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Chapter 1: Introduction:

1.1 Research Hypothesis:

In order to underpin proper experiment from the entire research, the researcher has framed research hypothesis which ensures the entire progress of the research. This has symbolically identified positive as well as negative aspects from the entire study, which has been revealed underneath:

H1: Celebrity Endorsement influence promotional aspects of the fashion brands within this intensely competitive fashion retailing market in United Kingdom. 

1.2 Background of the research:

Fashion industry has been considered as one of the important sector within United Kingdom where different international and national brands have significantly derived their presence so that the products and services are used by the individuals. In this particular occasion, the fashion brand within UK has targeted the location London as it has been considered as the fashion capital of the world. According to the respective study, the fashion industry within the UK has achieved 32.3 billion GBP that has enhanced 5.4% of the entire size within the industry within the yearly basis (Gardetti and Torres, 2017). The industry has also contributed the 7% value on total GDP within the nation in providing the employment for 5.5 million individuals that has included the manufacturing as well as retail segment within the industry. In the last few financial years, it is highly challenging within the industry due to high level of competition which ensures a reduced sales among the value of the enterprise. It is identified that the primary reason behind the entire process are identified through reduction in the overall sales value due to the stiff market competition that has resulted in higher discounting for the retailers (Ahmed, 2015).  There exist some important factors that have highly altered the aspects of maintaining attractive and also credibility for creating different bond of understanding with the respective brand as well as endorsers. In the past situation, the target encompassed for possessing the features of endorsement has been empowered proper quality where attractions among the tourists are significantly made. It will be important to deliver the primary attitudes that can easily pertain the business as per the organizational efficiency with which different assessments are needed to be focused. The important techniques have emphasized about the aspects of the market in allowing the greater compatibility. Thus proper business that are engaged in supplying faster fashion brands are highly engaged in determining the activities of providing exact support for the business so that they can highly ensure the facts of maintaining the customer base (Ahuja, 2015). The customers are highly awarded to copy the products used by the celebrity in different occasions. Thus the companies that are providing the fashion and branded products within the respective customers are highly affable towards segmenting the marketing of the products. Thus endorsing the attitudes towards engaging the celebrities are considerably act as a leverage for the organization to acquire higher sales in the long run. Customers will purchase those products that are used by the celebrities in order to fetch the common characteristics that can lead them to underpin the overlying aspects of endorsing the valuable fashion brands. Thus it is important for the organizations to undertake these goals in order to which proper endorsing capabilities will be used in order to segregate the common perspectives of maintaining the significance properly. Apart from this, the characteristics of determining the usage of these fashion brands will also assists in understanding the influence covered in accordance to the procedures that has successfully empowered basic criteria in support of the endorsement possessed by the respective organizations. 

1.3 Research Questions:

The researcher will frame some important research questions that will signify proper outcomes from the entire research. These will assists in determining the progress assessed in order to find out the possibility to enhance the research. Thus the research questions selected for the research are as follows:

· What is the impact of celebrity endorsement on the brand equity of Nike?

· Is there a positive influence on customer buying behavior in using celebrity endorsement?
1.4 Research Aim:

The particular research will emphasize the effects of the celebrity endorsement on the buying decisions of the consumers. Moreover, the research aims to find how celebrity endorsement is able to create brand recognition among the customers in different ways. 

1.5 Research Objectives:

The major objectives of the research are underpinned below: -

i) To analyze the impact of celebrity endorsement in influencing consumer buying decisions. 

ii) To analyze the impact of celebrity endorsements in creating brand awareness among the prospective customers

iii) To determine the impact of celebrity endorsements in creating a distinctive brand image among the rival brands

1.6 Research Rationale:

The researcher has empowered about the process that will successfully lead proper understanding of analysing the impact of celebrity endorsement in promoting the entire fashion brands that are used successfully. It can be said that the attractiveness in order to gain different appeals and also achieve the status of the celebrity within this market are successfully entailed by the respective organization dealing with the sales of the fashion brand. The sources accompanied by the attractiveness are significantly addressed in making proper enhancement within the business. Thus the gender has played an important role in condensing the factors that are highly significant in promoting the attitudes of the celebrity endorsement. The entire research will address the sustainability attained by the celebrity in promoting the products. In some scenario, the celebrities may not know about the products in detail but they endorse the products in lieu of huge amount of money (Sasmita, 2015). This will determine the perspectives that there exist some important cognitive components that insist the consumers to buy the products from the fashion brands as proper advertisements are made by the companies in order to make the products sale within the market. This will deliberately help in acquiring the theories of promotion and branding that helps the company to concentrate the process of branding successfully. It is important to secure these processes in order to concentrate on the variance that will be highly important for the entire purpose of the endorsements made by the respective celebrities. An in-depth understanding can be gathered in respect to the intervention of the government as the companies that are engaged in using a celebrity to endorse the products has to pay some amount as their wages as per the contracts. As per the government intervention, the celebrity has to pay proper tax as per the rate subjected towards the income tax to the government with which the development of the economy can be ascertained. On the other hand, the fashion brands are encouraged with proper derivatives to expand the business across the world. Thus the development of economic interventions are ascertained successfully so as to Endeavour special characteristics of pertaining team building and providing employment among them in order to direct the specialists considerations that will determine the progress and also success of the firm. Therefore endorsing the products will lead economic development by dint of which different segregations are needed to be made. In this situation the endorsements will be highly efficient in handling the operations that can easily generate the specified objectives that can enable the entire process through enhancing the progress of this situation. An in the long run different objective of endorsement has been stabilized with the effects by dint of which the normal priorities are maintained in accordance with the connection made through psychographic features (McCormick, 2016). It can be emphasized about the facts that can easily presume these factors in which the judgment will be differentiated with the purpose of proclaiming the standards successfully. It is important to direct the purpose of the celebrity endorsement that can regulate the business operations from which the objectives are successfully structured. It will be identified from the scenario that can easily regain the primary objectives of the firm in acquiring the effects. 

1.7 Significance of the research:
Celebrity endorsement has been proclaimed as the process through which the fashion business requires to inherit justification on enhancing the business operations. It has been signified that the operational efficiency of the different fashion brand will assists pertaining the business efficiency successfully within the business context. It is from the research the researcher will also generate the specification of promotional activities of different fashion brand that helps to enhance the business operations among the respective firm. It will be important to judge the process that the celebrity endorsement will incur the process of sales made by the organization in the long run. It is important to believe that the operational efficiency will be encouraged through assessing the sales made by the organization. The sales figure will help to understand the entire profit achieved by the firm in allocating the celebrities to promote the respective brands. On the basis of the sales value, it is identified that the consequences of the competitive advantage within the firm can be easily judged. The competitive advantage will highly made the judgment feasible enough to inherit the purpose of the endorsement made by the company on behalf of the products. It is quite comparable with the sales of the other organization from the respective annual report which will suggests the operational functions deliberately in order to make higher sales. It is identified that the communication with the customers and their specifications are needed to be empowered so that the entire scenario have to be strengthened and proper justification of acquiring betterment of firm’s profitability are needed to be assessed. These significant characteristics will be assessed as per the campaign through which the celebrities will promote the fashion brands depending upon which the business expansion and proper sales are directed. This will also help in pertaining the issues that are related with the aspects from which different assessment are directly conducted in order to underpin the assessed structure of endorsement sustainability (Vitell, 2015). It will be highly beneficial to portray these aptitudes which can easily regulate the operational policies that are important for the fashion brands. Thus the fashion brands have played a significant role in determining the characteristics of celebrity endorsement where all the functional capabilities are directed according to the overlying aspects of maintaining the fashion brands. Eventually, this will highly focus in acquiring the theories of promotion and branding that helps the company to concentrate the process of branding successfully. It is important to secure these processes in order to concentrate on the variance that will be highly important for the entire purpose of the endorsements made by the respective celebrities. Therefore, the progress will be attained through facilitation of the next chapter which will elaborate the effects sustained by the fashion brand after perceiving celebrity endorsement successfully in the long run. 

1.8 Research Structure:

The entire research will be conducted on the basis of this particular structure which has empowered the significant heads reflecting the contents within which proper discussions will be made. Thus the research structures are stated as:

Chapter 1: Introduction

The researcher will introduce the entire topic within this particular section along with identifying the aims and objectives and also research questions for the entire research. 

Chapter 2: Literature Review

Literature review has demonstrated the clear aspects of the past research articles that will assist in determining the facts and presentation on the basis of different theoretical evidence based on the particular research area or study. 

Chapter 3: Research Methodology

Research methodology has inhibited the understanding of proper research orientation in accordance to which the researcher will choose the entire method of data collection and clear findings from the entire analysis. The facilitation of detailed analysis will be achieved through applying proper research methodology for the entire study. 

Chapter 4: Data Analysis

In this section, the entire data collected from the research will be analysed in order to achieve a successful research outcomes and validity. 

Chapter 5: Conclusion

The entire study will be concluded through identifying the basic facts and understanding that will help the researcher to underpin the research within this section. 

Chapter 6: Recommendation

Here the researcher will recommend about how the research has been conducted along with proper identification of different circumstances that will ensure future scope for the research successfully. 

Chapter 2: Literature Review:
2.1. History and current perspective:

According to Freeman (2015), it has been stated that celebrity endorsement is the essential and necessary factor for promoting fashion brands systematically. He stated that this is the success factor in the management of fashion technology. History of fashion management describes about the various arguments that took place within the management system of an organization. There are many factors related with celebrity endorsement and results in enhancing the success rate accordingly. Day by day the betterment of celebrity endorsement enhanced depending upon the active participation of every stakeholder. In history many conflicts took place within the minds of target audience. In past cases there were many drawbacks in the case of celebrity endorsement. Multiple negative impacts have also been approached on purchasing intentions. This also promoted many brand strategies according the business demand in an organization. Due to this the celebrity is overshadowing the brand within the organization. The factors that changed over time fashion management are attractiveness, credibility and creating an understanding bond within the brand and the endorser. In past the target of possessing was not much strong for endorsing the brand and its quality simultaneously whereas, in modern days celebrity endorsers are attracting target audience for promoting its brand by using many facilities of technology, many worries came across that created several scandals that can embarrass the situation within the organization. Whereas this days clutter is the prominent tool for brand endorsement for promoting fashion brand. In current time the celebrity endorser’s are achieving much trustworthiness as well as expertise accordingly. This is the most important external factor that helps out the customers for understanding the knowledge about the business organization. This technique involves as much as customers within the market and allows in making great compatibility within the celebrities and products simultaneously (Freeman,2015). The next perspective of celebrity endorsement is to enhance the brand and its equivalent products by setting up meaningful move towards famous personality. The consumers are the actual people for understanding the meaning and quality of the brand accordingly. Thus it can be understand that history was the starting phase of development in the fashion market by promoting celebrity endorsement within the management system and in current days all the perspectives has been highly changed and enhanced simultaneously (Coates, 2015). Starting from negative impacts to positive impacts the pattern of promoting fashion brands has changed drastically from past decade to current perspective. 
2.2. Sources of attractiveness:

According to Erdogen (2014), This article explains various attractiveness for gaining different physical appeals and celebrity status within the business market. The different source of attractiveness helps in enhancing more successful business within the fashion market accordingly.  The gender impact is the efficient issue within the advertising world for promoting more various fashion brands gradually. Female models are given more preference among celebrity for attracting more customers. Other hand side this are operated by maintaining the likability, measures attitude, intentions of purchasing and physical attractiveness together. The sources of attractiveness helps in understanding the different measures related to the business organization. The attractive celebrity creates much intention towards purchasing as compared to unattractive celebrities. After the research of socio psychological research it has been proven that physical attractiveness plays as the most valuable endorsement for promoting fashion management accordingly. The persuasive communication also maintains an effective process that helps in identifying several information’s for ensuring sources of attractiveness gradually. This provides significant opportunity in celebrity endorsement within the product variables and product quality. This increases much more rate of productivity within an organization. Celebrity endorsement also includes various affective and cognitive components as well as behavioural components. This also helps in targeting audience positively within the market. One of the factors is positive feelings that allows and promotes purchase factor towards their existing customers and new customers too. The sources of attractiveness helped in working in a very effective and cognitive way within the company for fulfilling the needs as well as requirements of the target audience (McNeill, 2015). The source attractiveness theories have been implemented for the promotion of fashion brand and this is also known as transfer theory that helps in transferring information to the consumers across the globe. Sources of attractiveness enhance the influencing attitudes towards the brand and increases purchasing intentions. This provides various advantages among the target audience and ensures greater attention of the targeted people over the organization. The celebrity endorsement helps in distinguishing the organizations brands at various emotional levels. The attractiveness directly increases the sales rate that enhances the profitability factor of the organization by promoting fashion brands. This attracts as much as many customers within the organization and acts as a classic tool of promoting fashion brand by celebrity endorsement accordingly. While in psychographic connection the attractiveness of celebrity spreads more interests among the masses. This helps in providing many public interests among huge masses throughout the country. 

2.3. Multiple celebrity endorsement:

According to Bergkvist (2016), it has been stated that millions of dollars has been utilized every year by celebrity endorsement for promoting fashion business market accordingly. This helps in enhancing the traditional advertising for becoming much familiar within the organization over the market accordingly. The multiple celebrity endorsement helps in ensuring different affects related to the fashion business management system. This provides several practical proofs for consumers so, to deal with several multiple products simultaneously within the organization. This provides clear theoretical values that helps in investigating various effects related to multiple products. The multiple celebrity results in fast evaluation process of multiple product endorsers. The non-distinctive actions are the results of multiple product endorsements that help in influencing the endorsement of the products. This process also includes several external attributions for endorsement of single product accordingly. The popularity of the celebrity will help in endorsing products by the help of advertising agencies. This process creates clear view for the consumers for analysing the products within the organization. Multiple celebrity endorsement helps in developing the relationship within credibility, endorser likability in a critical situation accordingly. Few negative responses are also included within the process of endorsement depending on the number of products within the organization two theoretical ideas have been suggested (Zamudio, 2016). The multiple endorsements have been implemented for investigating various effects of previous continual exposure in accordance with customer’s preferences. This may gradually effect in the endorsement of multiple products and also can be solved by actual stimulus exposure. From various studies it has been proven that several different attitudes toward the brand and it equivalent products results in developing many target audiences and created a huge public persona over the organization within the country or globally. By creating a position of spokesperson the organization had become much stronger with natural materials rather than popular material. This is one of the common practices among the others because it results in further profitability. The practices have to face many challenges in the field of marketing and the impacts are audience attention, recalling, different evaluation and other purchasing inventions. As this campaign is related with two or more content so marketers has be face many considerations. Communication effectiveness is the beneficial factor that helps in providing beneficial advantages for fulfilling the demands of targeted audiences. This is also known as mix celebrity endorser and is very much beneficial for appealing the various brand products to the audience within the market (Priyankara, 2017). 

2.4. Celebrity endorsement sustainability:

According to Kang (2016), it has been explained that the sustainability is the important factor within the organization for enabling celebrity endorsers accordingly. This helps in ensuring the various products for enhancing the sustainability rate of the market gradually. This also allows in maintaining good relationship between the customers and celebrity endorsers positively. This also helps in increasing various purchasing inventions, perceptions and attitude of the customers for providing sustainable changes within the products of the organization. For maintain a greater sustainability online surveys have been initiated and where many issues are been solved simultaneously. Various data and information’s are collected for understanding the structural equation modelling in the organization. The trustworthiness as well as endorser brand congruity are the major factors that positively resulting brand credibility. Various study both by practically and theoretically have been implemented maintaining the sustainability rate in the organization of fashion management accordingly (Vitell, 2016). Sustainability is the supportive element with the marketing business that helps in increasing customers and due to effective celebrity appeals that is dependable on various sources of attractiveness. Trustworthiness among the celebrities helps in enhancing the brand image and with celebrities. This one of the effective factors that ensuring in matching up with all the attributes within the organization for promoting fashion brand systematically. Sustainability helps in providing effectiveness for celebrity endorsement in the organization of fashion. Sustainability requires few models such as integrity, believability, honesty and suggestion of expertise accordingly within the management system. Celebrity endorsement provides greater benefits and many opportunities for the customers for buying products related to fashion accordingly. Due to many advantages the chances of possibility has increased for enormous sustainability. Sustainability is the beneficial key that helps in empowering the business and also reduced many potential hazards linked with the organization. The sustainability within the organization is also depending on brand by maintaining sophistication, excitement, competence and ruggedness. This depicts the consistency by supporting the inferential and descriptive statistical sources. The sustainability has increased the profitability rate and enhanced the buying behaviour of the customers. As the celebrity endorsement sustainability increased the organization become much more responsible by providing much more attention towards the customers of the organization. The organization maintains good marketing relationship that helps in balancing the sustainability marketing strategy. Greater the sustainability rate the much the customers will involve with the organization of fashion brand. This will promote tremendous amount of success rate within the organization for promoting fashion brand with celebrity endorsement.

2.5. Brand over endorser:

According to McCormick (2016), in this article it has been mentioned about endorsing a brand and where celebrities are the major factors for promoting various fashion brands accordingly. In this report it is clearly mentioned that celebrities are the famous faces and personality and that makes the process of endorsing much more easily. This allows in gaining public’s attention and indirectly forcing the mind of consumers towards the fashion brands within the organization. Thus the above process helps in promoting the business enormously. The brand over endorser helps in making positive decision for purchasing fashion products within the organization.  This process helps in balancing out various opinion of customers and mix of communication enhance in broadening the category of various sponsorship marketing accordingly (Esmaeilpour, 2015). These are the required frameworks which are essentially required for the celebrities to endorse their brand over the organization. The various theories of celebrity endorsement helped in recognition the various forms over the crowded market. Here the trustworthiness is the basic factor that helped in making valid assertions. This creates an effective demand within the minds of customers over the organization. The source credibility theory based on the research of psychology that directly dependable on similarity, likability as well as familiarity. The celebrity endorsement increases the perceived willingness that helps in increasing the recall value of the brand accordingly. This helps in illuminating the concepts in a better manner for understanding the fashion marketing with the preferences of the customers. Celebrity endorsement enables better consistency and provides long term commitments with the customers for selling more products and establishing a strong identity of the organization. The celebrity endorsement brings a positive image within the environment by providing necessary knowledge for taking effective decision within the fashion market. This brings changes on the sales and loyalty of the organization accordingly. This is a common practicing that brings much awareness within the organization of fashion for promoting brands over the market accordingly. The brand ambassador of the organization helps in negotiating the cost prices that increasing the demands of customers. This enhances the name of the brand that indented the brand image accordingly. Therefore celebrity endorsement is the beneficial business strategy that attempt to attract more customers and to enhance their business enormously (Choi, 2017). This promotes many advertisement strategies that increase the celebrity status and image in case of promoting the fashion brands by celebrity endorsement within an organization. The demand of customers increases the rate of prices and rate of interest. The purchasing power has been eroded by higher inflation rates accordingly within the organization. The consumer confidence is another important factor that is enormously affecting the goods of customers. 

2.6. Consumers demand:

According to Miranda-De (2017) describes that the fashion industries are growing day by day rapidly. Thus the customers’ demands are also enhancing enormously within the economy. In past the demands were huge by enabling celebrity endorsement within an organization. The celebrity endorsement provided many power to the manufacturers and allows more demands of fashion products simultaneously. The customers always wants efficient cost price of the products within the organization so, consumer demand bought many constant availability, products in cheaper rates, provides good environment for pleasant shopping experiences within the organization. The customers demand helps in making various choices by influencing the fashion market and enhance in more push within the organization. More advertisements are needed to create for demanding more products across people (Yoo, 2018). The customer demand is a strategic method that helps in solving and developing various demands within the market. The factors that are responsible for the customer demands are special events, media relations, advertising and social & public media. Customer demands helps in providing various distribution channels and also fashion conscious consumers accordingly within the organization. More the customers demand will fulfil within the business market the more business goal will be accelerate by digital transformation. The customers demand will enhance in the progress of products efficiently increase the preferences for product personalization. The much customer demand will increase the much more probability of getting advantages within the organization. This increases the availability of various competing goods and services along with the quality of products. This ensures the availability of financing for perceiving availability of various products. The theory of demand states ensures the relationship between the commodity and its price simultaneously. With the increase of demand within customer enhances the rate of price within the organization (Gardetti, 2017). This depicts in the income effects, substitution effect, maintains law of diminishing marginal utility in promoting fashion brands. Customer demand includes the necessary desire of buying the products within the fashion industry. Various economic factors are there that are affecting the demands of consumers. 

2.7. Constant monitoring:

According to Altmann (2016), it has been described that constant monitoring is much essential in celebrity endorsement in promoting fashion brands efficiently. The constant monitoring helps in making appropriate plans and visions related to the fashion management world. This helps in an analysis process that brings several strategic thinking within the managers of the organization. This helps in solving many strategic issues and enhances the profitability factor accordingly. The constant monitoring helps in encouraging the managers to deal with large complications within the organization. This basically manages the top model of the management system and helps in reducing the irrelevant operating activities within the organization. The constant monitoring includes short term planning as well as long term planning. The constant monitoring provides comfort zone and helps in understanding the dynamic systems and behaviour within the organization accordingly. This helps in making different strategies related to celebrity endorsement in promoting fashion brands accordingly. This enhanced orderly patterns for celebrity endorsement in accordance with the organizations and management. This allows in clearing clear vision for making a future term business. This also enables in analysing different information in fashion management similarly increases the competitive capabilities within the management for promoting fashion brands. This shares strong cultural norms and helps by inspiring and enthusiasm to every customer and celebrities related to the organization accordingly. The multilevel monitoring is essential for controlling the promotions of fashion brands. Constant monitoring helps in representing the boundary line within the organization and enhances the level of confidence for celebrity endorsement accordingly. Constant monitoring also reduces the various challenges related with the fashion brand and increases the level of motivation. This provides the facilities of identification and helps in analysing the faults related with the promoting of fashion brands in fashion industries. This also promotes many easy solutions to the customers to resolve the problems faced by the fashion industries. This framework helps in identifying different phases and helps in designing various professional activities for enhancing the management system of the organization with many market research and strategies. 
2.8. The elaboration likelihood model:

According to Sushil Kumar Rai (2013), this model helps in providing ability and motivation in celebrity endorsement in promoting fashion brands. Motivation is required to understand the information related to the brand for understanding the processing and persuasive message. This helps in establishing the efficiency of the products and also extremely significant for the celebrity endorsement for promotion of products within the organization accordingly. This also provides several benefits and improves the skills of communication level between the leaders, consumers and celebrities. The elaboration likelihood model consists of two route are central route as well as peripheral route. The central route persuasion helps in transferring message over longer period of time and this requires a huge amount of motivation that is necessary accordingly. This includes persuasive communication that includes advertisements; process of motivation includes deep relation along with high involvement for gripping all further information’s related to the fashion management (Petty, 2015). The nature of arguments helps in convincing people celebrity endorsement in promoting fashion brands. On the other hand the peripheral route persuasion positive attitudes towards the senders and their positive thoughts. This also deals with superficial processing that is focused on the surface feature within the fashion business marketing. This includes few features within an organization such as sources of attractiveness, social proof, consistency, reciprocation as well as authority. There are two factors influencing the motivation in the elaboration within likelihood model. This also enables in influencing the personal interest of the customers for promoting brands related to fashions. This enables persuasive communication for allowing many benefits that are essential for consumers. This involves in the process of motivation that changes the attitude their involvement is too high. The process of ability enhances noise, complications and distraction along with many arguments for convincing people for spreading strong message to the customers for promoting fashion brands and change of attitude accordingly with the organization. 

Communication policy is a significant area in marketing dynamics as it helps the marketers to involve with the customers in a new way through which they can enhance their levels of satisfaction. The process of celebrity endorsement as an active process of engaging the customers with the diversified range of products can be best understood through the convocation of theoretical representation of a communication model in the process of marketing. 

According to the Shanon and Weaver Model of communication, it has been interpreted that a message is developed at a particular source of information, which is encoded through a channel to make it visible or audible to a receiver who at the end is responsible for decoding. Röderstein, (2005), has opined that the concept of this communication model certainly fits with the procedure an advertisement of a product conveys to its customers through channel of direct communication. On the other hand the communication model supposed by McGuire proposes that the fruitfulness of a message being conveyed to the consumers by the marketers depend over the correspondence, amiability and expertise of the source from where the message is being interpreted. It can be therefore entailed that the productivity of the advertisements through celebrity endorsement depends on these three factors fulfilled by the celebrities endorsed for the ads. For a fashion brand like Nike, it can be identified that the message, which is conveyed to the customers, are of fitness, lifestyle trends for a sportsman, staying healthy etc. It can be seen that the through celebrity endorsement, Nike as a sports fashion brand assimilates the power of their product’s features being communicated to the consumers with the perceived similarity of their products with the celebrities promoting the brand. One of the recognized celebrity endorsed advertisements featured by Nike for their famous tagline “Just Do It” can be seen in their latest advertisements where they endorsed movie star Bradley Cooper and the icon’s various renowned athletes moves known to the people. It can be seen that advertisement gained about 4 million views in the online forum during the first week of its displaying. It can be found that Nike’s endorsing a movie star like Cooper in their anniversary of their tagline promotion reconciles the fact that the Nike as a brand wants to communicate with not only a particular customer segment like the athletes of the contemporary period. However, they want to proclaim their brand identity to the diversified mass who are asserting to fetch comfort in their sportswear with a premium price range.  

2.9. Effects of celebrity endorsement on its customer:

According to Choi & Rifon (2012), explained as an efficient strategy that is used by the management system of the organization accordingly. This helps in creating and making good decision for promoting the brands and its products by celebrity endorsers. This also helps in considering the shares related to the marketing budget through 5the year in an organization. Here the celebrity includes famous people with many unique and attractive qualities including. Organizations mainly select their celebrities for promoting brands, basically are related to political parties, sports, acting as well as singing and from many more reputed professions. This enhances more and more customers within the organization because they are getting closer due to the influences of celebrities. A marketer in the fashion management promotes good advertisements for balance out the difference within the credibility and attractiveness of celebrity endorsers as well as consumers respectively (Ahmed, 2015). The celebrity endorser mainly focuses on the customers and also acts as a basic tool within the business management system. This allows in promoting products and brand of the fashion organization and makes creative as well as repetitive purchasing manner in the mind of customers. The celebrity endorsement creates the name and fame of both the brand image and brand quality over the organization synchronously. The theory of endorsement explained about the effectiveness and its related celebrity and its related products in an organization. The celebrity endorser helps in attracting customers and enables in ad recalling by all the consumers. This also includes credibility of celebrity endorser for enhancing to purchase intention of consumers. 

2.10. Selecting unique endorser:

According to Dwivedi (2015), this is one of the most effective tools for celebrity endorsement in promoting fashion brands. The unique endorser helps in fulfilling the target rates of the customers accordingly. This enables a positive meaning towards the customers related to this organization of fashion. The selection of unique endorser has been chosen for increasing the business rate by attracting customers. The unique endorser includes intellectual skills, good physique, and various athletic capabilities with luxurious life style. The process includes many fundamental theories and findings that help in developing the model for creating physical attractiveness, respect, trustworthiness for the consumers of the organizations accordingly within the organization. This also helps in solving many endorsement related issues within the organization. The unique endorser includes company’s marketing staffs for achieving different goals in promoting brands. According to influencer models of Schiffman and Kanuk, the study of customer behaviour allows in understanding the market as well as the consumers seek. This study helps in understanding the managerial perspective, holistic perspective along with customer’s perspective depending on the behaviour of consumers. This is known as the traditional model that helps in understanding different economic systems including different learning models and economic models. This helps in evaluating various campaigns and allows in moving more further with various enhancements by performing celebrity led campaigns. The unique endorser helps in credibility of the celebrity and provides meaningful information to the celebrity as well as customers. Unique endorser helps in achieving long term commitment over the business process accordingly (McCormick, 2016). This provides positive image of the brand towards the consumers for achieving constant monitoring. Leading celebrity helps in providing easiest way for creating brands along with its products. The unique celebrity helps in enhancing the brand image for promoting the name of the organization accordingly. This enables in achieving high proliferation over international, regional and local areas of the brands. This ensures high motivation and enhances the ability of thinking as well as allows deep processing for getting qualitative message arguments. 

2.11. Association with luxury brand:

According to Esmaeilpour (2015), this article describes about the celebrity endorsement in promoting fashion brands related with luxury brand for ensuring high marketing products within the organization. Involvement with luxury brand enhance in creating a great customization for promoting uniqueness among the different marketers of fashion management. The celebrity endorsement when linked with luxury brand ensures all the qualities of the brand differently. In the promotion of brands the marketing departments provides different list of access to the brand of fashion and this makes an organization most attracting and enables in many ways of attention grabbing. The more luxury the brand will be the process of collaboration will take place and involves many customers within the organization accordingly (Atwal, 2017). The luxury brand increase the marketing sector more special by offering cheaper costs and by ensuring true standard needs. The luxury brand are able to communicate with the consumers in many different ways that creates a strong connection and emotional attachment with the products related to the organization. Finally this brings out a successful business by using various strategies with the celebrity endorsements. This factor of luxury brand enables in brand equity throughout the organization that provides many financial and competitive benefits accordingly. This enables in attracting much customers by using organic advertising sets of foundation in the marketing strategies for promoting fashion brands. This helps in enhancing high audience rate and drive out a high interest rate to make the products more available to the customers. A luxury brand promotes a luxury customer that helps in broadening the current development within the organization. This includes many different characteristics that are predominantly associated with several branches of economy focusing on the current development of fashion brands. Thus the combination of various fashion addresses and luxury items for enhancing stronger possibility rates, for ensuring fashion products within the organization accordingly. The luxury brand requires stronger financial capability for ensuring luxury fashion market that helps in shifting towards the consolidation. This process requires much more demand of celebrity endorsements for ensuring long term goals that leads to sustainability. This increases the growth throughout the world and increases the revenue rates within the fashion industry. The luxury brand enhances more attention because of luxury rates of celebrity endorsement depending upon the organization. 

2.12. Brand loyalty:

According to Dilashenyi (2018) explains about the various factors influencing the brand loyalty in fashion technology for celebrity endorsement in promoting fashion brands. Its main objective is to investigating the behaviour of the customers over generation. This also regulates the cost of switching within the fashion organization. This allows in the customer satisfaction and allows brand loyalty for promoting various brands related to fashion. The brand loyalty brings positive feelings towards the promotion of brands and that allows repetition of purchasing in an organization. This includes more than one interpretation that is applied in different contexts. The brand loyalty brings high competition within the market for promoting fashion brands. This helps in changing of behaviour and demands within the minds of customer by applying many methods. This has explained many internal and external events that include many actions, thoughts and feelings within the organization or promoting the fashion brands. The brand quality involves many studies that help in satisfying the needs of customers by providing ideas, experiences, products and services within the organization (Sasmita, 2015). This helps in creating a long term relationship between the customers and the management system. This is the conceptual framework that maintains the potential relationship between brand loyalty as well as customer satisfaction and brand loyalty. This includes many products experiences consists of both positive and negative factors. This helps in determining the factors that helps in explaining the brand loyalty for promoting the evaluation of the brand for providing durability and safety towards the customers within the organization. There are many factors that are directly affecting the brands loyalty and trust, so many marketing and a business practice have been use for balancing out the fundamental factor and lead a higher probability for promoting fashion brands. The brand loyalty helps in the growth of the number of customers and that will bring greater resistance within the costs and customer loyalty rates. The brand loyalty creates a positive feelings within the minds of customers and this is consists of both behavioural and attitudinal components. Brand loyalty consists of many learning theories that determine many benefits in promoting the fashion brands by celebrity endorsement. This enhances many advantages that are beneficial for the customers those are interested in the purchasing fashion products accordingly (Giovannini,2015). This requires a short duration trend and many transformations of economic, political and social factors for developing more products within the organization. 

Keller’s Brand Equity Model

According to Arshad et al., (2017), it has been identified that while endorsing a celebrity for a luxury brand, it acts as a formulation of equity for the brand which has been endorsed. From this context, it can be identified that the Keller’s Brand Equity model is best described to understand the implication of the perceived quality of the products and the uniqueness of the brand like Nike with endorsing of celebrity in the advertisements and other promotions. The model implies for following on four strong steps like brand identity, brand meaning, brand response and brand resonance to be prior for building up brand equity in front of the customers. For a fashion brand like Nike, it can be defined that the company has immensely created brand credibility in front of the customers through dissemination of information of their products, which can reproduce the brand’s products attributes to be rightly fitting with the customers’ demands. In fact, it can be underpinned that Nike has been able to propose for a scenario where as a leading fashion brand they are signalising for a psychological bond with the customers in an entire community through celebrity endorsement in their promotional material and this has invariably suggested for creating brand equity among the sustaining customer base. 

One of the main advantages of using the Keller Brand Equity Model is that it helps to track down the various marketing communications that are capable of creating a huge and active loyalty base and relationships of a brand. For an organization like Nike, it can be identified that the company has active focused on the rendering of different communication channels starting from traditional one to digitalized base like social media sites so that they can keep a through balance with the customers’ demands amidst its competitors. On the other hand, it can be identified that Nike has been establish an emotional relationship with its customers, which helps them to achieve higher pricing premiums and thereby adhering for effective marketing strategy in future dimension. The Keller comes up with disadvantages like brand significance often lose its significance in industrial market, which needs for further modifications to be added in future dimension. Therefore, for a business firm like Nike, it is important to put up their brand resonance aligning with the customer’s demands and needs in their marketing strategies. 

Chapter 3: Research Methodology:

3.1 Introduction:

With respect to the chosen topic on “Analysing the impacts of celebrity endorsements in promoting fashion brands”, this methodology will highlight the ways in which the entire research has been conducted. There are different ways and approaches of conducting the research that will underpin the main basis of the research. For this purpose, there will be different processes, methods, techniques, and other means by which the research can be conducted. The different aspects of the methodology include the main philosophy of the research, the different approaches of the research, the design, strategy and data collection techniques. Post this there would be other important topics like the sampling procedure, research reliability and ethical considerations pertaining to the research. Lastly, there would be a concluding part that will estimate the success of the complete research. 

3.2 Research Paradigms and Philosophy:

Research philosophies or paradigms of the research help the researcher to set out the research in such a way that would enable other researchers to know, learn and understand about the paradigm of the research. Based on the claims made by the researcher, other researchers would be benefitted by them in their own researches. A typical research philosophy considers the Ontology, Epistemology and the Axiology principles (Prasad, 2017). Most likely the similar broadly outlined research objective or the question could have also been approached by implementing different other styles pertaining to the research as well. For this, the researcher has demonstrated the validity of selecting the most appropriate selection or approach about the chosen topic as well as methods. Research philosophies also highlight the reasonability of selecting the chosen topic of the research. Four different kinds of research philosophy exist that are usually taken into consideration by the researcher. These are the positivism research philosophy, realism, Interpretivism and subjectivism philosophy of the research. These philosophies help the researcher to conduct the research in a typical manner that highlights all the areas of the chosen topic. 

3.3 Approach:

While analysing the approach of the research, different broad assumptions and data analyses methods are required to be selected for interpreting, collecting the data as well as analysing them. Keeping in mind about the context of the topic on “Analysing the impact of celebrity endorsements in promoting fashion brands” there can be two types of Research approaches adopted by the researcher. The hypotheses are relevant to the main study of the research. This hypothesis differentiates between the two kinds of research approaches that are prevalent while conducting researches about any given topic. The Deductive research approach tests assumptions validity in hand. This approach is useful while conducting a research established by peer previewed scholars, journals and other sources. The Deductive research approach is also a tried and tested research approach. Besides these, the same old concepts are usually analysed further in this particular research approach. On the other hand, the Inductive research approach contributes new generalizations and theories emergences. Inductive researches usually incorporate collections of data based on phenomenon exploration, identifying the patterns and the themes while creating a framework conceptually (Jebb, et al, 2017). Besides these two, there is another concept that starts with puzzles or surprising facts, giving way to an explanation of the process of research. In this context, the researcher has implemented both the Deductive as well as the Inductive research approaches. While the Inductive research approach has been used while conducting the research based on the Quantitative data analysis, the Deductive approach has been implemented while researching on the Qualitative data analysis. 

3.4 Design:

When a research is conducted, one of the prime aspects is the research designs concerned with that particular research. “Analysing the impacts of celebrity endorsements in promoting fashion brand “NIKE” is a research topic that requires a specific research design based on which the possibility of drafting the research lies. Research designs also enable the researcher to design the research keeping the suitability in mind. It also addresses the different problem areas of the research and aids the researcher to fulfil and attain the various research purposes. Three different types of research designs presently exist – the Descriptive Research design, the exploratory design and the explanatory design (Edmonds and Kennedy, 2016). All of these three types of research designs have their own different ways of helping the researcher to successfully complete the research. Here, the Descriptive research design has been chosen in order to reach the desired outcome by the researcher. The descriptive design will help the researcher to establish various facts about how celebrity endorsements has impacted customers all over the world today and the role it plays in promoting the different fashion brands. This design is also helpful to gather the required data by observing the phenomenon on the given topic. This research design has also facilitated conducting the research by describing about the subject’s behaviour sans affecting the subject by any means. 

3.5 Strategy:

Research strategies are defined as action plans on a step by step basis providing direction to the researcher while framing the entire research on the given topic. It facilitates conducting of the research in a systematic manner, in the scheduled time and also by producing detailed reporting and quality results. Research strategies also help the researcher to describe the research rationale and the various experiments done by the researcher would enable him/her to accomplish his/her desired objectives and goals. For successfully conducting the results and coming to the desired end objectives properly a well explained and elaborated research strategy is customary to the conduct of any study. For understanding the role of celebrity endorsements in maintaining the brand image and promoting fashion brands; both Quantitative and Qualitative research strategy has been chosen by the researcher. For establishing both the elements successfully about the facts and figures as well as utilizing secondary sources of information, the researcher is required to establish fruitful evidences so that the research will be useful for future researchers. The following strategies of the research has been chosen and implemented by the researcher in pursuit of the study:

3.5.1 Quantitative Research:

Quantitative research assists the researcher in establishing the relationship and the link between an outcome variable, which is dependent and an independent factor, and variable with regards to the research. Quantitative researches take into consideration the various mathematical data, statistical facts primarily concerned with the research. As indicated by Palinkas, et al, (2015), the primary data sources are generally drawn by adopting the Quantitative research. In this research, the researcher has adopted the Quantitative research with the help of conducting questionnaire surveys – the response of which could be gathered by the sampled respondents. They deal with logic, numbers as well as objective stances. The focus of the quantitative research also is on the unchanging numerical facts and figures, and convergent reasoning, and not on divergent reasoning. The data obtained through primary sources are usually gathered by using research frameworks that are structured. The main advantages of Quantitative research are as follows –

· The desired outcome concerned with Quantitative research is measurable as well as can be analysed. 

· The results can be displayed clearly with the help of objective data. 

· Since this strategy mainly implements the primary data, therefore the predictions done with the help of this data are easier. 

· With the help of this research, the researcher is able to use and apply authentic, reliable and precise predictions about the quantitative data. 

· Possibility of attaining data accuracy and specific information. 

3.5.2 Qualitative Research:

Qualitative research can be defined as the kind of research conducted by the researcher for deriving data and information sources from the potential secondary sources. Qualitative researchers also enable the researcher to evaluate and analyse about the chosen area of the research. Qualitative research has been chosen by the researcher while analysing about how celebrity endorsements are crucial to impact about the brand promotion and endorsing fashion brands in the market. According to Brannen, (2017), this research also takes into consideration the presence of highly authentic, accurate and structured secondary information sources. These sources usually consider information obtained from the various scholarly articles, journals and others. Besides this, the authenticity of the data could also be obtained in this regard. Focus groups have been identified that were the main source of collecting the Qualitative secondary information. Focus groups are an individuals’ group consisting of 7 to 14 people being called in a particular room for engaging in guided discussions with respect to this topic. With the help of observing and studying the focus groups, bombarding questions to them, the researcher has been able to capture data from the real life social setting by asking open-ended questions to the individual group members. The various advantages of the focus groups are furnished below:

· Are flexible in nature. 

· Generation of quicker results are possible.

· Being a research method capturing real time data in social setting, focus groups are not only easier to conduct but are also the most genuine sources of collecting or acquiring secondary data or information.  

Therefore, it is indicating the fact that the researcher is concentrating on usage of mixed methodology. The main advantage of the researcher for using mixed methodology is that there is better corroboration of data while going through an in-depth theoretical and numerical data. On the other hand, the researcher can also apply for several methods usage for examining the authenticity and credibility of the data being collected (Shannon-Baker, 2016). This allows the researcher to be more precise in their content of accessing and evaluating the data from diversified point of view. Lastly, it can be identified that through using mixed methods, the researcher is able to reduce the percentage of being bias in researching the content.

3.6 Data Collection Techniques:

3.6.1 Primary Data Collection:

In this study pertaining to the chosen topic, use of primary data collection has been incorporated for collecting the primary data from the respondents’ questionnaire survey and interview questions. The main advantages for adhering to data collection with questionnaire is that the researcher can reach a large population with easy means and can decipher for quantifiable type of answers adhering to the topic of research. However, it also come up with certain disadvantages like due to the non-provision of information about the research topic, the questionnaire can act as a limited source of information. In many cases, it can be found that the researcher is unable to produce right question to the respondents, which may make the deviate from appropriate findings of the research (Nuno & John, 2015). On the other hand conducting a survey can be cost effective and also add up to advantages like reliability and flexibility of the data. Moreover, the depth of the surveys can also be ascertained to be a weakness for this process of data collection.

There have been chosen 5 managers and 6 customers of Nike as a respondent for the primary qualitative research process undertaken by the research from the organization Nike. Moreover; for the primary quantitative, the researcher has chosen 35 employees and Nike as respondents for their interview. The responses of the respondents were then divided on the basis of the Likert Scale technique, being rated from one to five or vice versa, and in this way, the possibility of numerical information could be gathered. 

3.6.2 Secondary Data Collection:

The use of Secondary data enables the researcher to collect highly genuine, reliable, varied and authentic information sources from the various secondary sources. These secondary sources of information are the different journals, articles, previous research paper, and others that enable the researcher to take the help from them while conducting the research (Cole and Trinh, 2017). Furthermore, the soundness and the reliability of the research have been checked so that no data have been found to be incorrect. The secondary collected has been included in the literature review of the research. 
3.7 Sampling Techniques:

The researcher while conducting the research has sought the help of two different kinds of research or study sampling techniques – firstly, the probabilistic sampling and the non-probabilistic sampling technique. In the Probabilistic sampling process samples have been obtained from a large segment of population in order to conduct the study. It is an important Sampling technique, which is conducted, based on the probability method. Here according to Mitzenmacher and Upfal, (2017), samples have been selected in a random fashion. Using probability method a small segment has been selected to conduct the study from a large segment of population. One of the main advantages of using probabilistic sampling is that they are cost-effective, involves for less judgement while sampling, implies for less time being consumed and most importantly a much easier methods of sampling. However, it also comes up with certain disadvantages like confined to a specific class for collection of data; sometimes become monotonous while gathering information from the identified sample group. Alternately, non-probabilistic sampling has been conducted while conducting the survey among the focus group members. Non Probabilistic Sampling is technique use to conduct a survey. Here all the samples that were taken into consideration that did not allow all the samples to be shortlisted while conducting the survey. This technique has helped the researcher to shortlist a small sample from a large segment of population who were willing to be a part of the study. The benefits of using non-probabilistic sampling is that it determines for smaller judgemental space and this helps for best conducting of sampling over a particular group. Moreover, it is also cost effective in compared to probability sampling with much lesser time being incurred while sampling is done. The non-probability sampling deciphers for less effectiveness and more over simplicity of the data, which somehow reduces the productivity of the sampling process (Sharma, 2017). On the other hand, the intense reliance over judgement leads to biasness based on the subject of the research. 

3.8 Data Analysis Process:

For any survey conducted by the researcher, one of the crucial most aspects is the analysis of the obtained data. In order to do that, differential analysis has been adopted based on the following three important factors discussed below –

1. The factors specific to the endorsements of celebrity has been considered by the researcher in the process of data analysis. The researcher has been able to derive the outcome of how celebrity endorsements play an important role in advertising about the product. 

2. Second, the various factors that are brand specific have also been considered by the researcher while choosing to conduct this survey. Factors and studies are based on the positioning of the brand and its acceptability in the market. It can be also based on the product of that brand. 

3.9 Pilot Study:

Pilot study is the process of survey conducted to test the validation of the questionnaire set in order to conduct the survey. For any market research, the pilot study plays a crucial role as it helps to frame the skeleton of the survey or study that needs to be done in order to achieve the desired result. As per the current survey, regarding analysis for the impact of celebrity endorsement in promoting fashion brands, pilot study is extremely crucial. In order to conduct this study, a small group of five target segments have been chosen. This target segment is chosen from different parameters that need to cater in order to achieve the desired result from the survey (Noble and Smith, 2015). At the end of the pilot study, it has been found that the results achieved are satisfactory to the researcher. Based on the results, a detailed plan has been chalked out and relevant questionnaires framed for analysing the impacts of celebrity endorsement for the promotion of fashion brands present in the market.

3.10 Research Dependability and Viability:

The research has been conducted from reliable information sources as per the standard guidelines followed by the international communities. All the key parameters have been taken into consideration while conducting the research. As per the survey related to analysis for the impact of celebrity endorsement for fashion promotion reliability and viability played a key role. Analysis has been done for crosschecking of the fact that it was done as per the market standard or not.

3.11 Ethical Guidelines of the research:

One of the most vital aspects of the research while conducting a survey is the various ethical norms and guidelines followed in the chosen research by the concerned researcher. As felt by the scholar Hammersley, (2015), any study that is accepted worldwide is usually conducted following the international rules and regulations set by the regulatory authorities related to the concerned sector. In this research pertaining to the chosen topic on the ways in which celebrity endorsements affect the promotion of fashion brands, the researcher has kept in mind about the various factors. The survey and the study have been framed in such a manner that the researcher has not hurt the sentiments of the participants of the focus groups by any means while doing this research. Furthermore, none of the participants was enforced upon to be a part of this study. Additionally, the researcher has sought the proper permission from the concerned authorities with respect to the survey for conducting the study. Moreover, assurance has been provided regarding maintaining the confidentiality of the respective data and the feedback. Also while conducting the study, all the secondary data that has already been procured has been taken from various databases and none of those has been leaked. Besides this, utmost care has been taken to keep the brand value while conducting the study. So based on all the factors assumption can be drawn that the entire research methodology has been done as per the standard protocols and the international norms and the end result is trustworthy and caters the desired result.

3.12 Conclusion:

Based on the above conducted study, it has been found that the research conducted on “Analysing the impacts of celebrity endorsements in promoting fashion brands” was fruitful in the way the researcher has conducted the research keeping in mind about the appropriate research philosophy, design, strategy and the other key parameters of the research. As pert the research, it has been found that most of the participants or the respondents were of the belief that celebrity endorsements were quite impactful in terms of promoting any particular brand. It has also been observed that the real intention of the research was to analyse the ways in celebrity endorsements influenced consumers’ purchasing decisions and behaviour. Furthermore, celebrity endorsements have been also found to consequently create a certain level of brand awareness and create a brand image of Nike that is clear and distinguished from the other brands. Nike as a company has thus been found to exhibit all the characteristic traits as far as the concept of celebrity endorsements has been concerned. Moreover, it plays a very crucial role in creating the loyalty of the customers for the brand. 

Chapter 4: Data Analysis:

4.1 Quantitative Analysis:

1. Gender

	 
	No. of respondents
	%

	Male
	20
	57

	Female
	15
	43

	Total 
	35
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To successfully conduct this survey, the researcher has chosen an exact number of respondents based on the demographical variables.  The graph is segregated into two different segments such as male and female. As per the analysis of graph and chart, it is clearly understood that the male percentage is more than the female percentage, which is just because the number of male respondents are higher in comparison to female respondents. Out of 35 respondents, 20 male (57%) and 15 females (43%) has taken participation in the survey. 

2. Which brand do you prefer more?

	 
	No. of respondents
	%

	Nike 
	10
	29

	Adidas
	13
	37

	Asics
	7
	20

	Others
	5
	14

	Total 
	35
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During conducting the survey, the researcher has asked to the respondents many questions. Among them, one of the most important questions is that which brand they prefer more.  Then, 10 respondents (29%) replied that Nike is their preferable brand. Besides, 13 respondents (37%) replied that they prefer Adidas. Whereas, 7 respondents (20%) responded that Asics is their preferable band. However, 5 respondents (14%) stated that they prefer other brands apart from the Nike, Adidas and Asics. 

3. How far extent do you have knowledge about celebrity endorsement?
	 
	No.  of respondents
	%

	1-2 years
	9
	26

	2-3 years
	7
	20

	3-4 years
	8
	23

	More than 4 years
	11
	31

	Total 
	35
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During conducting the survey, the researcher has quarried to the respondents about the knowledge of celebrity endorsement. Then, it has observed that 26 % respondents have knowledge about celebrity endorsement for 1-2 years, whereas, 20% respondents have knowledge about celebrity endorsement for 2-3 years.  23% respondents have knowledge about celebrity endorsement for 3 – 4 years and 31 % respondents have knowledge about celebrity endorsement for more than 4 years. 

4. Do you believe that celebrity endorsement will influence consumer buying decisions?
	 
	No. of respondents
	%

	Strongly disagree
	7
	20

	Disagree
	4
	11

	Neutral
	2
	6

	Agree
	8
	23

	Strongly agree
	14
	40

	Total 
	35
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It has been seemed from the above chart and graph when the researcher has enquired the respondents about the fact that the celebrity endorsement will influence consumer buying decisions and then 20% respondents have strongly disagreed that the celebrity endorsement will influence consumer buying decisions. Again, 11% respondents have disagreed that the celebrity endorsement will influence consumer buying decisions. Whereas, 6 % respondents did not provide any answer as they have less knowledge about the matter that the celebrity endorsement will influence consumer buying decisions.  However, 23% respondents have agreed the fact that the celebrity endorsement will influence consumer buying decisions.  On the other hand, 40% respondents have strongly agreed that the celebrity endorsement will influence consumer buying decisions. 

5. Do you think that celebrity endorsement has an important contribution to enhance the sales of Nike?
	 
	No. of respondents
	%

	Strongly disagree
	4
	11

	Disagree
	6
	17

	Neutral
	1
	3

	Agree
	10
	29

	Strongly agree
	14
	40

	Total 
	35
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The above chart and graph has highlighted the aspect where the researcher has enquired the respondents about the fact that celebrity endorsement has an important contribution to enhance the sales of Nike and then 11% respondents have strongly disagreed that celebrity endorsement has an important contribution to enhance the sales of Nike. Again, 17% respondents have disagreed that celebrity endorsement has an important contribution to enhance the sales of Nike. Whereas, 3 % respondents did not provide any answer as they have less knowledge about the matter that celebrity endorsement has an important contribution to enhance the sales of Nike.  However, 29% respondents have agreed the fact that celebrity endorsement has an important contribution to enhance the sales of Nike.  On the other hand, 40% respondents have strongly agreed that celebrity endorsement has an important contribution to enhance the sales of Nike. 

6.    How far do you agree that Nike targets a high number of customers through the celebrity endorsement?

	 
	No. of respondents
	%

	Strongly disagree
	3
	9

	Disagree
	5
	14

	Neutral
	2
	6

	Agree
	9
	26

	Strongly agree
	16
	46

	Total 
	35
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It has been estimated from the above graphical scenario when the researcher has asked about the fact that Nike targets a high number of customers through the celebrity endorsement and then 9% respondents have strongly disagreed that Nike targets a high number of customers through the celebrity endorsement. Again, 14% respondents have disagreed that Nike targets a high number of customers through the celebrity endorsement. Whereas, 6 % respondents did not provide any answer as they have less knowledge about the matter that Nike targets a high number of customers through the celebrity endorsement.  However, 26% respondents have agreed the fact that Nike targets a high number of customers through the celebrity endorsement.  On the other hand, 46% respondents have strongly agreed that Nike targets a high number of customers through the celebrity endorsement. 

7.    Do you think that an effective relationship in between customers and Nike will be established due to celebrity endorsement?

	 
	No. of respondents
	%

	Strongly disagree
	5
	14

	Disagree
	6
	17

	Neutral
	2
	6

	Agree
	8
	23

	Strongly agree
	14
	40

	Total 
	35
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After thoroughly analysis the different sections of graph, the researcher has come to know about various documents related to the survey. When the researcher has asked the respondents about the fact that an effective relationship in between customers and Nike will be established due to celebrity endorsement and then 14% respondents have strongly disagreed that an effective relationship in between customers and Nike will be established due to celebrity endorsement. Again, 17% respondents have disagreed that an effective relationship in between customers and Nike will be established due to celebrity endorsement. Whereas, 6 % respondents did not provide any answer as they have less knowledge about the matter that an effective relationship in between customers and Nike will be established due to celebrity endorsement.  However, 23% respondents have agreed the fact that an effective relationship in between customers and Nike will be established due to celebrity endorsement.  On the other hand, 40% respondents have strongly agreed that an effective relationship in between customers and Nike will be established due to celebrity endorsement. 

8.    Do you believe that celebrity endorsement plays a major role to increase product knowledge?
	 
	No. of respondents
	%

	Strongly disagree
	2
	6

	Disagree
	5
	14

	Neutral
	3
	9

	Agree
	14
	40

	Strongly agree
	11
	31

	Total 
	35
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Through conducting this survey, the researcher has highlighted on a significant matter - celebrity endorsement plays a major role to increase product knowledge. Therefore, it has found from the chart and graph that 6% respondents have strongly disagree that celebrity endorsement plays a major role to increase product knowledge. Again, 14% respondents have disagreed that celebrity endorsement plays a major role to increase product knowledge. Whereas, 9 % respondents did not provide any answer as they have less knowledge about the matter that celebrity endorsement plays a major role to increase product knowledge.  However, 40% respondents have agreed the fact that celebrity endorsement plays a major role to increase product knowledge.  On the other hand, 31% respondents have strongly agreed that celebrity endorsement plays a major role to increase product knowledge. 

9.    To what extent how far do you believe that the brand awareness will be created through celebrity endorsement among respective customers?
	 
	No. of respondents
	%

	Strongly disagree
	7
	20

	Disagree
	4
	11

	Neutral
	2
	6

	Agree
	8
	23

	Strongly agree
	14
	40

	Total 
	35
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It has been perceived from the upper section when the researcher has enquired the respondents about the fact that the brand awareness will be created through celebrity endorsement among respective customers and then 20% respondents have strongly disagreed that the brand awareness will be created through celebrity endorsement among respective customers. Again, 11% respondents have disagreed that the brand awareness will be created through celebrity endorsement among respective customers. Whereas, 6 % respondents did not provide any answer as they have less knowledge about the matter that the brand awareness will be created through celebrity endorsement among respective customers.  However, 23% respondents have agreed the fact that the brand awareness will be created through celebrity endorsement among respective customers.  On the other hand, 40% respondents have strongly agreed that the brand awareness will be created through celebrity endorsement among respective customers. 

10.    Do you believe that the celebrity endorsement increases the price of branded products of Nike?

	 
	No. of respondents
	%

	Yes 
	20
	57

	No 
	5
	14

	May be 
	10
	29

	Total 
	35
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The researcher has asked a question to the respondents about the relation of celebrity endorsement and enhancement the price of branded products.  Therefore, 57% respondents positively replied that they believe the celebrity endorsement increases the price of branded products. But, 14% respondents replied that the celebrity endorsement does not increase the price of branded products. However, 29% respondents provided a doubt answer that the celebrity endorsement increases the price of branded products as they have no proper information about the fact. 

11.    To what extent how far do you agree that will enhance the scale of profitability from the influences of celebrity endorsement?
	 
	No. of respondents
	%

	Strongly disagree
	6
	17

	Disagree
	4
	11

	Neutral
	2
	6

	Agree
	10
	29

	Strongly agree
	13
	37

	Total 
	35
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It is manifested from the upper diagram when the researcher has enquired the respondents about the fact that Nike will enhance the scale of profitability from the influences of celebrity endorsement and then 17% respondents have strongly disagreed that Nike will enhance the scale of profitability from the influences of celebrity endorsement. Again, 11% respondents have disagreed that Nike will enhance the scale of profitability from the influences of celebrity endorsement. Whereas, 6 % respondents did not provide any answer as they have less knowledge about the matter that Nike will enhance the scale of profitability from the influences of celebrity endorsement.  However, 29% respondents have agreed the fact that Nike will enhance the scale of profitability from the influences of celebrity endorsement.  On the other hand, 37% respondents have strongly agreed that Nike will enhance the scale of profitability from the influences of celebrity endorsement. 

12.    Do you think that the impact of celebrity endorsement is effective for creating a distinctive brand image among the rival brands of Nike?
	 
	No. of respondents
	%

	Strongly disagree
	6
	17

	Disagree
	4
	11

	Neutral
	2
	6

	Agree
	9
	26

	Strongly agree
	14
	40

	Total 
	35
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The graphical structure represents the fact - the impact of celebrity endorsement is effective for creating a distinctive brand image among the rival brands. Therefore, 17% respondents have strongly disagreed that the impact of celebrity endorsement is effective for creating a distinctive brand image among the rival brands. Again, 11% respondents have disagreed that the impact of celebrity endorsement is effective for creating a distinctive brand image among the rival brands. Whereas, 6 % respondents did not provide any answer as they have less knowledge about the matter that the impact of celebrity endorsement is effective for creating a distinctive brand image among the rival brands.  However, 26% respondents have agreed the fact that the impact of celebrity endorsement is effective for creating a distinctive brand image among the rival brands.  On the other hand, 40% respondents have strongly agreed that the impact of celebrity endorsement is effective for creating a distinctive brand image among the rival brands. 

13.    How far do you believe the business operations lay a positive impact due to the celebrity endorsement within Nike?
	 
	No.  of respondents
	%

	Strongly disagree
	2
	6

	Disagree
	3
	9

	Neutral
	4
	11

	Agree
	11
	31

	Strongly agree
	15
	43

	Total 
	35
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It is clearly underpinned from the above chart when the researcher has asked the respondents about the fact that the business operations lay a positive impact due to the celebrity endorsement within the organization and then 6% respondents have strongly disagreed that the business operations lay a positive impact due to the celebrity endorsement within the organization. Again, 9% respondents have disagreed that the business operations lay a positive impact due to the celebrity endorsement within the organization. Whereas, 11 % respondents did not provide any answer as they have less knowledge about the matter that the business operations lay a positive impact due to the celebrity endorsement within the organization.  However, 31% respondents have agreed the fact that the business operations lay a positive impact due to the celebrity endorsement within the organization.  On the other hand, 43% respondents have strongly agreed that the business operations lay a positive impact due to the celebrity endorsement within the organization. 

14.    Do you think that customers prefer and follow the celebrities that are endorsing the branded products within the fashion industry?
	 
	No.  of respondents
	%

	Strongly disagree
	5
	14

	Disagree
	6
	17

	Neutral
	2
	6

	Agree
	10
	29

	Strongly agree
	12
	34

	Total 
	35
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It is observed from both the chart and graph that 14% respondents have strongly disagreed that customers prefer and follow the celebrities that are endorsing the branded products within the fashion industry. Again, 17% respondents have disagreed that customers prefer and follow the celebrities that are endorsing the branded products within the fashion industry. Whereas, 6 % respondents did not provide any answer as they have less knowledge about the matter that customers prefer and follow the celebrities that are endorsing the branded products within the fashion industry.  However, 29% respondents have agreed the fact that customers prefer and follow the celebrities that are endorsing the branded products within the fashion industry.  On the other hand, 34% respondents have strongly agreed that customers prefer and follow the celebrities that are endorsing the branded products within the fashion industry. 

15.    Do you believe that the business dealing and company expansion are highly influenced by proper celebrity endorsement within the fashion industry?
	 
	No. of respondents
	%

	Strongly disagree
	3
	9

	Disagree
	5
	14

	Neutral
	2
	6

	Agree
	9
	26

	Strongly agree
	16
	46

	Total 
	35
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When the researcher asked the respondents about the fact that the business dealing and company expansion are highly influenced by proper celebrity endorsement within the fashion industry, then 9% respondents have strongly disagreed that the business dealing and company expansion are highly influenced by proper celebrity endorsement within the fashion industry. Again, 14% respondents have disagreed that the business dealing and company expansion are highly influenced by proper celebrity endorsement within the fashion industry. Whereas , 6 % respondents did not provide any answer as they have less knowledge about the matter that the business dealing and company expansion are highly influenced by proper celebrity endorsement within the fashion industry.  However, 26% respondents have agreed the fact that the business dealing and company expansion are highly influenced by proper celebrity endorsement within the fashion industry.  On the other hand, 46% respondents have strongly agreed that the business dealing and company expansion are highly influenced by proper celebrity endorsement within the fashion industry. 
4.2 Qualitative Analysis:

1. To what extent do you feel that celebrity endorsement is a good marketing strategy for the brand?

The 1st and the 3rd manager believed that celebrity endorsement is an essential component of marketing strategy and Nike should promote this factor more while framing any marketing strategy and the management should prioritize this factor. According to them if Nike goes ahead with celebrity endorsement half of the job of marketing department becomes easy as they can portray that the particular celebrity uses their brand merchandise. The 2nd manager had a view that too much of dependency on the celebrity endorsement cannot provide the desired result of Nike. According to the manager, the marketing arena is quite huge and the management needs to focus on other aspects as well. In other words, there should be a balance and thorough market study before adapting any marketing strategy. Equal emphasis should be given to all the marketing concepts. The 4th manager believed that less emphasis should be given in celebrity endorsement. According to the 4th manager traditional marketing concepts can fetch better result and Nike should look for different aspects for its marketing strategy. The manager also opined that increasing the number of retail outlets and offline campaigns is more appropriate to increase the reach of the brand.

The 5th manager did not support the concept of adopting celebrity endorsement as a good marketing strategy. The traditional and offline marketing along with cold calls is more effective as per the 5th manager. Besides this, the manager was more inclined and keener towards the adoption of online marketing and pointed out that Nike must increase its presence on online platforms along with having its own online portal to sell its merchandise products.
2. To what extent does celebrity endorsement impact the customers’ minds?
The 1st and the 4th manager were of the opinion that celebrity endorsement impacts the customers’ minds to a great extent since customers get influenced by their favourite Celebrity endorsing their products. The customers’ psyche is influenced by the celebrities endorsing any particular brand or its products and immediately the image of the celebrities get imprinted on their minds while they shop offline in brick and mortar stores and even online. Therefore, it impacts the minds of the customers to a good extent. When asked, the second manager revealed that celebrity endorsement impacts customers’ minds to a little extent. However, if the customer wants to make any purchasing decision, it is only then that they would actually buy that product, and that endorsement of celebrity would not compel the customers to buy if they do not need the product in reality. The third manager however has pointed out that celebrity endorsement does not influence customers in making buying decisions and customers would only buy any particular product if they require that product. The fifth manager did not stress on celebrity endorsement impacting customers’ mind sets. 

3. Does celebrity endorsement increase the sales of the brand and help in building the brand positioning or the market share?

The 1st manager has opined that celebrity endorsement definitely increases the brand’s sales and helps in the successful positioning of the brand. The brand’s market share however is not always dependent on the endorsement of celebrity. As per the manager celebrity endorsement must be backed up by the entire management of the Nike. 

The 2nd manager was of the opinion that celebrity endorsement increases the market share of the brand. However, the brand positioning always does not depend on celebrity endorsement and rather it does depend on how well the brand has positioned itself in the minds of the customers. The 3rd manager has however said that celebrity endorsement neither increases the market share or the brand positioning of Nike rather it just increases the brand value of Nike and influence customers in making purchase decisions. The 4th manager denied the fact that celebrities endorsing products of the brand exert any influence on the consumers’ buying decisions. Rather celebrity endorsement just plays its role as a perfect brand promotion strategy and helps Nike understand its core customers better. 

The last and the 5th manager has confessed that engaging in promotional activity of the brand through celebrity endorsement definitely acts in increasing Nike’s market share and the value addition provided by Nike is an add on. 

4. Do you feel that the concept of celebrity endorsement has a universal appeal and is widely accepted throughout the world?

The 1st manager was of the opinion that the concept of celebrity endorsement is a unique measure and it has a paramount importance in marketing strategy for the brand. Furthermore, this view has a universal appeal and is accepted all over the globe. Because of this, this concept creates a big hype, better brand awareness and more publicity among the customers. Therefore, it has a great success story for various brands and is a tried and tested concept which can help in achieving the desired sales figure as well as the brand’s marketing. The 2nd manager is keener on maintaining a balanced approach and had view of implementation of diversification of marketing strategies. A balanced approach with a decent amount of risk factor could lead to success for the brand.

The 3rd manager opined that the concept is a unique one but some newer concepts are also required to continue the legacy of the brand. But at the same time new innovative marketing strategy must be framed in order to maintain the success rate of growth for the brand otherwise it will eventually lose out its market share to its competitors. The 4th manager supported the view that celebrity endorsement has a global appeal. As per the manager, conventional marketing strategies could lead to better results and Nike could attract more footfalls in its retail outlets. Although the manager admitted that with time the brand should also focus on celebrity endorsement like its competitors but it can never be a universal appeal. The 5th manager did not support the concept at all and was more focused towards the implementation of new generation techniques to study customer behaviour and frame strategies accordingly. 
1: How far do you agree that celebrity endorsed advertised products are more alluring for purchasing?

On this question, the first customer answered that celebrities from different professional fields creates a brand status for the fashion product like Nike. He proposed his viewpoint that a celebrity endorsed ad is much perceived by a young customer who is fascinated by sports apparels to buy that as this reveals his identity being that celebrity sports person with whom he grows affinity. The second customer replied that when a celebrity endorsed to a brand like Nike, it is thought that the celebrity himself or herself is contemplating on the quality of the products rendered by the brand like Nike. This acts as an influencing factor for the customers to be influenced in their thought process for buying that brand. The third customer suggested that endorsing a celebrity specifically a sports person in advertisement of a brand like cultivate immense interest within a customer about the products deciphered by the brand regarding sports activities the celebrity has been engrossed. The fourth customer suggested that with positioning of a celebrity in an advertisement proposed by Nike interprets for depicting a brand image of the product interface deciphered and it directly influence the behaviour of the individual buying the products of the brand. The fifth customer revealed the fact that sometimes celebrity endorsement in the advertisement defines for price and quality of the product by the brand among the other competitors in the market. This influences the customers to purchase the products by comparing the other products and procures with the credibility of the message depicted by the celebrity for the brand. The sixth customer opined that the brand performance of a company like Nike is well defined through creating a faithful atmosphere for the customers where they can grab more attention of the customers for the products. 

2: What are the perceptions evoked in minds of customers while adhering to a celebrity endorsed advertisements?

The first customers opined that through celebrity-endorsed advertisement procures the customer to align himself with the personality image of the celebrity while being projected through the advertisements. The personality of the celebrity is drawn in the minds of the customers after seeing such type of ads. The second customers answered that advertisements of a fashion brand when endorse a celebrity creates a materialistic credibility in the minds of the consumers and through this the customers perceive more brand value for the products of Nike. The third customer replied that through celebrity endorsing in advertisement, the creation of self-carrying a specific brand meaning is transferred to the customer’s mind set and this provokes the customers to become forged to the role played by the celebrity in the advertisements. He also added that the created self-offered by the celebrity endorsed advertisement creates an attractive customer purchase options for a fashion brand like Nike. The fourth customer replied on this question that the celebrity endorsement in the advertisement creates an inspirational fit for the eyes if the customers. The inspirational dynamics in this advertisement through celebrities define for engaging more and new customer segments for purchasing the specific products. The fifth customer defines the fact that more often, the celebrity-endorsed advertisement creates a symbolic property for the products, which are sold to the customers. According to this customer, the symbolic representation of a brand’s products is more reflective through celebrity endorsement in ads and this creates a different form of meaning about the products in the minds of the customers. The sixth customer replied that sometimes customers admiring a celebrity or a public figure when endorse a brand creates an intense psychological influence in the minds of the customers and this helps in self-creation of the products in front of the particular customer. 

Chapter 5: Findings & Discussions:

The purpose of the research is to identify the impact of celebrity endorsement for promoting fashion brand.  How this approach helps in enhancing the brand value and the sells has been analysed through this research project. The organization of Nike has been analysed and evaluated accordingly for understanding the importance of celebrity endorsement. From the gained data of the research the influence of celebrity endorsement for shaping the customer buying behaviour is understood. The existing literature has helped in understanding the overall concept and how this approach influences the buying decisions of the customers. The data analysis has been portrayed that celebrity endorsement has been highly supportive for the benefitting and facilitating the fashion brand of Nike and given the organization with enhanced profit and revenue generation. The gained literature has been portrayed a clear concept regarding the strategy of celebrity endorsement and its impact on the fashion brand. The gained and collected data and information has been highly helpful and supportive for understanding the overall impact and concept of endorsement through celebrity for promoting the fashion brand like Nike. It has been considerably influenced the profit factor of the fashion brand within the operating market. 
Through the data analysis and the existing literature it has been identified and understood that celebrity endorsement is a great strategy for attracting customers and catching their attention. This is a great approach for accelerating the level of sales and profitability within the organization. In the organization of Nike, the brand highly believes in the approach of celebrity endorsement. This has been helped and supported the organization to generate their profitability to a next level. From the results of the qualitative as well as quantitative data it can be identified and the brand awareness can be increased. This is very effective and important for obtaining a sustainable business operation within the business organization. The qualitative data of the research has been highly supported the approach of celebrity endorsement. The relation between the profit factor of the brand and the strategy of celebrity endorsement has been established and supported through the gained and collected data. Through the result of data analysis it has been found out that the brand image has been considerably enhanced in front of the customers of the organization. The target audience of the brand can be influenced greatly through the implementation of this particular strategy. Through the collected data from the survey process, it has been found out that, through this particular strategy the competitive advantage can be increased within the organization against the other rival companies. This is highly helpful and contributing in terms of gaining a large customer base within the operating market. The customer engagement and retaining of the existing customer can be ensured through this particular approach as this approach is quite attracting. Brand awareness is highly essential for accelerating and increasing the sales of the organization. Through the approach of celebrity endorsement the brand awareness regarding the organization of Nike has been increased to a great extent. The increased brand awareness has been provided the organization with improved and large customer engagement. The brand has been able to connect with more customers and offering awareness regarding their brand and product to the target customers. The gained literature and the collected data has been supported the above mentioned facts and scenarios accordingly. 
The gained data from both qualitative as well as quantitative approach has been supported the fact that celebrity endorsement is essential and effective for creating a distinctive brand image compared to the rival and similar industry based organizations. This is very essential and significant for gaining more customers within the organization and this can lead to greater sales and profitability. From the survey method the perspective of the respondents has been indicated that through the strategy of celebrity endorsement the organization and its reputation have been increased. Also this has influenced the customers buying behaviours. The organization has gained commendable profit by applying this strategy in the organization. The Nike has become one of the reputed fashion brands and they have gained popularity all over the world. The organization initiates in this approach as they believes that celebrities are highly loved and accepted by the customers all over the world. Their presence and assurance of the celebrities makes the brand and the product more desirable by the target customers in the operating market. Hence, through this strategy the organization has gained high customer engagement and involvement of new customers within the fashion brand. Nike is a well-known fashion brand worldwide and this serves a huge customer base. However, the approach of celebrity endorsement have been influenced the customers to keep engaged with the brand and through this the organization can achieve a high profit even in the long run. The organization has gained sustainable development and continuous profitability from the organization. This approach has been highly promising for promoting the brand and increasing the rand awareness of the organization. Hence, from the research and data analysis it has been find out that the implementation of this particular strategy of promoting the brand through endorsement through celebrity has high advantage within the organization. The approach is very influencing for ensuring the increased sales of the organization within the operating market. The overall research and gained data in the research project has been supported and helped in meeting the research objectives accordingly. The research findings has been highly effective and the outcome of the research is efficient as through the research the importance and impact of endorsement by celebrities in terms of promoting the fashion brand of Nike can be understood in a significant way. 
Chapter 6: Conclusion:

In the current era of fashion retailing industry, it can be therefore found that advertising and promotion plays a manipulative role for embracing a brand in front of the consumers. The matter of celebrity advertising campaigns in the fashion industry factor to be concentrated upon as it can be identified that today’s customer seeking for buying a branded product in terms of their fashion statement depends over the visual display of the promotional materials introduced by the management of a company in their advertisements. In this respect, it can be analysed that endorsing celebrities bestow for special attributes in the products interface and modifies the behaviour of consumer while buying the product. There have been various demonstrations, which Implies the fact that celebrity endorsement in the advertisement creates a rational value in mind set of the consumers for the brand they want to purchase (Han, & Yazdanifard, 2015). For a sports brand like Nike, it can be depicted that using celebrity endorsement in their advertisements and promotional material has signified for making their targeted customers aligned to their feasibility and credibility of their brand. Moreover, the research also has asserted the fact that with the endorsing of celebrities, fashion brands like Nike are garner for faster brand recognition about the new features and modifications they are bringing in their various products. From this point of view, it can be depicted that Nike through use of celebrity endorsement, it can be seen that the company makes their brand to be recalled I front of the customers who are impending on a behaviour of buying a sports apparel. Therefore, it can be found that through celebrity endorsement, as a fashion brand like Nike puts on strategic implication of personifying their brand equity in front of the customers. 

Through the various theoretical implication deciphered from this research like Keller model, it has been emphasized that celebrity endorsement creates a structured approach for the brand like Nike where they try to create an optimum value for their customers through valuing their assets and making their products more customized in front of the customers. In this context, through this research, it has been found that endorsing celebrities in the promotional material of a fashion brand is most often used by the managers so that they are able to exploit the customer’s purchasing behaviour through positioning their brand recognition by celebrity alignment to their advertisements (Hackley, & Hackley, 2015). In particular, it has been observed that the blending of brand positioning by endorsing celebrities in the advertisements have been seen to be putting upon effective results for increasing customer attention towards a fashion brand like Nike. Therefore, it can be interpreted that the overall research has interpreted for the celebrity endorsement to be bringing about positive influence on the customer’s recall and their purchasing intentions rather than using a traditional promotional campaign or other digitalized promotional campaigns in the current era. The phenomenon is seen to be more prominent in the effective sales and revenue increase for a brand like Nike when they have indulged upon endorsing their advertisements through eminent personalities coming from different professional background. From the various discussions, it has been asserted that the interference of the celebrity endorsement in the brand like Nike has created higher self-brand connections with the consumers (Zamudio, 2016). Therefore, it can be concluded that celebrity endorsement impacts a brand like Nike by generating a brand connection with the customers through creating a brand symbolism where they can connect with the customers in a better way. 

Chapter 7: Recommendation:

In the era of promotional equipment for marketing, it has been found that celebrity endorsement has been an essentially a beneficial equipment for making the products more endurable to the customers. In fashion industry, the alignment of celebrity image with the promotional material of a product is a good interface to be concentrated upon. But it is suggested that sports brand companies like Nike who has been already enthralling fashion goods market use their celebrity endorsement strategy in a planned way (Bergkvist, & Zhou, 2016). This defends the fact that there should be a thorough analysis of the consumer interest and needs from the specific products offered by the fashion brand so that while endorsing a celebrity for the promotion of the product can emphasize customer’s emotional connectivity with the product. On the other hand, it has also been identified that endorsing a celebrity for an advertisement of a brand is quite of a costly occurrence as this incurs upon a huge marketing or promotional cost for the company endorsing a celebrity in its product’s advertisement. Therefore, it is suggestive that the fashion brand must select for a proper advertising spokes person who can certainly decipher for selecting a celebrity who intensely related to the content of the product or may be the chosen celebrity comes from the same professional field that is promoted by the fashion brand. It has been found that Nike as a sports brand often attracts the youths and thereby promoting sports-wear by Nike through endorsement by sports icons can be effective for making their products or brand to be contemplating with the celebrity image of the person (Kamenetsky, 2017). The impression, which the celebrity endorsement contemplates for a brand like Nike, also has to be vehemently complying with various contractual terms and conditions as this can definitely define for a proper brand conjecture of a company in respective industrial sector. From other point of view, it can also be effective for making a brand identity like Nike to be more cohesive of their brand significance in front of the customers. Lastly, it has also to be kept in mind that celebrity endorsement is a risky venture for any advertisers as it incurs for a heavy cost in terms of marketing a product featured by the brand in the competitive market. Therefore it has to be ensured that with the implication of the celebrity endorsement, business organizations must utilize the components of such type of promotional material while judging the external environment  of the company so that it bring on rewarding benefits for the company. 

Chapter 8: Limitations and Future Scope:

8.1 Limitations of the research:

This research on the Analysing the impact of celebrity endorsement in promoting fashion brands had a few limitations. Firstly, the lack of time was the major constraint, because of which, not all detailed information could be obtained. Time management was the major constraint, besides which there was also an issue regarding the medium of the data obtained. Some of the respondents showed a lack of interest in providing the data because of which, substantial data and information could be made possible through secondary sources of information. 

8.2 Future Scope of Research:
The research will enable future researchers to successfully establish the concept of celebrity endorsement in promoting fashion brands taking the case analysis of Nike. Besides these, other research designs, philosophies or research strategy can also be taken into consideration while conducting future researches. These will enable future researchers to underpin the concept of celebrity endorsement in a clear, descriptive or an elaborate way.
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Appendix: 

1.    Gender 

· Male 

· Female

2. Which brand do you prefer more?
· Nike

· Adidas

· Asics
· Others

3.    How far extent do you have knowledge about celebrity endorsement?

· 1-2 years

· 2-3 years

· 3-4 years

· More than 4 years

4.    Do you believe that celebrity endorsement will influence consumer buying decisions?

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree

5. Do you think that celebrity endorsement has an important contribution to enhance the sales of the company?

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree

6. How far do you agree that Nike target a high number of customers through the celebrity endorsement? 

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree

7. Do you think that an effective relationship in between customers and Nike will be established due to celebrity endorsement?

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree

8. Do you believe that celebrity endorsement plays a major role to increase product knowledge?

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree

9.    To what extent how far do you believe that the brand awareness will be created through celebrity endorsement among respective customers?

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree

10.    Do you believe that the customers will be provided with quality products as celebrity are highly endorsing the reputed brand for them?

· Yes

· No

· Maybe
11. To what extent how far do you agree that Nike will enhance the scale of profitability from the influences of celebrity endorsement?

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree

12. Do you think that the impact of celebrity endorsement is effective for creating a distinctive brand image among the rival brands? 

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree

13. How far do you believe the business operations lay a positive impact due to the celebrity endorsement within the Nike organization?

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree

14. Do you think that customers prefer and follow the celebrities that are endorsing the branded products within the fashion industry? 

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree

15. Do you believe that the business dealing and company expansion of Nike are highly influenced by proper celebrity endorsement within the fashion industry? 

· Strongly disagree

· Disagree

· Neutral

· Agree

· Strongly agree
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