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The first source is a more recent bibliometric review by Wang and Liu (2022), which spans six decades of research in the field of celebrity endorsement from 1960-2021. The currency is strong because it not only offers recent research insights, but also better places the research within six decades of development in the field. The relevance of this source is high, because it primarily examines celebrity endorsement in marketing, and sets the stage with high level themes of research in the field, such as credibility, attractiveness, and brand congruence. The authority of the source is strong, as it is published in a peer-reviewed academic journal, written by researchers who have PhD credentials in marketing. About accuracy, the source is based on a systematic review with data collected from established academic databases. The nature of the research is educational and analytical, and there is no indication of commercial bias; thus, it is a credible source to research the trends in the research process historically. 
The second source is Jain et al. (2024), which has strong currency, offering two articles that are almost current, about celebrities and their effect on preference and effectiveness of firms in the current era. The currency in this source is excellent, as they are writing based on a study conducted in 2024. The relevance of the article is very high for the purpose of the study, as they study consumer behaviour with respect to celebrities, and what that poses for firms. The authority of the source is also strong, as the source is published in a peer-reviewed journal (Global Business Review), and the authors study consumer behaviour. The accuracy of the source writer is assured by the data collection and methodology used in empirical study. The purpose of the research is academic and explanatory, aimed to elucidate possibilities for reality in marketing outcomes, and no indication of bias was observed in the management of the study by their authors. 
Synthesis
Using the two articles and scanning for cross-comparison, both sources offer a scholarly conversation about celebrity endorsement in business marketing. Wang and Liu (2022) offer a broader examination and historic context with theories addressing behaviours of celebrity to be effective by relay on a source for credibility, trustworthiness, expertise, emotional attachment etc., whereas Jain et al. (2024) offer contemporary evidence that describes consumer reactions to celebrities that are accomplished and congruent with brand values in today's marketplace. Both sources acknowledge the importance of congruence with consumer and brand, and both sources reference the importance of consumer perception as it relates to consumer purchasing behaviour. While Wang and Liu take a broad lens in reviewing historic research trends and examining new research trends (including influencer marketing), Jain et al. (2024) provide research with empirical data keeping the lens on measurable business outcomes to a company because of congruence of effectiveness a celebrity carried to their company or brand. Both sources, overall, suggest that while channels have changed, celebrity endorsements are still a successful execution of a marketing strategy (i.e., advertisements), with the goal of building credibility and trust of the business amongst potential consumers, while also marrying a celebrity to brand values.
Reference List
Jain, P., Jain, P. and Jain, A., 2024. A study on how celebrity endorsements affect business performance through evaluation of consumer preferences. Global Business Review, p.09721509241257624.
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[bookmark: _Toc211416045]Task 2 – Essay
Celebrity Endorsements in Business Marketing
Celebrity endorsements have now emerged as one of the most powerful persuasion strategies utilised in contemporary marketing because firms are becoming more reliant on famous public figures to augment brand awareness and achieve trust, and consumer buying behaviour (Arora and Sahu, 2013). This essay contends that celebrity endorsements continue to be effective strategies for business marketing but are dependent on constructs such as credibility, celebrity–brand congruence, and consumer identification. The 4As framework (Argument, Analysis, Alternative, Answer) is applied to develop a persuasive and evidence-based backed up by academic research.
The main argument foreshadowed in this essay is that celebrity endorsements significantly enhance consumer attitudes and purchase intentions when the celebrity chosen aligns with the personality of the brand and its target audience. Celebrity endorsements are based on the idea that consumers transfer their esteem for celebrities onto the product endorsed, thus enhancing emotional engagement and brand recall (Shafie et al., 2023). The stronger the product endorser fit, the more believable and trustworthy the advertisement is regarded, and the more favourable the advertisement's response (Schouten, Janssen and Verspaget, 2021). Not only is celebrity endorsement used to obtain visibility, but it is also a psychological process that affects the consumer's decision-making process. Specifically, brands use the celebrity strategically by selecting celebrities who model values associated with the product, which reinforces authenticity and relevance in the consumer's mind (Ofori-Okyere and Asamoah, 2015). A deeper level of analysis suggests that not only do celebrity endorsements impact consumer intention, but they also enhance perceptions of brand legitimacy and brand financial credibility. Endorsements have also been shown to heighten investors’ confidence, which implies endorsement has an impact beyond traditional product markets (Shiva, Arora and Rishi, 2022). In the consumer marketplace, increase in celebrity credibility contributes to customer purchase intention for a brand by activating trust and aspirational motivation. However, this is especially true when the credibility of the celebrity's expertise or lifestyle coincides with the product category (Elango and Suryakumar, 2022). Furthermore, young consumers, who have an emotional connection to celebrities amplified by digital media, respond even more strongly to endorsement campaigns featuring entertainment personalities, athletes, and social media influencers (Ismaila et al., 2022). Therefore, all these points indicate that the persuasiveness of celebrity endorsement rests on social identification, emotional attachment and perceived authority combining to produce a more effective marketing message.
However, there are also alternative reflections which identify some of the aspects of celebrity endorsement that are problematic. Perhaps the greatest challenge with celebrity endorsement is the risk of reputational damage because the brand could suffer consequences when the celebrity has negative publicity, which may damage long term customer trust (Ofori-Okyere and Asamoah, 2015). The second limitation is about a celebrity-brand mismatch: when consumers don't feel that the celebrity is aligned with the product, or didn't seem like an authentic connection, the endorsement will likely be considered less effective and sometimes be dismissed or perceived with scepticism (Schouten et al., 2021). Lastly, the phenomenon of influencer marketing has created a formidable competitor of celebrity endorsement. Online influencers, who often come across as more attainable and relatable, are often perceived as more relatable than traditional celebrities (Irawan and Wahyuni, 2022). All these perspectives suggest that celebrity endorsement cannot be universally applied and must be carefully thought to avoid wasted investment and customer backlash.
Nonetheless, considering all the alternative perspectives, the bottom line is that endorsements remain one of the best marketing strategies within the contemporary business environment, particularly when credibility and congruence have assessed and prioritised. Academic evidence supports this position by showing that endorsements work best when consumers can establish rapport with the celebrity, see the individual is credible, while seeing the celebrity has a logical association with the endorsed product (Schouten, Janssen and Verspaget, 2021). The commercial success of endorsement campaigns in a range of industries from fashion and technology and sport to finance are all strong demonstrations of the persuasive impact of celebrity figures who have mass recognition and who can shape cultural narratives (Shafie et al., 2023). While influencers provide real competition to the concept of contemporary celebrity endorsement, traditional celebrities still imbue broader social recognition and established credibility, making them real assets for corporation to brand equity investments at scale (Ismaila et al., 2022).
In conclusion, celebrity endorsement continues to be a feasible, effective and persuasive marketing strategy when executed with due consideration to credibility, authenticity, and product-endorsed fit. It is understood that there is a risk of brand match, and the possibility of unintended negative publicity are real, although these can be eliminated through carefully considered selection and subsequent monitoring of the celebrities standing in the media space. In summary, the evidence in the academic literature strongly reinforces the consensus that consumers will respond positively to endorsements occurring when they see the celebrity as credible themselves and associated to the brand. For these reasons, celebrity endorsement remains a powerful, persuasive and adaptable form of marketing within modern business environments.
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Introduction

Celebrity endorsement remains one of the most powerful
marketing methods because consumers automatically assign
celebrity characteristics including confidence, success, or
authenticity to the brands that they endorse (Wang & Liu,
2023).

Research indicates endorsements influence consumer
preferences and enhance brand equity for better
performance (Jain, Jain & Jain, 2024).

In addition, celebrities supply trust, credibility, and emotional
appeal, which enables stronger audience connection versus
typical advertising (Gopal, 2021).
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The Power of Celebrity Endorsements

How Celebrity Influence
Works (Meaning Transfer)

« Afundamental aspect of endorsement effectiveness is
meaning transfer, or the extent to which the celebrity's image,
value, and public persona flow onto the brand (Tian et al.,
2022).

+ The endorsement has more persuasive power when the
consumer admires the celebrity, or has a positive relationship
with them, because the symbolic meaning associated with
that celebrity improves the brand's own image (Gopal, 2021).

« Meaning transfer is strongest when the celebrity and the
brand's personality are closely aligned, leading the
endorsement to feel authentic and trustworthy (Wang & Liu,
2023).

* Meaning transfer also leads to greater brand awareness,
emotional connection, and future loyalty (Tian et al., 2022)
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Impact on Business Performance

Effective endorsements from celebrities can construct consumer products attitudes and enhance perceived brand equity
(Jain et al., 2024).

When there exist a well-matched celebrity and brand, companies can see improvement in revenue, brand loyalty, and
market differentiation (Wang & Liu, 2023).

Celebrities can also be cultural icons, attractive for their ability encapsulate a brand in the marketplace, in an expeditious
manner uniquely different than traditional entry (Gopal, 2021).

Overall, the literature suggests endorsements evoke genuine, sustainable brand relationships, it can be a long-term
relationship that fulfills expectations of several growth opportunities for business (Tian et al., 2022).
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