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Rationale for the Use of Sport Athlete as a Marketing Medium
It is the position here that it is not the mere use of an athlete on a product that brings about patronage, but that, in addition to the overall awareness created as a result of continued affiliation or association of the product with the athlete. Personality use simply means, using the popularity of a sports athlete to market a given product. According to Simmers et al. (2016), “athletes are utilized by brands … because of their celebrity status as a result of their success in their chosen sports”. That said, it is clear that the sole rationale for use of sports athletes is hinged on popularity. 
It is popularity that endears them to product manufacturers. This explains why McCracken (1989) defines a celebrity endorser as “… individual who enjoys public recognition … uses this recognition on behalf of a consumer good by appearing with it in an advertisement”. This definition hinges on popularity and that informs the judgment of consumers towards purchasing a product as was aptly put by Kertz and Ohanian (1992) that “… by using an endorsement, the advertiser is asking the consumer to rely on the endorser's judgment about the service or product in making a purchase decision.”

Personality Only Versus Personality Induced Awareness

Effectiveness of the sport personality (“celebrity”) has long been said to be based on the source credibility and source attractiveness models as expounded by Hoveland et al. and Mc Guire respectively (Ohanian, 1990). The question is, which is more effective between mere use of athlete personality or the continuous association of the athlete to a product (i.e. affiliation/association principle). According to the credibility model, effectiveness is about the expertise and trustworthiness of the endorser. It appears that this model from available literature tags along endorser’s skill in the sport and comes in handy to specific products while the attractiveness model is effective as a result of the familiarity, similarity, liking of the endorser and cuts across several products. In most cases, there is always a co-mingling of both. For example, Chritiano Ronaldo represents a combination of credibility and attractiveness and in the past twelve months up till August 2017 has made $35M in brand endorsements for Tag Heuer, Abbott Labs, Herbalife and Nike (www.si.com). 
Next, is the affiliation/association principle which is all about the continued association of the athlete to the product which brings about strong awareness, leading to consumer product preference. In Nigeria, JJ. Okocha, ex-Bolton Wanderers FC and PSG star has been associated with New Age phone battery chargers and power banks (www.vanguardngr.com/2015/12) and this has made New Age the highest selling charger in Nigeria. This feat is not necessarily based on credibility and/or attractiveness models but on awareness as a result of continued association of the product with the star. This principle has roots in psychology as expounded by Collins and Lotus, 1975, cited by Biswas et al. (2016), where they asserted to the effect that “associative learning principles are based on conception memory as a network consisting of various nodes connected by associative links.” According to Biswas et al. “celebrity and brands represent nodes in a memory, which become linked over time through the endorsement process and hence, feelings towards a celebrity and/or meanings associated with the celebrity are expected to transfer to the endorsed brand through their recurring association.” 
From the above, it simply talks about the close relationship between the memory and the product. The memory keeps the product because of the recurring association of the product with an athlete/endorser. Thus, there exist a strong link between the endorser and the product over time, creating an association and a strong memory and ultimately leading to desire for a specific product. It is the position that the association principle is the most effective and materially encompasses the credibility and attractiveness models. For example, no one really cares about the attractiveness or credibility of Michael Jordan but his long association with Adidas has left a lasting memory on consumers and that drives their desire for the product. Biswas cited and quoted Klein (1991) who said that “The repeated exposure to these two stimuli would result in simultaneous activation of memory nodes, representing those stimuli, building an associative link between the two nodes. The two nodes are the celebrity and the product and the link is sustained by continues association of both over time. 
Conclusion
From this short piece, it is agreed that the credibility and attractiveness models are both handy in bringing about effectiveness, but that what proves most effective is the continued association of the product with the athlete/celebrity/endorser which leaves a strong memory in a consumer, leading to product patronage and sustenance of same.
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