The effectiveness of celebrity endorsements in international advertising: A study on Unilever
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[bookmark: _Toc192867908]1. Introduction
Every organisation in a competitive environment looks to bring upon competitive advantage so that effectiveness in the international market can be maintained. According to Kehinde et al. (2024), the promotion of the areas of concentration such as products and services can allow an organisation to be able to signify the changes needed in bringing about attention from the customers. Celebrity endorsements can be one of the ways through which international market can be gained along with promotion. Even successful organisations like Unilever tend to utilise such endorsements in bringing about international commitment. In this research proposal, the focus will be on identifying the effectiveness brought about celebrity endorsements in international advertising. The focus is on Unilever, a British multinational consumer packaged Goods Company that is headquarter in London but immensely popular across the world due to products ranging from beauty & wellness, personal care, home care, nutrition. The global presence of the company and the need to bring about celebrity endorsement will be highlighted in the proposal.
[bookmark: _Toc192867909]2. Research Problem
The research problem will be to identify the financial problem that Unilever might have in bringing about celebrity endorsement. In this way, the negative factors that can disengage Unilever from utilising such an endorsement will be highlighted which in turn can bring about an analysis of the market range present for the company. An important consideration that will be kept in mind during the proposal will be the way celebrity endorsements can be availed to induce international sales. The different cultural backgrounds along with customer preferences have to be kept in mind. Therefore, the research problem will focus on identifying the positive aspects of celebrity endorsement along with the negative side of the same to bring about important lesson for growth. The research will identify these problems and ensure that the endorsements can bring about positivity for Unilever in maintaining its effectiveness in the international market.  
[bookmark: _Toc192867910]3. Research Aim
The aim of the research will be to identify the effectiveness of celebrity endorsements in international advertising. Unilever will be concentrated as the case study organisation through which such effectiveness can be identified.
[bookmark: _Toc192867911]4. Research Objectives
The objectives that the research will aim to meet are provided below:
· To identify the different types of endorsements available for gaining entry into the international market
· To analyse the influence of celebrities in pursuing customers to avail a certain product or service
· To investigate on the way Unilever tends to use such celebrity endorsements to advertise in the international market
· To recommend ways for Unilever for changing the tactics used and bringing about advancement of the use of celebrity endorsements
[bookmark: _Toc192867912]5. Research Questions
The questions that will be included for the research involve:
· What are the different types of endorsements available for gaining entry into the international market?
· What is the influence of celebrities in pursuing customers to avail a certain product or service?
· What are the ways Unilever tends to use such celebrity endorsements to advertise in the international market?
· What recommendations can be made for Unilever for changing the tactics used and bringing about advancement of the use of celebrity endorsements?
[bookmark: _Toc192867913]6. Literature Review
The literature review will provide an overview of some of the important points to be considered while bringing about an analysis of the topic. The alignment of the topic in general can help in gaining an idea of the way Unilever can utilise the proposed promotional method for its advantage in the international market.
[bookmark: _Toc192867914]6.1 Potential benefits
Celebrity endorsements can significantly help in the increase of the brand among local people. However, as pointed out by Calvo-Porral and Lévy-Mangin (2024) it is necessary that a public image famous all over the world need to be highlighted so that the brand endorsed can become well-known. In this way, customers can remember the advertisements and products thus bringing about major sales of the company. At the same time, it is evidenced that the products endorsed by celebrities receive more credibility in the market. According to Purwanto and Praditya (2024), some celebrities are considered as idols for most common people and hence being able to utilise similar products as endorsed by their idol provide the people with a feeling of importance. This can help in building up brand image and at the same time maintain trust between customer and organisations to provide quality products. Therefore, such effectiveness can be a huge factor success.
Along with this, celebrity endorsements ensure that differentiated brand positioning be maintained. In the words of Aprianto et al. (2024), the celebrity endorsement can allow a brand to be unique from its competitor as also products sold in the same company to bring about positive image. This can allow in setting an example of the factors through which favourable association with the customers can be maintained. The celebrity endorsement can even bring about increase in sales and market share. As indicated by Zhang et al. (2024) organisations endorsing celebrities need to understand the focal point and the requirements of the customers in bringing about massive outcome of sales. Such an endorsement can be the way forward for any organisation to help in moving with the required marketing scheme and bring about quick access to the customer relation that is needed to be maintained.
[bookmark: _Toc192867915]6.2 Factors influencing effectiveness
Some of the factors can be considered that can help in bringing about influence of effectiveness among celebrities. According to Asakdiyah et al. (2024), celebrity-brand fit is one of the major factors that are needed to be kept in mind so that importance of its application can be gauged. In this case, the values and beliefs of a celebrity need to be aligned with that of the brand image of the company. The target audience also need to be kept in mind so that the endorsement can be a success. It is also necessary that the celebrity endorsing the product or service is trustworthy and can be regarded to make credible sources through which the influence with the customers can be made (Yang, Luo and Yao 2025). This can help in highlighting the potential for growth in the market.
[bookmark: _GoBack]The perception of the target audience is another consideration that is needed to be kept in mind while managing the endorsement. In the words of Tor-Kadioglu and Bozyigit (2025), celebrities likes and respected by the audience for their on and off their professional fields need to be kept in mind so that the magnitude of growth can increase. The celebrity fit for a specific product or service in the market need to be looped in so that the authenticity of the endorsement can be maintained (Siagian and Mita 2024). One of the major examples that can be regarded in this case is the fact that while endorsing sports shoes or sports related products, a sport celebrity from football or cricket be considered so that the endorsement look original and can cause the customers to gain an interest on the product.
[bookmark: _Toc192867916]6.3 Potential challenges
An important challenge that is needed to be kept in mind is that the celebrities can overshadow the product or service that is being endorsed. According to Shao et al. (2024), this phenomenon is considered as the “Vampire Effect” in which celebrities tend to draw the attention away from the product and endure the spotlight on themselves. The clarity of the message or usefulness of a product or service can be overlooked due to the presence of the celebrity. Along with this, another challenge that is needed to be kept in mind includes the financial factor. This means that organisations have to consider a huge budget so that celebrity endorsement can be maintained. Such an endorsement can leave organisations short of financial stability to perform operations that can help in securing the future of the company (Ekasari, Diposumarto and Muharam 2024). Hence, budget becomes a huge risk for organisations while trying to bring about such endorsement.
Cultural differences are another major challenge that organisations tend to endure especially while endorsing its product or service in international market. As stated by Macheka, Quaye and Ligaraba (2024) a product or service can be popular in one country but fail in another country due to cultural difference. It is for this reason, that considering the cultural implication can well be regarded to play a significant role in bringing about celebrity endorsement. Selecting a celebrity and tailoring the message is needed to ensure that such challenges are not faced. Thus, as pointed out by Rahmawati and Pradana (2024) the celebrity endorsement can lead to huge loss among organisations if not managed well. The challenges faced can bring about bankruptcy among organisations and in some context sent out wrong message across international borders. The challenges to continue with such form of endorsement are regarded as a high risk factor for most organisations.
[bookmark: _Toc192867917]7. Research Methodologies
[bookmark: _Toc192867918]7.1 Research philosophy
The research philosophy will help in identifying the method used in formulating the research process. The choice of positivism, interpretivism and realism can be applied in this context to help researchers can an idea of the type of research to take place (Lim 2024). In this research, the application of interpretivism philosophy will be used so that understanding of the meaning of the subject can be made with focus on the existing critical knowledge that is to be applied. The interpretivism philosophy will help in bringing about details of the theoretical implication of the topic.
[bookmark: _Toc192867919]7.2 Research approach
The research approach indicates the overall strategy or plan that is to be selected while commencing with a research. In the words of Collins, Neely and Khan (2024), link of collected data with that of the existing data can be made to help signify the analysis conducted. For this topic, the application of deductive research approach over inductive research approach will be made. The reason for this is that the research will begin with a general perception of the effectiveness of celebrity endorsements and align it with the way Unilever can utilise the same to enhance its advertisement in the international market.
[bookmark: _Toc192867920]7.3 Research design
The application of the research design is undertaken to help understand the approach that will be needed to collect data. According to Ahmed (2024), the research design help set up an indicative approach through which data will be collected from the highest form. The research design can be descriptive, exploratory and explanatory. For this research, the application of descriptive research design will be used so that detailed understanding of celebrity endorsement and other endorsements for promotion can be identified. The characteristics associated with the topic will be initiated through this design bringing about justification of the theories and models used.
[bookmark: _Toc192867921]7.4 Data collection method
The data collection method tends to highlight the ways with which data can be collected in bringing about closure to the research. Data can be collected primarily or via secondary method depending on the topic and its suitability for gaining information (Braun and Clarke 2024). For this research, the collected method will be secondary. The reason for this is that the secondary data collection method will allow the researcher to gain idea about celebrity endorsements through various articles and books. Comparison can be made of Unilever with organisations that have utilised this method to gain success.
[bookmark: _Toc192867922]7.5 Data analysis method
The data analysis method will focus on the type of data collected so that its analysis matches its requirements. The data analysis method can be quantitative for analysing primary survey data or qualitative for analysing secondary data collected from outside sources. As mentioned by Rahimi (2024) even in the case of primary interview data, the application of qualitative analysis is undertaken. In this case, with the data collection method being secondary, the application of the qualitative analysis will be undertaken. As such, themes will be used as research tools to align the common information and align the collected data with the set objectives.
[bookmark: _Toc192867923]8. Scope of the Research
The scope of the research will be to identify the effectiveness of celebrity endorsements and the way an organisation like Unilever can utilise the promotional approach in bringing about additional growth of its products. The research will help in bringing about an idea of different endorsements that an organisation can obtain in the quest to help bring about international advertisement by less investment. Hence, the scope of the research will be to help in identifying the market presence of Unilever and at the same time bring about proper recommendations for maintaining such endorsements. The application of the secondary research will help in gaining theoretical evidence and align it with the tactics used by Unilever to be successful in the international market.
[bookmark: _Toc192867924]9. Ethical Considerations
The ethical considerations that will be kept in mind while considering the research involve gaining consent from the University as well as ensuring that none of the information collected are false. It will be necessary to run by the topic with the University lecturers so that their insight can be gained in the future for enhancing the prospect. At the same time, the research will be conducted based on self-collection of data and will be refrained from using any data that had been provided previously without proper reference. It will also be important that each of the information provided in the research be validated so that no form of plagiarism issue can rise. In this context, it can be stated that the research will have to be consented from the University and precautions have to be made to ensure that unethical practices like plagiarism or using falsified information be refrained from. This will allow the research to be conducted successful. 
[bookmark: _Toc192867925]10. Conclusion
In conclusion, it can be stated that the research proposal is knowledgeable for identifying the effectiveness of celebrity endorsements. In the future, the research will be carried out in more details to help in the analysis of theories and models through which an organisation like Unilever can utilise such endorsement. A proper identification of the marketing mix strategies will be adopted so that Unilever can bring about an analysis of the market condition and evaluate the potential for maintaining its international dominance. Along with this, the application of the proper research methods will be useful in aligning the academic sources discovered for the literature review with that of the analysis undertaken. Ethical considerations will help in providing the right guidelines while commencing with the research. Overall, the research will have a significant impact in bringing about positive impact in terms of knowledge imparted on the topic as well as in gaining experience in completing a research project.
[bookmark: _Toc192867926]11. Timeline
The proposal will follow a systematic method of completing the research. Each of the steps required for completing the research will be highlighted via the timeline implemented. The following timeline will help in identifying the steps that will be initiated for completing the research.
	Activities
	Week 1
	Week 4
	Week 7
	Week 10
	Week 13

	Identifying the topic
	
	
	
	
	

	Gathering academic sources
	
	
	
	
	

	Identifying suitable data collection method
	
	
	
	
	

	Analysing the data collected
	
	
	
	
	

	Interpreting the data
	
	
	
	
	

	Proof-reading the work
	
	
	
	
	

	Submission of the work
	
	
	
	
	


Table: Timeline
(Source: Created by author)
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