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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
· Currency: The paper written by Yue et al. (2023) is current, thereby representing the contemporary issues affecting digital marketing and social media, particularly the influence of celebrities, and thus it has high relevance for modern consumer behaviour. Schimmelpfennig and Hunt (2020) is not as up to date but still has some currency in terms of contemporary academic research.  The article analyses fifty years of research providing a longer perspective of celebrity endorsement strategies, so while it is not recent research, it is still valuable.
· Relevance: Both sources are incredibly relevant to the topic of celebrity endorsement and business marketing. Yue et al. (2023) specifically involved a study of how celebrities can drive impulse buying among their followers in a marketing body of work. Schimmelpfennig and Hunt (2020) is more of a theoretical and strategic paper and adds dimension and relevance to understanding strategies of a celebrity endorsement.
· Authority: Yue et al. (2023) has been published in the Journal of Promotion Management, a peer-reviewed academic journal, and the authors are members of Universities with publication authority related to marketing and consumer behaviour. Similarly, Schimmelpfennig and Hunt (2020) has been published in Psychology & Marketing, a respected academic journal. Furthermore, both authors are recognised researchers in marketing and communication, and so based on these characteristics both works reflect a substantial degree of authority.
· Accuracy: Both articles are academic works and through their process establish a high degree of accuracy. The work of Yue et al. (2023) is established through empirical data collected from actual social media users. The evidence is backed up using statistical analysis, where the study is making legitimate claims. The work by Schimmelpfennig and Hunt (2020) does involve extensive synthesis of past research, but it is comprehensive and detailed so both articles reflect a degree of accuracy and validity based on the nature of the evidence.
· Purpose: The purpose of the article involves Yue et al. (2023), to demonstrate how celebrity endorsement leads to impulse purchasing to inform marketing practitioners and academics. The purpose of Schimmelpfennig and Hunt (2020) includes organisation and reviewing previous research to create a strategy framework that comprehensively covers celebrity endorsement. Neither article shows signs of bias, rather their contributions publicly and academically are simply to inform and support knowledge and understanding.
Synthesis Paragraphs
While both articles agree and share the perspective on the understanding that celebrity endorsement is an extremely valuable aspect of business marketing, the reach and purpose of the articles approach the subject in a different direction. District to the work by Schimmelpfennig and Hunt (2020), which delivers on showing the broader scope of research in strategy to management and academic application, it incorporates several decades of research into a meaningful synthesis of celebrity and impulse buy. In the case of Yue et al. (2023), while showing credible evidence of an example concerning social media platforms, the purpose of their work was to demonstrate the characteristics that emotionally and psychologically trigger impulse buying as a direct effect of purpose influencers that used to extol the virtues of their products. In conclusion and taken altogether the articles have the potential to unify immediate consumer behaviour and purchasing decisions regarding celebrity endorsements with later implementation within a longer-term marketing strategy in the promotion of products.
Reference List
Schimmelpfennig, C. & Hunt, J.B., 2020. Fifty years of celebrity endorser research: Support for a comprehensive celebrity endorsement strategy framework. Psychology & Marketing, 37(3), pp.488–505.
Yue, X., Abdullah, N.H., Ali, M.H. & Yusof, R.N.R., 2023. The impact of celebrity endorsement on followers’ impulse purchasing. Journal of Promotion Management, 29(3), pp.338–358.
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Today, many businesses are competing not just on the bases of good products; they are also competing to shape how consumers think and feel about their brands. One of the most powerful tools that companies have utilised over the years is celebrity endorsement having a famous actor, athlete or online personality promote a product.  This continues to grow as a marketing strategy because consumers are spending more time on social media and media in general, allowing celebrities to have tremendous influence over what consumers pay attention to. The 4As framework (Attention, Attraction, Affinity and Action) provides insight into why celebrities can shape consumer behaviour at various stages of the decision-making process. From the 4As framework perspective, one can quite clearly assert that celebrity endorsement remains a marketing tactic that is effective and persuasive when attempting to separate a brand from its competitors, increase brand trust and ultimately purchase intention. 
The first A is Attention and with the promotion of brands through celebrities, the brand can naturally benefit in the Attention stage. In a marketplace oversaturated with brands and ads, it is challenging for brands to be noticed. Celebrities help marketers ensure that the attention-getting is done. Celebrities are popular figures that do have strong media presence and automatically draw the eyes to an ad.  Evidence shows that consumers pay more attention to ads featuring a well-known figure because they are stars and they generate curiosity in the audience (Wang and Liu, 2023). The implication is that having an ad feature a celebrity increases the likelihood of the consumer even pausing to look at the ad. Additionally, having a famous person as part of your marketing campaign is more memorable than an ad without, providing an edge to the user that has even a basic understanding of marketing versus the brands using solely outdated promotional mechanisms (Schimmelpfennig and Hunt, 2020).The first stage in the consumer process, Attention, is important for gaining attention from consumers, which celebrity endorsement clearly is able to deliver.  
The second stage of the framework is Attraction, which refers to a consumers’ positive response to the advertisement or the brand. Consumers often admire celebrities for their success, beauty, skill or lifestyle, and these qualities make product endorsements with the celebrity more appealing to consumers. When consumers can associate a celebrity with a brand, they may make a more positive association with the brand through their admiration of the celebrity (Adam and Hussain 2017). When endorsers are physically attractive and credible it increases the perceived value of that product because consumers may feel a credible celebrity would not endorse something or someone they felt was unreliable. The association becomes even stronger if consumers can identify with a celebrity’s expertise, or personal image that aligns with the product. Furthermore, all evidence supports that advertisements which aligned the celebrity and brand effectively can create stronger attraction, and positive consumer attitudes toward to marketing message (Khan and Khan, 2024). Therefore, Attraction adds to the effectiveness of the endorsement due to informing consumers to believe the message of the brand. 
The third part in the 4As framework is Affinity, which refers to developing an emotional or relatable connection between the consumers and brand. Celebrity endorsements strongly facilitate Affinity because of the connection consumers feel towards the celebrities they follow. The emotional bond gives rise to what researchers refer to as a parasocial relationship, where "an individual feels a personal connection to the celebrity, an individual they have never met" (Yue et al., 2023). When this relationship is established, the consumer is more likely to trust the celebrity's recommendation and convert that trust to the brand. This is especially relevant in emerging markets where social influence and referrals are more important and where celebrities help a brand build credibility and familiarity with the brand and lead to stronger purchase intentions (Osei-Frimpong et al., 2019). Affinity also plays a role since celebrities frequently illustrate lifestyle aspirations, and consumers may use the endorsed products as a near means of bridging that gap to the lifestyle they covet. The emotional appeal demonstrates that celebrity endorsement does much more than attract attention it shapes real psychological influence on a consumer's decision-making process.
The last stage of the 4As framework is Action, which is about the consumer purchasing behaviour. Celebrity endorsement is effective during this phase as a combined function of awareness, attraction and emotional connection can elevate the probability that a consumer buys the product. Studies support that when a consumer admires or trusts a celebrity, then they are more likely to act on the endorsement and use impulse purchasing (Yue et al., 2023). The likelihood of purchasing is strengthened as the trusted celebrity has clout or esteem related to the product category. Numerous brands utilise celebrities for this very reason celebrity endorsement reduces uncertainty in the consumer's mind and leads to quicker purchasing (Abdussalam, 2014). Returning to the active role of the four A's, continued exposure to famous endorsers can increase familiarity and lead to purchasing behaviour. Therefore, celebrity endorsements are a successful way to move a consumer to act and thus complete the process of marketing persuasion to action.
In summary, the 4A framework illustrates the rationale for the continued use of celebrity endorsement as a business marketing activity. Celebrities gain and keep attention with the brand, increase the attractiveness of the advertisement, have a psychological effect on developing an emotional connection and shape purchase intentions. While employing a celebrity endorsement requires financial resources and marked the occasion for a potentially negative image of the celebrity, the evidence for celebrity endorsement supports the continued use of an endorsement when carefully monitored. By choosing respectable, well-positioned and credible celebrity endorsers, a business can improve products and brand image and develop consumer engagement. Effectiveness at all three stages provides the argument that celebrity endorsement is a useful marketing tool and consumer influencer in contemporary marketing and will continue to influence the paths on which a consumer travels.
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                                                                                                                                                                                                                                                                                                                                                                                                                                                              Why Celebrity Endorsement Matters Today         • Today's consumers are inundated with advertisements; thus, brands need differentiation. Celebrities already exert considerable influence, and it is generally accepted that people admire their lifestyles, success, and personalities . • Their prominence makes them powerful marketing mediums, which is one reason brands prize the m celebrity existence signals notoriety and trustworthiness to consumers. • Studies have found that celebrity endorsements lead to increased awareness and recall of messaging (Wang and Liu, 2023 ). • Endorsements can also help create positive attitudes and feelings of trust both are critical in a competitive advertising environment (Schimmelpfennig and Hunt, 2020). • Accordingly , brands deploy celebrities to support young consumers' attractive qualities and deep emotional connections (Yue et al., 2023). 
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Evidence is provided for the 4As framework in
Celebrity endorsement:

Attention: Celebrities generate immediate visibility
in a crowded marketplace (Wang and Liu, 2023).

« Attraction: Consumers transfer their positive
feelings about the celebrity to the brand (Adam and
Hussain, 2017).

« Affinity: A consumer's emotional tie or connection
to the celebrity builds their trust in the endorsement
itself (Osei-Frimpong et al., 2019).

« Action: Trust leads to increased purchasing
behavior and impulse buying (Yue et al., 2023).

Real World Example - Nike & Michael Jordan

« Nike's collaboration with legendary basketball
player Michael Jordan is among the most
successfully recognised cases of celebrity
endorsement (or collaboration) in marketing history.
The "Air Jordan" sub brand has become a
worldwide success story because consumers
looked up to and admired Jordan's talent, legacy,
achievements, and cool personality. They had
emotionally connected to him which built trust and
demand for the shoes. This is a relevant example
for this principle in the 4As framework because it
provides an example of attraction and affinity
collaboratively leading the consumer to the ultimate
action of acting on that attraction to purchase
Jordan's shoes (more than once).
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Evaluation &
Conclusion

Using celebrities to promote products can be very effective, particularly if there is a good fit
between the celebrity and the brand. Research shows that a credible and well-suited
celebrity can create purchase intention and brand loyalty (Khan and Khan, 2024). This form
of marketing, the endorsement, builds attention, trust and emotional connection and has
added value to the marketing mix.

There are, of course, the risks involved. Negative press around a celebrity can also
adversely affect the brand, and celebrity endorsement deals can be very costly. However, if
companies are careful in selecting celebrities who embody and represent the brand’s
values and appeal to the target market, the positives are much greater than the negatives.
Overall, celebrity endorsement is still a strong and persuasive marketing tactic that can
shape consumer behavior and help brands thrive.
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Why Celebrity
Endorsement
Matters Today

Today's consumers are inundated with advertisements;
thus, brands need differentiation. Celebrities already exert
considerable influence, and it is generally accepted that
people admire their lifestyles, success, and personalities.

Their prominence makes them powerful marketing
mediums, which is one reason brands prize them
celebrity existence signals notoriety and trustworthiness
to consumers.

Studies have found that celebrity endorsements lead to
increased awareness and recall of messaging (Wang and
Liu, 2023).

Endorsements can also help create positive attitudes and
feelings of trust both are critical in a competitive
advertising environment (Schimmelpfennig and Hunt,
2020).

Accordingly, brands deploy celebrities to support young
consumers' attractive qualities and deep emotional
connections (Yue et al., 2023).




