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Purwanto & Praditya (2024) 
Currency: Very recent (2024).
Relevance: This journal article closely addresses the topic of celebrity endorsements and purchasing decisions. 
Authority: This article is part of a journal that is published in PROFESSOR: Professional Education Studies and Operations Research, but it is not a preeminent global academic publication. Even though the authors share an account of their academic research, they seem to be researchers with some experience in marketing and consumer behaviour.
Accuracy: The article accounts for a research design that uses empirical methods. However, even though the article is a relatively short journal article (pp. 6-10), it is reasonable for the study to yield somewhat reasonable quality of findings from data.
Purpose: Academic and educational, this article has an objective to analyse marketing strategies today. 
Knoll & Matthes (2017) 
Currency: Even though this is order than the first article, it is still considered to be recent enough. This study is a meta-analysis, the article does address previous research, even though it is still considered to be reasonable recent. Although the article may not come out with a "new" edition of the study, it does give a longer-term point of view, which is still persuasive to this day.  
Relevance: The study is not solely a celebrity endorsement study but does give and ideal point of reference to touching on endorsements and their effect. The meta-analysis does consider and uses a significant number of studies in its research and sifted.
Authority: It was published in Journal of Academy Marketing of Science - peer-reviewed journal so it regarded in a sense and with Academic authority. The authors are a reputable and respected field in media communication studies in tune with research. 
Accuracy: This study is a meta-analysis and can bring together study populations and results from significant numbers of empirical papers, therefore increasing the accuracy and reliability of empirical findings reported in it. In particular, the study referenced methodology and research appropriately and emphasized analysis transparently. 
Purpose: Journal article of academic research is objective and evaluating economic study on long-term effectivity. 
Synthesis Paragraph 
Both Purwanto and Praditya (2024) and Knoll and Matthes (2017) both have written on the topic celebrity endorsements and influence considering consumer behaviour yet in dissimilar ways. Knoll and Matthes, with systematic analyses, and, therefore, consolidate sufficient evidence to propose celebrity endorsement does provides a positive effect. Knoll and Matthes seem to depend on moderation principles to distinguish variables, such as celebrity and product or credibility of the message. Whereas, Purwanto and Praditya (2024) to some extent endorse and, account for their account via primary research methodology that celebrity endorsements, have no the capacity of choice, but to influence choice and strength of purchasing decision this also dissimulate considerations to, eWOM, product placements, or similar tools  However, Knoll and Matthes provided a macro-level long-term effective evaluation of a celebrity endorsement. Whereas Purwanto and Praditya give an endorsement more recent and modern-day across e-commerce, yet still we can recognise within a multi-media marketing paradigm. These two articles did come somewhat to allude to celebrity endorsements are or can be effective, although they forgot the contextual and strategic context an organisation considers when searching a sponsorship celeb endorsement.
Reference List
Knoll, J. and Matthes, J., 2017. The effectiveness of celebrity endorsements: a meta-analysis. Journal of the Academy of Marketing Science, 45(1), pp.55–75.
Purwanto, A. and Praditya, R.A., 2024. The Role of Celebrity Endorsements, Electronic Word of Mouth, and Product Placement on Purchasing Decisions. PROFESOR: Professional Education Studies and Operations Research, 1(01), pp.6–10.
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Celebrity endorsements have become an essential element of a business marketing strategy, especially as brands compete for consumer engagement in saturated digital landscapes. Some marketers may claim that celebrities are losing their usefulness in the wake of social media influencers, but celebrity endorsements can still be impactful and relevant if they are employed carefully. This essay argues that celebrity endorsements effectively enhance business marketing because they contribute to brand credibility, increase consumer engagement, and positively influence buying behaviour. However, this essay will also argue that the efficacy of celebrity endorsement depends significantly on managing risks associated with a poor fit between the celebrity and brand, and the potential to over-rely on the celebrity's representation of the brand or product. The essay will follow a clear line of argument as informed by the 4As framework, with academic research fielding engagement and demonstrating that celebrity endorsement does possess value in business marketing today but certainly involves limitations.
The first line of argument is that celebrities provide credibility to marketing messages, which generally increases consumer interest and engagement by more trust firstly towards the brand. Credibility is important for businesses and brands because, in assessing and establishing whether to purchase a given product or service, consumers rely on certain cues that indicate reliability of the product marketed. Credibility is a function of factors related to an endorsed celebrity's expertise, attractiveness, and trustworthiness, which have all been shown to improve consumer evaluations of the credibility of advertising messages (Sliburyte, 2009, p.937). Consumer engagement is enhanced when a brand endorsed by a celebrity who is regarded as real and credible, thus contributing to the perception of the product's quality, and in turn, the overall persuasive potential of the advertisement. A meta-analysis of endorsement research indicates that trustworthy celebrities puts forward a consistent, positive effect on brand attitudes and purchase intentions across many different industries (Knoll and Matthes, 2017, p.69). Taken together, these studies support the proposition that credibility is a key reason why endorsements are effective. Celebrity endorsements provide brands with an advantage that is difficult to achieve by advertising without a celebrity attribute, the added value of credibility comes from a publicity trusting the Celebrity.
Another reason celebrities are effective for advertising is that they assist brands with attaining and maintaining consumer attention, which is increasingly difficult to achieve in a competitive media market. Due to digital media expanding access to consumer advertising through greater choice and engagement, consumers may be exposed to advertisements numbering in the thousands each day; hence, attention is low and falls on a scarce resource. Studies have shown that consumers are more likely to not only see but recall and emotionally engage with an advertisement with a celebrity (Wang and Liu, 2023, p.860). Once a greater level of attention to an advertisement is received, the likelihood of consideration or purchasing increases. Empirical evidence suggests that celebrity marketing campaigns significantly influence online buying intentions, particularly using a strong branded campaign and social media activity (Firmanza and Artanti, 2022, p.92). This unique ability to cut through the noise of digital advertising makes celebrities valuable assets for brands seeking to gain attention. When consumers are aware of and regard a public figure positively, they are more likely to pay attention and remember the advertisement. This attention value is significant reason celebrity endorsements are still included in business marketing strategies, despite their high costs for agencies and brands. A third argument relates to consumer behaviour and the psychological impact of social influence through celebrity. Celebrities work as role models, where they assist in the formation of identity, aspiration, and lifestyle choices. The connection to the consumer strengthens the persuasive impact of the celebrity endorsement. There is considerable empirical evidence that supports the direct impact celebrity endorsement has on purchasing decisions, which is driven by emotional and social motives (Purwanto and Praditya, 2024, p.8). If consumers identify with a celebrity, they may purchase the product to maintain distance or purchase the product to depict closeness or admiration. The research also shows that large and medium-sized companies are relying on celebrities because they can be a stronger force in influencing consumer preference than regular endorsers (Nzuva, 2021, p.11). This is especially present for younger consumers, where they curate their own identity based on admired public figures. These psychological influencers support why celebrity endorsement is still effective, even with alternative avenues for marketing evolving.
In combining these arguments with modern marketing practice, it puts forward the point that celebrity endorsement still has value when followed by strategic planning. Companies must seek to partner with a celebrity whose image is congruent with the product or target audience. When a celebrity is a strong fit for endorsement to the product’s identity or purpose, the likelihood of endorsement effectiveness increases (Knoll and Matthes, 2017, p.62). An endorsement of a fitness product, for example, is stronger when a well-known athlete endorses that product as opposed to a musician who provides little or no experience with physical training. There is further impact of endorsement value when combined with an alternative strategy in combination with a digital marketing strategy, there is further reinforcement and significance. Celebrities notably have value as an endorsement, but it should be a component of marketing strategies that incorporate digital marketing tools such as social media campaigns and electronic word of mouth. Research has shown that using endorsements is most effective when it relies on interactive digital strategies that increase the presence and engagement of consumers (Purwanto and Praditya, 2024, p.9). The argument illustrates the way businesses can benefit from using endorsement rather than simply relying on the draw of the celebrity.

Although celebrity endorsement continues to be effective, a fully balanced argument can consider the limitations of celebrity endorsement as well. One of the limitations is the damage it causes to consumers when their celebrity is embroiled in scandals and controversy. Negative press will transfer to the brand, and that transfer will result in diminished trust to the consumers. The other limitation is that the costs of celebrity endorsements can put a financial burden on the company when the market is defined by small to medium enterprises. Research has shown that companies often misjudge the impact of the celebrity and fail to assess long-term return on investment (Nzuva, 2021, p.132). There is evidence to suggest that not every celebrity endorsement is effective; an insufficient fit will eliminate creditability about the product, or confuse a consumer (Sliburyte, 2009). These limitations illustrate the fact that endorsement is not a certain contributor to success, and it is a decision that needs to be evaluated and managed.
In conclusion, celebrity endorsement remains an effective and usable strategy in the marketing of products. Celebrities provide an enhancement for credibility and influence consumer behaviour through psychological and emotional strategies. When used well, strategically, and alongside selective modern tools of digital marketing, endorsement can certainly enhance brand performance and competitive edge. However, it is also an approach that carries with it risks, juxtaposition about fit with the product overall, public appeal on behalf of the brand, the celebrity’s public image and financial costs. Ultimately, celebrity endorsement is a powerful tool, and many businesses see it as a necessary and current component of marketing strategies, while successful use depends on thoughtful application and responsibility.
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Research indicates that celebrity partnerships are still effective
for medium and large organizations because they build strong
associations with brands and increase exposure (Nzuva, 2021).

Celebrities influence consumers' conceptualization through their
public persona, lifestyle, and trustworthiness; therefore, they are
a significant marketing tool (Wang & Liu, 2023).
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        The Power of Celebrity Endorsement in Business Marketing    The use of celebrities in advertising is still an important way to differentiate brands, provide legitimacy, and emotionally connect with consumers.  Research indicates that celebrity partnerships are still effective for medium and large organizations because they build strong associations with brands and increase exposure ( Nzuva , 2021).  Celebrities influence consumers' conceptualization through their public persona, lifestyle, and trustworthiness; therefore, they are a significant marketing tool (Wang & Liu, 2023).  When effectively done the credibility that's involved with a celebrity endorsement can expand the brand image and have a significant effect on buying decision behavior (Annissa & Paramita, 2021 ).


