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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
The first article by Sufian et al. (2021) is a recent study that investigates the impact of celebrity endorsements in the context of advertising online. In terms of Currency, this article is currently valid, and this is significant since online marketing progresses quickly. Being published in 2021, the article indicates what is currently happening in digital advertising, in terms of Relevance, the article addresses a contemporary topic of how celebrity endorsements affect consumer behaviour in online contexts which directly relates to my research. For Authority, the article is published in an academic journal that is not one of the top journals for marketing, however it is still reputable peer-reviewed research. Therefore, the Authority is moderate. In terms of Accuracy, the article provides clear statistical methods and clearly presents data, so the reader obtains transparent results to indicate cases to support the claims in the article. In terms of Purpose, the article is written with a neutral academic style which intends to inform and describe rather than persuade. Overall, this article is credible for understanding the impact of celebrity endorsements in digital advertising.
The second article is by Wang and Liu (2023). The article is a bibliometric review of celebrity endorsement research spanning 60 years and offers a broad overview of celebrity endorsement research in its entirety. In terms of Currency, the article is very recent (2023) and provides an overview of long-term trends. In terms of Relevance, the broad overview is helpful for both understanding theoretical foundations, as well as shifts in approaches to endorsement practices today. The Authority of this article is strong given that peer-reviewed journal is prominent, and the authors are credible scholars in marketing and advertising. In terms of Accuracy, the authors review many studies with established bibliometric techniques. The authors findings are valid and supported by clear evidence and patterns in previous research. In terms of Purpose again this is academic which intends to review, inform and assess future directions over commercial purposes which adds to its credibility. This article gives a high degree of confidence for understanding both historical and practitioner discussion about celebrity endorsements.
Together, the two articles seem to complement each other. Sufian et al, (2021) provides explicit evidence of endorsements that can operate in weakened and strengthened capacity in online advertising, while Wang and Liu (2023) provide a reference and an overview of the celebrity endorsement research literature. They both show that celebrity endorsements could produce significant shifts in consumer attitudes and purchase intentions, as well as credibility is important, and that the match between the endorsement/celebrity and product is important. There is a difference in the scope of the two articles, Sufian et al, (2021) provides evidence for extensive advertising in online contexts while Wang and Liu, (2023) offers a broad theoretical overview of celebrity endorsement strategies covering studying over decades. Both articles complement and provide a counterbalance between understanding contemporary online trends in the digital environment and the historical continuum of research in celebrity endorsements.
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Celebrity endorsements continue to be one of the most popular strategies seen in modern marketing, as ads are produced and brands fight to differentiate themselves in our crowded markets. This essay argues that when employed intentionally, celebrity endorsements can be very impactful on consumer behaviour, as they use the 4As (Argument, Assertion, Analysis, Application) framework to demonstrate the why and related limitations. While celebrity power can build brand awareness, trust and purchase intention, it is conditional on how well the celebrity is aligned with the brand and how the message is rendered. This essay will draw on academic resources to demonstrate how celebrity endorsements can be an effective strategy but are not guaranteed to be effective.
Celebrity endorsements first serve to arouse interest from the consumer. With cluttered markets, attention is the scarcest resource, leaving brands to develop something that can catch the consumers eye relatively quickly. To that end, a celebrity not only brings familiarity to the viewer, but also admiration in many cases. This means that when individuals see an endorsement from someone they know, they may stop to consider what the endorsement is trying to tell them. This is important since curiosity is the first step in engagement. In fact, research demonstrates that endorsements improve brand recall, meaning that it is more likely that consumers will later recall the product (Knoll and Matthes, 2017). Celebrities act as an awareness shortcut in that their already existing appeal to the public can now transfer to the brand based purely on initial contact (Rocha et al., 2020). Lastly, brands are forced to differentiate themselves immediately in a marketing environment full of distractions or short attention spans, and a celebrity figure can quickly help to that end.
After creating interest, celebrity endorsements act to help attract the consumer through a positive association. In this context, attraction relates to not only getting attention, but provocation of emotional attraction, trust, and credibility. Often, consumers admire celebrities for their accomplishments, lifestyles, or view of personality. When a brand uses a celebrity that has a strong, positive public image, consumers may subconsciously transfer these feelings towards the product. Research indicates that consumers typically will be more attracted to the brand when the celebrity is viewed as trustworthy or likeable (Osei-Frimpong et al., 2019). Additionally, when a celebrity fits more naturally with the endorsement, this effect gains strength (i.e., an athlete endorsing a pair of sports shoes is more credible than another unrelated theme). The emotional connection the consumer feels towards the celebrity will provide a more concrete reason for paying closer attention to the brand. This stage of attraction is especially relevant because it creates the emotional foundation for persuasion. 
The third stage, argue, refers to how the endorsement convinces the consumer by offering a persuasive message to the consumer to process. While a celebrity may initiate attraction for the brand, there still needs to be some rationale for consumers to believe in the product. This is where the credibility of celebrity is a central concept. A celebrity can provide the consumer with evidence to support the claim of the brand in the arena of expertise or authenticity. When consumers simply believe the celebrity uses or endorses the product, endorsers can be more persuasive with their endorsement claims (Sufian et al., 2021). In this sense, endorsements function as a tacit argument: if someone who is respectable and successful endorses the product, it must be valued. However, persuasion is highly dependent on the fit. A poor fit weakens the argument and that also affects trust, as consumers can see the endorsement as inauthentic. When the fit is solid, the celebrity's reputation reinforces the brand message, making it easier for consumers to judge the product more favourably. The evidence also shows that endorsements can shape perceptions of brand quality and reliability, leading the consumer to accept the claims of the product (Wang and Liu, 2023). For that reason, endorsements are not only attention getters but should also be considered an argument to support the brand messages
The final stage of act focuses on consumer behaviour. The end goal of market is to direct consumer movement, most often to purchase the product. Research suggests that celebrity endorsement increases purchase intentions, through the process of familiarity and trust (Adam and Hussain, 2017). When consumers feel that they have an emotional connection towards the celebrity endorsement that is persuasive, they are inclined to act. As an extension to this idea, brand trust serves as a moderating factor, therefore having the experience of trust with a brand enhances the effectiveness of an endorsement to drive purchases (Febrian and Fadly, 2021). This is a key point, it must be mentioned that celebrity endorsements don’t work on their own, they enhance existing assets, but are not able to always engage for low quality product or poor brand reputation. Conversely, as a tool within a broader strategy, endorsement can provide a basis for strong behavioural related outcomes. They emphasise the consumer process, getting the consumer from interest to decision making.
Moreover, endorsement while strong has its flaws. Endorsements can be prohibitive in monetary terms, potential spokesperson backlash could undermine the brands, today's consumers have greater scepticism and may question if a celebrity actually uses or consumes the products they endorse; this adds a level of authenticity that brands must exercise with extreme caution. The 4As model outlined above, illustrates that for the endorsement to be effective, it must function at each stage, with the potential for loose ends beginning to disengage if attention is ineffective, attraction is socially applicable, the argument is unsound or there is no ultimate action stage that gets the consumer to begin to disengage. So even though endorsements possess strong potential for the influencer in developing the brand and subsequent marketing goals, they must be squarely positioned with a sufficient foundation in strategy.
In conclusion, celebrity endorsement remains an interesting marketing tool when reviewing using the 4As approach. They also provide consumer interest and capture their attention through the potential of interest and the following emotional coercion to attraction, they function as an argument through credibility and useful authenticity, and while getting down to primary action, endorsements can help increase purchase intentions. To date academic evidence supports the positive effects of celebrity endorsements, if the size of the fit appears noteworthy. The key insight of return to fit is the endorsement does not guarantee effectiveness; endorsements should be carefully considered implements. Overall, celebrity endorsements can be used to reinforce marketing goals that reflect the evidence if they operate in the spirit of ethical application.
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Celebrity endorsements are popular because , when facing
competition, companies simply need some attention in
competitive markets.

Celebrities can help a brand connect with consumers in an
emotional way while still standing out.

Research supports the idea that celebrity endorsements engage
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In this social media age, celebrity influence has become even
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                                                     Celebrity Endorsements in Modern Marketing                        • Celebrity endorsements are popular because , when facing competition, companies simply need some attention in competitive markets. • Celebrities can help a brand connect with consumers in an emotional way while still standing out. • Research supports the idea that celebrity endorsements engage consumers and lead to increased brand awareness and purchase intention (Knoll and Matthes, 2017). • In this social media age, celebrity influence has become even more powerful because a celebrity can reach the masses with an instant message to millions.      


