsement of the Aveeno brand, which began in 2013, is a clear example of alignment between celebrity image and brand values. Her “holistic approach to life and natural beauty” was seen by the company as a perfect match for Aveeno's natural skincare line (Johnson, 2013). Aniston has also expressed that she has been using Aveeno products since she was a teenager, making the partnership a long-lasting personal connection. However, while celebrity endorsements can increase brand awareness, there are potential drawbacks that can limit their effectiveness. This is commonly known as the “vampire effect” and refers to the situation in which the celebrity in an advertisement draws so much attention that it overshadows the actual product, brand, or message (Tokmak and Aksoy, 2021).
Furthermore, the vampire effect can be reinforced if the celebrity supporting the product has no connection to the brand. There is also a risk that a large percentage of the audience might remember a celebrity but not the brand, leading to unsuccessful brand recall. Another risk associated with this type of marketing is the possibility of negative information about the celebrity (Owusu-Kyei et al., 2023). Many companies have been badly affected by negative publicity from celebrity scandals and inappropriate public appearances. A notable example is a photograph of Kate Moss, published in 2005, featured on the front page of a UK tabloid newspaper, which allegedly shows her using drugs. As a result of this, H&M terminated her endorsement contract with the company, clearly stating that such evidence of drug abuse was ‘not consistent with the company’s policy’ (Acevedo, Warren, and Wray‐Bliss, 2009). Thus, it is essential for companies to select celebrities who are compatible with the brand and to avoid those who may have negative publicity, as such associations can reduce purchase intentions and harm sales (Min et al., 2019). Given that the primary objective of marketing campaigns is to increase sales, the influence of celebrity endorsement on consumers' purchasing intentions should not be underestimated. Brands that build a strong and credible image through strategic celebrity selection are more likely to increase consumers’ purchase intentions. Employing celebrities to advertise a brand's products or services has proven to be an effective marketing strategy. Consumers are more likely to trust and value a company when it is supported by a well-known and respected celebrity (Tarigan et al., 2023). Another advantage of celebrity endorsement is the enhanced trust and credibility that famous people bring to consumers' perception of the brand or product. According to Hussain et al. (2020), celebrity trust is an outcome of both the cognitive and affective dimensions. The study explains that the cognitive dimension is based on consumers' judgment of the celebrity. If they believe that celebrities are honest, knowledgeable, and reliable, they are perceived as credible, which subsequently strengthens brand trust. For example, George Clooney’s “sophisticated, cosmopolitan, expensive” public image perfectly fits with Nespresso’s objective of building trust in the brand. His established reputation and involvement in sustainability initiatives strengthen consumers’ trust and credibility in the brand (Cumming, 2020). On the other hand, the affective dimension of celebrity trust is about how people feel about the celebrity, whether they like or admire them, or feel emotionally connected to them. These positive feelings toward the celebrity can influence consumers to trust the brand or product, even if the decision is not based on facts. Cristiano Ronaldo’s endorsement of Nike is a strong illustration of the affective dimension. Ronaldo is admired by millions of fans worldwide. He is a role model for many young people. Because of this emotional connection, consumers feel more positively toward Nike products when Ronaldo promotes them, regardless of the product features or performance details. The enhanced positive effect of celebrity endorsement on building trust and credibility can be limited if the brand is not already trusted. Further research indicates that effective marketing strategies should consider both celebrities' attributes and consumers' existing trust in the brand (Febrian and Fadly, 2021). Therefore, establishing brand trust first is essential to maximising the effectiveness of celebrity endorsement.  
In conclusion, celebrity endorsement can be a powerful marketing strategy that enhances brand awareness, strengthens credibility, and positively influences consumer purchasing behaviour when applied appropriately. The effectiveness of this approach depends largely on the degree of suitability between the celebrity and the brand, as well as the existing level of brand trust among consumers. A well-matched celebrity can transfer favourable qualities to the product and build emotional or cognitive trust, contributing significantly to building a strong brand image. Since the ultimate objective of marketing is to increase sales, effective endorsements can be a successful marketing strategy in achieving this goal and contributing significantly to overall brand performance.
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Do you know
that celebrity?

Jenifer Aniston - a famous American
actress, much loved by millions of
people wordlwide.Her “holistic
approach to life and natural beauty”
was seen by Aveeno brand as a perfect
match for the company's natural
skincare line (Johnson, 2013)
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Advantages:

Celebrity endorsement can be a very successful marketing tool when
applied with a clear strategy and when the celebrity closely aligns with
the brand’s image and target audience (Nzuva, 2021).
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Limitations:

While celebrity endorsements can be an effective marketing
strategy, they also carry potential drawbacks that need to be

considered.
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Conclusion

Celebrity endorsement can be a powerful marketing
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consumer purchasing behaviour when applied
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emotional or cognitive trust, contributing significantly

to building a strong brand image.





image6.png
Consumers connect with brands
that reflect their values and lived
experiences(Cruz, 2025)

The Aveeno Brand ingredients sourced from nature
to deliver real benefits for healthier, more beautiful
skin and hair (Johnson, 2014).

And look at Jenifer Aniston promoting Aveeno.
Isn't she appealing?

Her timeless beauty, authentic personality, and
reputation for a natural lifestyle make her an ideal
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as an effective marketing
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Celebrity endorsement is a form of
marketing that uses a well-known

public figure to promote products,
services or ideas (Sufian, 2021).
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