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Executive summary
The necessity for additional study to expand the scope of prominent figures in the fashion business is stressed in the Executive Summary. Future research might investigate famous physical attractiveness as well as celebrity-brand coherence. Fashion brands can benefit significantly from celebrity endorsement in terms of greater visibility, improved image, increased sales, plus competitive advantage. To minimize potential downsides, it is crucial to carefully choose brand-aligned endorsers as well as take into account alternative marketing strategies. It's important to take into account how influential celebrities might be on SM. Although interpretivism research techniques enable a deeper comprehension of client interpretations & socio-cultural elements, surveys offer important primary data. The reliability of the research is increased by addressing constraints including biases, like by random sampling. The examination of the data demonstrates strong correlations between elements of consumer behavior towards Adidas products as well as endorsements from celebrities, underscoring the significance of further research as well as statistical interpretation.
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[bookmark: _Toc131268658][bookmark: _Toc133932834][bookmark: _Toc136684477]Chapter 1: Introduction
1.0 [bookmark: _Toc131268659][bookmark: _Toc133932835][bookmark: _Toc136684478]Introduction
Our current global environment makes it more challenging to execute strategies. Our target market definition and strategies needed to be clarified in light of the evolving marketing environment. Kotler (2002) describes the displaying thought as the most well-known method of seeing and assessing the needs and requirements of an environment while benefiting from a hypothesis (Patel, 2021). Recognizing and evaluating a population's needs and requirements required an understanding of that population. As a result, the population was divided into different groups, with each group being dealt with using either a single technique or a combination of strategies. Customers were more likely to visit thanks to a clearly defined celebrity endorsement plan and look for particular products and services. Again, the CE strategy helped the brand establish a reputation for dependability, viability, and quality (Khare, Sadachar, and Chakraborty, 2022 pp.676-699).  good , well cited
1.1 [bookmark: _Toc131268660][bookmark: _Toc133932836][bookmark: _Toc136684479]Background of the study
The brand recognition might help Adidas management tweak their endorsement approach. This study aims to shed light on a hitherto unstudied area. For instance, Adidas recently partnered with Kanye West to advertise their products as a celebrity endorser. According to Bhardwaj and Pegu (2002), the corporation selected Deepika Padukone to serve as its brand ambassador for the Indian Territory in order to publicise its products and draw in more clients (Özer et al., 2022 pp.2384-2400). According to Market Watch, a celebrity endorsement has nearly always resulted in a 4% rise in sales and earnings  cite source properly . According to a global news source cited by Salgado (2020), Adidas' stock might increase by up to 25% following a celebrity endorsement or athlete collaboration. According to Wuisan et al.,2020 the legitimacy  of Adidas’s businesses are believed to investigate or pay attention to the celebrity's attractiveness, competency, relevance, familiarity, liking, and compatibility with the brand or items.. With the intention of buyers making purchase assumptions coordinated by buyer perspective towards the brand, Adidas' client auxiliary was examined (Carrillat and Ilicic, 2019).
1.2 [bookmark: _Toc131268661][bookmark: _Toc133932837][bookmark: _Toc136684480]The rationale of the study
When consumers turn on the television or surf the internet, they are confronted by a deluge of commercials for both well-known and lesser-known products. An oversupply of advertising makes it more difficult for a brand to stand out from the competition and draw in customers. Using celebrity endorsers to sell products has become a major component of marketing strategy and is more successful than employing any other kind of mass media, especially in online social networking advertising (Min et al., 2019 pp.1-19). Businesses pay a significant fee to utilise celebrities to draw customers. Organizations therefore sought to carefully monitor the actions of the VIPs. Also, many companies initially doubted if investing in this technique would lead to an increase in sales and a profit in income from an investment. The purpose of this study is to show how widely the celebrity endorsement strategy is used in ADIDAS advertising. The relationship between the ADIDAS brand and celebrity endorsement is another topic for this study (Abiyyu, and Kusumawati, 2021).
1.3 [bookmark: _Toc131268662][bookmark: _Toc133932838][bookmark: _Toc136684481]Research aim
The aim of this study is used to recognize whether there is a key difference in the brand knowledge of Adidas consumers when affected by Celebrity Endorsement and the impact of celebrity endorsement in promoting fashion brands.
1.4 [bookmark: _Toc131268663][bookmark: _Toc133932839][bookmark: _Toc136684482]Research objectives
· To analyse the celebrity endorsement study to attract the Genz and millennials for the brand Adidas.
· To develop the relationship between “Brand knowledge” and “Celebrity Endorsement” for the brand.
· To discuss the existing relationship between Adidas’s company knowledge and Celebrity endorsement.
· To discuss the acknowledgement of understanding and identifying the importance and impacts of celebrity endorsement on brand knowledge in a more deep way.
· To analyse the key factors for a brand to collaborate with celebrities regarding their fans perspective so that their fans may be attracted to the brand too and assist in more sales for the company.
1.5 [bookmark: _Toc131268664][bookmark: _Toc133932840][bookmark: _Toc136684483]Research Questions
RQ. 1 - How to analyse the celebrity endorsement study to attract the Genz and millennials for the brand Adidas?  this has to be testable and provable 
RQ. 2- What are the ways to develop the relationship between “Brand knowledge” and “Celebrity Endorsement” for the brand?  how can you test and prove this?
RQ. 3- What is the existing relationship between Adidas’s company knowledge and celebrity endorsement?  this isn’t a research question
1.6 [bookmark: _Toc131268665][bookmark: _Toc133932841][bookmark: _Toc136684484]Significance of the study
Celebrity endorsement boosts sales in the near term, and over time, brand awareness increases. Celebrity marketing is also particularly effective when a brand is launching a new product, entering new markets, or rebranding itself. This study makes a substantial contribution to the explanation of a fact that suggests that obtaining an organization's good standing and achieving business objectives may play a big role (Priyankara et al., 2017 pp.128-148). Effective utilization of VIP assistance may make a company stand out from the competition and increase awareness. Big name endorsements have also been found to increase consumer confidence in the brand and the product. So, the purpose of this study is to specifically investigate the ways in which fans' support of celebrities can influence consumers' expectations to make purchases (Jiang et al., 2022).
1.7 [bookmark: _Toc131268666][bookmark: _Toc133932842][bookmark: _Toc136684485]Structure of the dissertation
INTRODUCTION

LITERATURE REVIEW

	METHODOLOGY

DATA COLLECTION & FINDINGS

	
DISCUSSION

CONCLUSION


[bookmark: _Toc131268667][bookmark: _Toc133932843][bookmark: _Toc133932870][bookmark: _Toc135939324][bookmark: _Toc136684486]To present an in-depth discussion on the subject of this dissertation paper, “ANALYSING THE IMPACT OF CELEBRITY ENDORSEMENT IN PROMOTING FASHION BRANDS: A CASE STUDY OF ADIDAS”, discussion would be held  in six different chapters. The first chapter that is introduction, would provide an over view of the subject and present, the main, aim, objectives behind conducting the research with notes on the rationale behind the research, the importance of the research. Next, the Literature Review, would discuss the prime concept of the dissetation subject drawing on to the conceptual framework and stating a research gap. In the third chapter, methodology, the procedures followed in accumulating data would be discussed with appropriate justification for the same. The fourth chapter would demonstrate relevant data to the subject and discuss the findings adhering to it. Finally, the fifth chapter, would provide a final conclusion with recommendation and future scope of research on the same subject. 
1.8 [bookmark: _Toc131268668][bookmark: _Toc133932844][bookmark: _Toc136684487]Summary
To sum up, greater study on this subject would be beneficial in overcoming the obstacles and advancing the field of celebrity endorsement. The hypotheses that help us understand the CE effect will be covered in more detail in the following chapter. The effects of celebrity-brand congruence and the celebrity's physical beauty would be the focus of future research.

[bookmark: _fel4794k1kd][bookmark: _Toc133788597]

[bookmark: _Toc133932845][bookmark: _Toc136684488]Chapter 2: Literature Review
[bookmark: _5u0kl1hy4cd6][bookmark: _Toc133788598][bookmark: _Toc133932846][bookmark: _Toc136684489]Introduction
In the past few years, celebrity endorsement has gained popularity as a marketing tactic to encourage fashion products. This tactic entails getting well-known and powerful people, usually celebrities, to promote services & products. Brand recognition, brand loyalty & intent to buy have all been found to be significantly impacted by endorsements from celebrities.
In this case examination, we'll look at how a celebrity endorsement affected the promotion of the Adidas brand. With an extended track record of employing prominent celebrities in its promotional efforts, Adidas is a worldwide sportswear company. Over the course of its existence, its business has worked with a number of well-known athletes & celebrities, including Messi, who played for Argentina, David Beckham & Kanye West. 
We'll look at how various celebrities affect consumers' impressions of the Adidas brand & how the sportswear company has used its celebrity collaborations to raise its profile and boost sales. By doing this case study, we intend to learn more about how celebrity endorsements work to promote fashion labels and to offer suggestions for other businesses who want to include this tactic into their marketing strategies (Abiyyu and Kusumawati, 2021, p. 69).
In recent years, celebrity endorsement has gained popularity as a marketing tactic for clothing companies. It works well for promoting goods and raising client awareness of brands. We will talk about the idea of celebrity endorsements for clothes manufacturers, namely for Adidas, in this literature review. This paper will also look into the importance of endorsements from famous people in encouraging fashion houses and how it affects both sales & brand perception. We will also provide a conceptual structure to assist people comprehend how Adidas is able to compete in the market thanks to endorsements from famous people.
[bookmark: _kijksynli4bh][bookmark: _Toc133788599][bookmark: _Toc133932847][bookmark: _Toc136684490]Concept of celebrity endorsement
A celebrity can support an item or a brand as part of a marketing campaign to raise the public's understanding of the product & brand & boost revenues. The recommendation may take the form of partnerships, commercial job opportunities print or digital marketing, or both. Celebrities have a big influence on consumer behavior & their endorsement as well as support can help consumers form favorable opinions of the company. A renowned person, such as a comedian, sportsperson, performer, or social media blogger, endorses a good or service in order to boost its appeal & consumption (Finthariasari et al. 2022, p. 12). This marketing tactic is known as an endorsement by a celebrity. Celebrities tend to be picked for their capacity to affect their fans' & followers' purchasing decisions. The premise behind endorsements from famous people is that customers tend to identify the company with the celebrity's public image & lifestyle, which might make the item in question more alluring to them. Print advertisements, television spots, social media communications advertisements for goods in motion pictures or TV episodes are just a few of the many ways that celebrities might promote products (Finthariasari et al. 2022, p. 10).
[bookmark: _ceaknxpanbio]Brands frequently employ endorsements from famous people to establish credibility & trust with their intended demographic. If a famous person supports the goods, shoppers can consider it to be of greater quality or more appealing (Hussain, 2022, p. 12). Furthermore, endorsements from celebrities can assist a firm in standing out from its rivals and developing an individual brand voice. Whoever they are interested in recommending their goods, nevertheless, must be carefully chosen by brands. To guarantee a successful support and the celebrity's public image, perception & personal convictions must coincide with those of the company (Hussain, 2022, p. 15). As customers are fast to spot fake recommendations, it is also crucial that the celebrity is seen to be real & honest. 
[bookmark: _Toc133788600][bookmark: _Toc133932848][bookmark: _Toc136684491][bookmark: _thwjitd3b3f5]Celebrity Endorsement Is Required to Promote Fashion Brands
Celebrity endorsement is necessary for fashion companies like Adidas to stay competitive in the market. Customers are more inclined to buy things that are advocated by their favorite celebrities in today's age of online discussion in the world of celebrities. A broad demographic can be reached & sales are increased thanks to endorsement from famous people. Additionally, it aids in giving shoppers a costly aspirational perception of the brand (Jiang et al. 2021, p. 19). A common marketing tactic to advertise fashion products is the endorsement of celebrities. Customers are far more inclined to buy things that are advocated by their favorite celebrities in today's age of online communication celebrity culture. Many potential customers can be reached & sales are increased thanks to endorsement from famous people (Lo and Lin, 2020, p. 11). Additionally, it aids in giving customers a premium & aspirational perception of the brand. A favorable perception of the brand constitutes a single of the key reasons that celebrity endorsement is necessary to market fashion companies. Customers frequently equate their favorite celebrities with achievement & their support of a brand can help them form favorable opinions of it. Celebrity endorsement is necessary to promote fashion brands for the additional benefit of reaching a bigger audience. Through the internet, celebrities have a huge fan base, & their approval can help a brand get in front of more people who might not have known about it otherwise. Increased revenue & brand visibility may result from this larger audience (Lo and Lin, 2020, p. 12). Additionally, celebrity endorsement supports the brand's premium & desirable positioning. Customers frequently strive to be like their favorite celebrities, therefore whenever they encounter a star endorsing a certain item, people are far more inclined to see the company's product as being high-end & aspiration. With this aspirational perception, brand loyalty & earnings can both rise. A brand's reputation can be enhanced and its appeal to consumers increased by partnering with a well-known celebrity. For instance, the association amongst Nike & Michael Jordan has boosted Nike's reputation as a high-end sporting brand (Abiyyu and Kusumawati, 2021, p. 67).
 Revenues can be significantly impacted by celebrity endorsements since people are more willing to buy things that are linked to their favorite celebrities. F or instance, H&M witnessed a 10% rise in sales after David Beckham accepted an endorsement arrangement with the company.
Celebrities have substantial social media followings that marketers may use to reach a broader demographic. For instance, when Kendall Jenner posted a photo of herself in an Adidas tracksuit, the photo garnered over 5 million likes on Instagram, resulting in widespread brand exposure.
 Fashion firms may benefit from celebrity endorsements, particularly in highly competitive industries. For instance, when Rihanna introduced her makeup line Fenty Beauty, the firm was able to make itself stand apart from a cutthroat market thanks to Rihanna's enormous fan base & famous status.
[bookmark: _ew0tvuhjkiwg][bookmark: _Toc133788601][bookmark: _Toc133932849][bookmark: _Toc136684492]Influence of endorsement by celebrities on Sales & Image of the Brand
[bookmark: _aqnk0ve5pcyk][bookmark: _Toc133788602][bookmark: _Toc133932850][bookmark: _Toc133932877]Brand image & revenues are significantly impacted by endorsements from stars. It contributes to improving the brand's reputation and trustworthiness. In the instance of Adidas, partnerships with well-known athletes & celebrities have contributed to the brand's development of a more inspirational image. Adidas has also been able to reach a larger audience & increase sales thanks to the relationships. For instance, after its inception in 2015, the Yeezy brand, a partnership along Adidas & Kanye West, has brought in billions of millions for Adidas (Hussain, 2022, p. 13). By utilizing the celebrity's fame and impact, celebrity endorsements aid in raising awareness of a brand. For instance, online sales for the company increased 34% when Kylie Jenner was announced as the brand's spokesperson. Celebrity endorsement has grown in popularity as a marketing tactic for clothing companies. Celebrity endorsements are intended to raise brand recognition, enhance brand perception & eventually boost sales. The influence of celebrity endorsement on revenue can be enormous. A well-known celebrity's support of a product might spark more customer curiosity about it & boost selling. A University of Colorado studies found that endorsements from celebrities can boost sales by as much as 45% (Min et al. 2019, p. 7). For instance, H&M's sales increased by 14% after David Beckham was named the company's promotional spokesperson (Min et al. 2019, p. 56). The image of a brand may be significantly impacted by the endorsement of celebrities. The relationship with a well-known celebrity can enhance the brand's reputation and increase consumer desire for it. For instance, Nike's affiliation with Michael Jordan contributed to the brand's positive perception as a high-end athletic company (Min et al. 2019, p. 7). This favorable link with the celebrity could assist to draw in new clients who may not have known about the business before.  The popularity of social media has increased the value of celebrity endorsement. Celebrities have substantial social media adhere to that marketers may use to appeal to a wider demographic. For instance, Puma's online sales rose by 34% after Kylie Jenner became an endorser (Min et al. 2019, p. 6). In order to spread the word about the brand to many people, Kendall Jenner published a photo of herself sporting an Adidas tracksuit. The photo earned over 5 million likes on Facebook. 
[bookmark: _Toc133788603][bookmark: _Toc133932851][bookmark: _Toc136684493]Selection of celebrity endorsers
The choice of celebrity endorsers is crucial. The celebrity must fit the brand well and have ideals that are consistent with those of the celebrity. For instance, when Nike chose Colin Kaepernick as its ambassador, some customers objected because they weren't happy with Kaepernick's positions on politics. Kaepernick was an excellent choice for Nike, though, considering the company has a history of backing social justice movements. The famous person's endorsement must be appropriate for the brand's intended market. A celebrity that is well-liked by that audience, for example Taylor Swift, might be a smart pick if the brand is aimed at young women. In the viewpoint of the intended audience, the celebrity endorsement must seem believable (Abiyyu and Kusumawati, 2021, p. 5). Customers are more inclined to believe a recommendation from a celebrity they believe to be trustworthy & sincere. The company's public image & content must mesh well with the celebrity endorsement. A celebrity recognized for their nutritious habits, like Gwyneth Paltrow, can be a suitable fit if the brand is pushing an active lifestyle. Personal traits of the celebrity endorser must match those of the brand. An eco-friendly celebrity, like Leonardo DiCaprio, can be a suitable fit for the brand, for instance, if it is supporting conservation. Brands should take the celebrity endorser's prior endorsement into account. The effect of the celebrity's endorsement can get diminished if they have already promoted numerous products due to overexposure. 
[bookmark: _Toc133788604][bookmark: _Toc133932852][bookmark: _Toc136684494]Negative impact of celebrity endorsement
Although celebrity endorsement can boost sales and brand perception, there are also possible drawbacks that should be taken into account. The reputation of the brand could suffer if a celebrity endorsement exhibits questionable behavior (Jiang et al. 2019, p. 7). For instance, when Tiger Woods got embroiled in an investigation, the companies he supported, such as Nike & Gillette, experienced negative press. While celebrity endorsement can be a potent tool for brand promotion, there are also possible disadvantages that should be taken into account.  The image of the brand could suffer if a celebrity endorsement exhibits questionable behavior. For instance, when Tiger Woods got embroiled in an investigation, the companies he supported, such as Nike & Gillette, experienced negative press. Similar to this, whenever Kate Moss was seen using drugs, the companies she supported, like Burberry as well as H&M, came under fire (Jiang et al. 2019, p. 9). Overexposure is a further possible drawback of celebrity endorsement. Overexposure of a celebrity could diminish the consequences of their sponsorship. Reliability in the celebrity's behavior might also hurt the brand's reputation. The efficacy of the endorsement may be harmed if the celebrity endorser exhibits behavior at odds with the company's principles or message. For instance, if a brand advocates healthy habits but its celebrity spokesperson is well-known for leading a sedentary way of life, the intended impact of the brand may be compromised (Jiang et al. 2019, p. 6). Additionally, celebrity endorsement may turn out to be prohibitively costly, which could hurt the brand's financial status. The expense of employing a celebrity may appear high & might not be worth it in terms of better brand recognition or higher sales. As an illustration, skepticism greeted Kim Kardashian's endorsement of a weight-loss product because of her reputation for utilizing Photoshop & other techniques to modify her look. The brand may suffer if it becomes overly dependent on celebrity endorsers. This business may overlook other marketing techniques that are similarly powerful, if not more so, if it gets overly dependent on endorsements from famous people likewise the sales & reputation of the brand may suffer if the celebrity endorser loses favor with shoppers or is made unpopular.
[bookmark: _9a2n9z13mfgj][bookmark: _Toc133788605][bookmark: _Toc133932853][bookmark: _Toc136684495]Conceptual Framework
[image: ]
Figure 2: Conceptual framework
(Source: Created by the learner)

Celebrity choice, celebrity-brand fit & messaging relevancy make up the conceptual foundation for the involvement of celebrities to advertise clothing companies. The celebrity selection process entails picking the ideal celebrity who can positively represent the company & well as effectively market it. A celebrity-brand fit is choosing a celebrity who is consistent with the goals & perception of the company. Last but not least, message applicability entails developing an advertising message that appeals buyers & is relevant.
[bookmark: _tbkdiw6sc8dj][bookmark: _Toc133788606][bookmark: _Toc133932854][bookmark: _Toc136684496]Literature Gap
The majority of research investigations on celebrity endorsement have been done in particular situations, therefore they might not be transferable to other contexts. For instance, due to variations in client behavior & culture, an investigation that examines the effect of celebrity endorsement in an industrialized nation might prove appropriate in the developing world. Without looking at the fundamental attitudes of consumers that influence these results, the majority of research investigations on celebrity endorsement have concentrated on the effect on sales & awareness of the brand. Future research should concentrate on comprehending the psychological processes that underlie how celebrity endorsement affects consumer behavior. As social media has grown, stars' influence in influencing buying habits has increased. But a few investigations have looked at how social media affects the success of celebrities are. There is a study vacuum on the efficiency of endorsements from celebrities to promote Adidas especially, despite the prevalence of celebrity sponsorship as an advertising tool for fashion firms. The majority of currently conducted research concentrates on the effects of public endorsement on brand perception overall sales. By examining the effects of celebrity sponsorship on Adidas' perception of itself and sales, this academic paper tries to close the gap. Although celebrity endorsement can help promote a brand, there are also possible disadvantages that should be taken into account. For instance, the reputation of the company may suffer if a celebrity endorser exhibits questionable behavior.
While the effects of celebrity endorsement have been extensively researched, less focus has been placed on the choice of endorsers. Future studies should look at the variables that affect the choice of famous brand ambassadors as well as how these variables affect the efficacy of celebrity endorsements.
[bookmark: _tn5r9iwhkw7o][bookmark: _Toc136684497]Summary
The use of celebrity endorsement as a marketing technique for fashion labels has many advantages that are obvious. Brands can raise their profile, enhance their image, boost sales, reach more people on social media & get a competitive edge by partnering with well-known celebrities. Finally, for fashion companies like Adidas, celebrity endorsement has grown into an essential component of their marketing plans. The revenues and brand image of a company can be significantly impacted by celebrity endorsement. A well-known celebrity's endorsement of a product might spark more customer interest in it and boost sales. In addition, having a connection with a well-known celebrity can enhance the brand's reputation as well as increase the demand for it. Although celebrity endorsement may serve as successful marketing tactic, there are some potential drawbacks that should be taken into account. Celebrities that are an appropriate match for the company's values & objectives as well who aren't likely to participate in contentious behavior need to be cautiously selected by brands as brand endorsers. Moreover, businesses should think about other marketing tactics that might be equivalent in effectiveness as celebrity endorsements rather than becoming completely reliant on it. Celebrities are now much more powerful in influencing consumer behavior thanks to the growth of social media. Yet brands have to carefully think about the potential drawbacks of celebrity endorsement & choose endorsers who are compatible with the company's core principles. It aids in expanding audience reach, boosting sales & raising confidence in the company. It is necessary to conduct further research on the efficiency of popular endorsements to advertise. The theoretical foundation for the endorsement of celebrities offers principles for picking the ideal celebrity and formulating a persuasive message that appeals to customers. Even though there is a sizable body of study on how celebrity endorsements affect the promotion of fashion firms, there are several research gaps which still need to be filled. Future research should concentrate on comprehending the psychological processes that underlie the influence of celebrity endorsement, the function of social networking sites, any potential drawbacks, and the process of choosing celebrity endorsers.


Chapter 3: Research design and Methodology		
[bookmark: _Toc136684499]3.1 Introduction
This study's methodology chapter gives a thorough summary of the research design and techniques used to look into how celebrity endorsement affects the promotion of fashion brands. The research methodology, data gathering strategies, sample strategies, and data analysis processes are described in this part of the paper. The study's transparency and repeatability are ensured by the part on methodology, which also explains how the research was carried out and how the conclusions were arrived at.     	
[bookmark: _Toc136684500]3.2 Research Philosophy   	
The authors of the case study, "Analysing the Effects of Celebrity Endorsement in Promoting Fashion Brands: A Case Study of Adidas," utilized an interpretivist research methodology. This philosophical perspective places a strong emphasis on comprehending the meanings that are random and meanings people give to what they see while examining social structures and the intricacies of human behaviour (Hussain, 2022, p. 11). The study's decision to use interpretivism enables a more thorough investigation of the influence of prominent personalities on the marketing of fashion businesses, notably in the case of Adidas. First of all, interpretivism is a good fit for this research as it acknowledges that people see and interpret what they experience in a variety of ways. Customers' perceptions of how an individual celebrity's affiliation with a fashion business affects the product they buy may vary in the world of endorsements from famous people. The interpretivist research philosophy allows for the collection and analysis of these individualized interpretations, which results in a thorough comprehension of the phenomenon.
Furthermore, interpretivism enables the investigation of social theories & the environmental variables that affect people's experiences. Numerous sociocultural factors, such as endorsement from celebrities, may affect how customers view and interact with fashion firms. These elements might involve personal views, social conventions & cultural values. The researchers provided a detailed study by using an interpretivist method to delve into the complex relationships amongst these elements as well as the influence of endorsement from celebrities. Additionally, interpretivism encourages the use of quantitative research techniques like survey that is especially important for examining difficult and enigmatic events. In the context of this research, quantitative approaches allow the researchers to acquire comprehensive understanding into consumers' events, motives & processes for making decisions when it concerns preferences for fashion brands that are impacted by celebrity endorsements. These techniques make it easier to explore unique experiences, viewpoints, and feelings, which advances our comprehension of the research issue overall.
Interpretivism also promotes reflection and recognizes the impact the researcher has on the research procedure. It acknowledges that biases, convictions, and personal histories of researchers might influence how they interpret findings. The analysis in the instance of research had unavoidably relied on the differing viewpoints and perceptions of the researchers on the influence of prominent personalities on promoting fashion firms. The researchers can join in a conversation and give an open description of their personal interpretations by adopting this reflexivity.
[bookmark: _Toc136684501]3.3 Research approaches  	
Here, the deductive research approach has been used in this research (Hussain, 2022, p. 17). Starting with a theory or hypothesis, deductive research requires evaluating it via direct evidence and data processing. Researchers formulate specific queries for study, create hypotheses, gather data, then analyze it in a structured and systematic manner to either confirm or refute the initial theory or assumption. The deductive method is consistent with theory-driven research, in which the investigator is guided by pre-existing theories or frameworks of thought. To develop specific hypotheses and research questions for this research, the researchers might have referred to earlier theoretical viewpoints or models about consumer behaviour, advertising, or endorsements by celebrities. Researchers can create testable hypotheses by considering the ideas or models they are using while using the deductive technique. These theories outline the anticipated links between various factors, such as how celebrity endorsements affect consumer preferences for particular brands or their intention to make a transaction (Hussain, 2022, p. 19). By gathering and analyzing empirical data, the research issues can be resolved.
 Quantitative methods for data analysis, which include statistical approaches, are frequently used in deductive research to analyze correlations among factors and test theories. To analyze the survey data and determine the effect of popular endorsements on promoting fashion products, the researchers in this study may have utilized tools like regression analyses, correlational examination, or the analysis of factors. By extrapolating conclusions from a particular sample to a larger population, deductive research seeks to develop findings that can be broadly applied. The deductive methodology used in this study enables the analysis of linkages and patterns that go beyond the confines of the study's particular context and offers conclusions about the wider effects of celebrity endorsements on Adidas.
[bookmark: _Toc136684502]3.4 Research design
The goal of this study was to develop a thorough understanding of the role that celebrity endorsement plays for advertising fashion brands. The goal of descriptive research is to explain and record the traits, habits, viewpoints, or attitudes of a particular group of people or phenomenon. In order to learn about participants' impressions of endorsers from celebrities, company tastes, and plans to buy, the researchers in the present research used surveys for gathering data. Descriptive statistics were used to summarize and explain the results of the analysis of the obtained data, giving a thorough explanation of the variables that were being studied. Researchers can investigate and present an accurate depiction of the phenomenon using the descriptive study design without changing or interfering with the natural environment. 
[bookmark: _Toc136684503]3.5 Research Strategy       	
[bookmark: _Toc136684504]3.5.1 Type of Investigation  
Given that the purpose of this study is to investigate the effect of celebrity endorsements on marketing fashion products, the sort of research used in it is most likely quantitative research. Measurement, statistical evaluation, and unbiased observations are the main topics of this sort of research.
[bookmark: _Toc136684505]3.5.2 Choices 
Given that the purpose of this study is to examine the role that celebrity endorsement plays in promoting fashion firms, the research design will probably be exploratory. The purpose of this study is to investigate this issue in order to get new knowledge, comprehend the phenomenon, and produce research ideas.
[bookmark: _Toc136684506]3.5.3 Time Horizon  
	Activities
	Day 1-20
	Day 21-30
	Day 31-40
	Day 41-50
	Day 51-60

	Identification of research aims and objectives
	 
	 
	 
	 
	 

	Understanding existing literatures
	 
	 
	 
	 
	 

	Understand data collection methods
	 
	 
	 
	 
	 

	Identification of ethical considerations
	 
	 
	 
	 
	 

	Taking feedbacks from Superiors
	 
	 
	 
	 
	 


Table 1: Time horizon
(Source: Created by the learner)
[bookmark: _Toc136684507]3.6 Sampling method        	
[bookmark: _Toc136684508]3.6.1 Sample type  
A probability sample is the sort of sample used in this study. To be more precise, a random sample technique was employed to choose respondents for the survey. Every member of the target community has a comparable probability of being selected for the sample thanks to random sampling. This strategy reduces selection bias and improves the chance that the sample accurately represents the larger group of people who buy fashion brands and are surrounded by celebrity endorsements. With a sample of probability, it is possible to draw statistical conclusions about the wider population.	
[bookmark: _Toc136684509]3.6.2 Sample size   	
For this study, a sample size of 100 people was selected. The choice of an acceptable sample size is dependent on a number of variables, including the research objectives, the size of the population, the required level of precision, statistical validity, and the resources available. Determining the sample size is a critical component of research design (Hussain, 2022, p. 12).
For some research, particularly surveys, a sample size of 100 individuals can be deemed reasonable. A sample size of 100 may nevertheless yield insightful data, especially if it is relevant and diversified. Larger sample sizes typically offer more accurate estimates and improve the generalization of the findings. It is crucial to remember that the appropriate sample size will depend on the particular research environment and the impact of the sample size being examined.
[bookmark: _Toc136684510]3.6.3 Sampling method     
[bookmark: _Toc135939349][bookmark: _Toc136684511]In the case study on the effect of endorsements from famous people in promoting fashion brands, volunteers for the survey were chosen at random. With the probability sampling approach of random sampling, each member of the target population has a comparable likelihood of being chosen. The target group, which consists of people who have been subjected to endorsements by celebrities and could become customers of fashion firms, was first established by the researchers. Customers from various age ranges, genders, regions, and socioeconomic levels may make up this community. A list or depiction of every person in the target demographic was then constructed as the sampling frame. The sample size may come from databases of customers, online sheets, or public folders, among other sources. It is crucial to make sure that the sample frame is complete and accurately captures the traits of the group being studied.
[bookmark: _Toc135939350][bookmark: _Toc136684512]The researchers chose a subset of people from the frame of reference to take part in the survey employing a random sampling technique. Every person in the sampling frame has a comparable probability of being selected for the sample thanks to the selection at random method. Software that uses random sampling or computer-generated random numbers can be used to accomplish random selection.  The right sample size was chosen by the researchers in order to attain the necessary degree of statistical strength and accuracy. Estimates of sample sizes take population variation, desired degree of trust, or error margin into account. The researchers approached and enlisted the chosen individuals to take part in the survey after establishing the random sample. This can be accomplished using a variety of techniques, including phone calls, online survey platforms, and email invitations. The goal of the study, the free-will aspect of engagement, and any rewards or pay provided must all be made clear.
[bookmark: _Toc136684513]3.7 Data collection method  
The researchers have opted to use questionnaires to gather primary data for the case study analyzing the role of celebrity endorsement to advertise fashion firms. In this particular research setting, there are various benefits to using surveys as a data collection strategy. First off, surveys make it possible to get a lot of data from a variety of individuals. In order to fully understand how endorsement from celebrities affects the promotion of fashion products, it is essential to collect a broad sample that accurately reflects the target market (Priyankara et al. 2021, p. 18). In order to collect data from a varied pool of respondents, encompassing various demographic groupings, geographic areas, & consumer experiences, surveys allow researchers to effectively connect with a big number of people. Second, surveys deliver structured, standardized data. Researchers can assure uniformity in the information they get from participants by employing a set of predetermined questions. This standardization makes it simpler to compare responses and analyze data. It makes it possible for researchers to spot recurring themes, fads, and correlations—all of which are crucial for comprehending how celebrity endorsements affect the promotion of fashion firms. Surveys' organized format also makes it easier to do quantitative analysis, which helps researchers come to insightful statistical findings.
Additionally, polls give respondents confidentiality and anonymity. Surveys offer participants a relaxed and unthreatening setting in which to express their ideas on touchy or private subjects like personal likes and dislikes, purchase patterns, or opinions on celebrities. Because of the anonymity, participants are more likely to offer sincere and open comments, resulting in more accurate results. Surveys can be distributed in a variety of ways, such as through internet platforms, email, or distribution directly to consumers. The target audience as well as the research's needed reach had been taken into account while selecting the survey administration method. Online surveys taken as they can be practical, affordable, and accessible, yet in-person surveys may be more intimate and encourage a higher response rate. The questionnaire had been thoughtfully designed by academics to guarantee the survey's reliability and authenticity. This calls for the creation of simple, direct questions, the avoidance of condescending or prejudiced wording, and the use of suitable answer scales.
[bookmark: _Toc136684514]3.8 Data analysis 
The survey information collected includes variables that pertain to participants' opinions regarding endorsers from celebrities, company preferences & intent to buy in order to illustrate the data analysis procedure using SPSS in the case study on the impact of celebrity endorsements on advertising fashion brands. 
[bookmark: _Toc136684515]3. 9 Ethical considerations	
To guarantee the welfare and rights of subjects, various ethical factors should be taken seriously when undertaking a study on the effectiveness of celebrity endorsement to advertise fashion products. The following are significant ethical issues that should be included in this research:
aware Consent: Participants must give their consent after being fully aware of the study's objectives, methods, potential dangers, advantages and the freedom to withdraw at any moment without repercussions. Participants had been  given the chance to inquire and freely give their consent, and the process for consenting should be open and open.
Throughout the whole study, participants' anonymity and privacy had been respected. Making sure that participants are unable to be identifiable from the data and that any private data acquired is kept secure. The names of participants should be protected by employing pseudonyms or other identifiers when publishing findings. The study's participants shouldn't experience any injury or pain as the consequence of their participation. There had been precautions taken to reduce potential hazards, such as emotional or behavioural disturbance. If private or delicate data is gathered, proper measures should be implemented to guarantee its safekeeping and defence.  To engage in the study or give certain answers, participants hadn't been coerced or improperly influenced. In order to collect, analyze, and interpret data effectively, researchers had to preserve objectivity and prevent biases (Priyankara et al. 2021, p. 18). This entails making sure the survey questions are fair and avoiding using language that could influence respondents. Respect for the diversity of cultures and social groups was shown throughout the investigation. Potential cultural sensitivities or disparities in opinions towards endorsements by famous people and fashion labels were taken into consideration by the researchers (Priyankara et al. 2021, p. 19). In order to prevent perpetuating preconceptions or discriminatory beliefs, it is crucial that they approach participants with cultural awareness. Researchers have also taken the ethical approval of this research from the respective research committee of the university.
[bookmark: _Toc136684516]3. 10 Research limitations and Accessibility issues   
The study's conclusions might only apply to the setting of Adidas and not necessarily to other fashion companies or industries. Results may not be generalized due to variables including the image of the brand, target market, and celebrity preferences.
The results of the study are based on survey data, utilizing a sample of respondents. The results' representativeness may be impacted by ingrained biases in the sample, including self-selection bias or an exaggeration of particular groups. As it depends on the researchers' interpretations of the gathered data, interpretivist research is inherently subjective. Despite attempts to remain objective, bias and preconceived assumptions of the researchers may affect how the results are interpreted. 
This study depends on survey-based self-reporting, which raises the possibility of response biases with the value as social desire or recollection bias. Participants' responses can be impacted by their desire to come across favorably or by their capacity for precise memory of prior events. There may be restrictions on who has access to specific information about famous endorsements and clothing manufacturer marketing, such as sales numbers, marketing plans, or the success of individual campaigns. Companies could withhold certain information, making it difficult to gather thorough and current data for research. Relevant academic publications, reports from the industry, and research articles may not be widely available, especially if they have subscription requirements or are protected by paywalls. The breadth of the literature study and the accessibility of thorough secondary data may be impacted by this restriction. It might be difficult to get a broad and appropriate sample of respondents for surveys. Reaching particular target populations or people with particular traits can be challenging, which affects how broadly the results may be used.
Accessibility problems can also occur while collaborating with stakeholders in the industry or requesting ethical authorization. The lengthened research procedure and constrained data gathering could result from this.

     	
[bookmark: _Toc136684517]3.11 Summary       	
[bookmark: _naak5cgx87p5]In summary, using surveys as the data collecting strategy for this study has a number of benefits for gathering primary data. Large-scale data gathering, standardized responses, statistical examination, and anonymous involvement are all possible with surveys. The systematic nature of surveys makes it easier to explore trends & correlations, which helps to create a thorough understanding of how celebrity endorsements affect the promotion of fashion products. The case study on the influence of prominent individuals on advertising fashion businesses, featuring a specific focus on Adidas, chose an interpretivist research strategy, allowing for a thorough analysis of subjective meanings, social structures, and personal experiences. It makes it easier to comprehend how customers interpret the endorsements of celebrities and the complex connections between sociocultural variables and preferences for certain fashion brands. This study adds to the body of knowledge in the field by using qualitative methodologies and recognising the researchers' reflexivity while offering insightful explanations of the phenomenon. In order to address the aforementioned restrictions and accessibility problems, researchers must openly admit these limits and understand the results within their bounds. To improve the reliability and dependability of the study, researchers could also take steps to reduce biases, increase sample authenticity, and investigate different sources of information or research methodologies. The researchers wanted to reduce selection bias and make sure that the sample was accurate to the population that was being studied. To do this, they used a random sampling procedure. As the sample is prone to represent the diversity and features of the larger community of fashion brand customers exposed to endorsements from famous individuals, random sampling provides for higher ability to generalise the study findings.

[bookmark: _Toc136684518]Chapter 4: Data Analysis
[bookmark: _51sfo7ofemjg][bookmark: _Toc136684519]4.1 Introduction
Data analysis, particularly quantitative data analysis methods like correlation as well as regression, is the subject of the fourth chapter of the aforementioned study. Its chapter's analysis of the connections between various factors relating to customer attitudes regarding Adidas items and celebrity endorsements is its main goal. The goal of the analysis has to find patterns, trends, as well as noteworthy correlations which may shed light on consumer perceptions as well as preferences. A correlation table is used to examine the correlation between several variables towards the beginning of the chapters. A considerable correlation between the factors under inquiry is shown by the statistical analysis, which indicates significant associations at various levels. These results highlight the need for more research and indicate that the observed connections are not probable to have happened by chance. The link between several independent variables plus a dependent variable—in this case, gender—is then investigated using regression analysis. The assessment entails looking at the residual statistics, ANOVA, plus model summary statistics. The linkages, contributions, as well as relevance of every factor in determining gender differences, are all detailed in these studies, which are quite helpful.
[bookmark: _1i5icz3lgngx][bookmark: _Toc136684520]4.2 Quantitative data analysis
[bookmark: _Toc136684521]4.2.1 Survey analysis
Correlation
[image: ]
Table 1: Correlation
(Sources: Self-made)
The statistical analysis shows that both parameters have significant relationships at different levels. It is readily obvious that significance begins at the "0.05 level (2-tailed)," which suggests the observed association is statistically significant provided a probability of less than 0.05 (or 5%) in a two-tailed test (Xia and Liu, 2022). This analysis demonstrates that it is incredibly unlikely that the association between the components occurred by accident (Eric et al.2022). The phrase "correlation was significant within the 0.05 level (2-tailed)" denotes that the correlation can be "statistically significant at the 0.05 level (2-tailed)" and has a probability of happening randomly equal no greater than 0.05 (or 5%), comparable to the preceding example. This increases the statistical significance of the link even further. Overall, the results indicate a substantial correlation between the two variables, indicating a relationship that is improbable to have developed at random (Rashid et al. 2022). Although additional study is needed to determine the precise nature, degree, and direction of the correlation plus to look at the underlying relationship among its components, this is crucial to emphasise the statistically significant connection which the findings establish. Future studies should delve more thoroughly into understanding the specific characteristics and ramifications of this association as well as provide more guidance on how to examine it plus its practical applicability.
Regression
[image: ]
Table 2: Descriptive Statistics
(Sources: Self-made)
This section's regression analysis descriptive statistics table provides crucial information on several kinds of variables. Let's examine each variable's statistics in more detail.
Let's start by looking at the variable "Have you ever purchased clothing because a famous person recommended it to Adidas." The mean value of 1.465 reveals that the collection typically has a higher value for this variable (Lyppert, 2021). The standard deviation (SD) of 0.6865 suggests that there is not much variability in the data. This variable has a total of 101 observations, which is indicated by the sample size, which is denoted by the letter "N," which is 101. As we go, the statistic "Are you more likely to buy Adidas goods if a famous person recommends them" with a mean value of 1.782. This suggests that the responses often fall within a certain age range that would require more context to be fully evaluated (Shirodkar and Deshpande, 2021). The data point dispersion around the mean is reasonably large, as indicated by the 0.7692 SD. It has a fixed sample size of 101. 
Focusing on the question "Do you think Adidas goods recommended by famous people are of higher quality" is important at this point. Participants generally had a low level of familiarity with the Adidas brand, as indicated by the mean value of 1.703. The low SD of 0.7943 suggests that the responses are closely concentrated around the mean value. Another time, the sample size is 101.
The next variable we examine is "Have you ever done your research before buying an Adidas product that a famous person has recommended" (Wright, 2019). According to the mean value of 1.832, there is little chance that respondents are going to buy Adidas products on average. The responses varied significantly, with a standard deviation of 0.8009, as well as certain respondents demonstrated a larger desire to purchase Adidas goods. The sample size of 101 people didn't change. When someone replies, "Do you think Adidas pays famous people too much to promote their products," we look into it. The majority of respondents (1.792) agreed that Nestle products are generally of high quality, as indicated by the median answer rate. "The SD of 0.8163" indicates a high level of perspective diversity. This time around, the sample size remains 101. The "If Adidas stopped using celebrity endorsements, will you still buy their products" variable is still showing a mean value of 1.752 (Chen, 2021). This demonstrates that, according to respondents overall, Adidas has a better brand image than its competitors. The standard deviation of 0.7537 points to a high level of responder variability. 101 represents the fixed sample size.
The third factor we consider is "Do you think Adidas' celebrity endorsement strategy improves its public image?" On average, respondents reported a moderate tendency to promote Adidas products to other people, as seen by the mean value of 1.673 (Correia, 2020). There has been some diversity in the answers, as indicated by the SD of 0.7630. 101 samples are still available. The question "Have you ever changed your shopping habits to only buy Adidas products after seeing a celebrity endorse them" is the second factor we examine. According to the mean value of 1.772, respondents were mostly slightly more likely to spend money on Adidas products. The SD of 0.6911 indicates that there is a moderate degree of reaction variability. 101 samples are still available.
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Table 3: Variable  entered/Removed
(Sources: Self-made)
In these regression analysis tables, the dependent variable, which corresponds to the question "What is your gender", is shown. We can also observe that each variable has been carefully examined, demonstrating that several factors were considered (Jia and Ran, 2021). The questionnaire's questions are consistent with the variables that were used in the analysis. Regression analysis must be used to ascertain the relationship between the multiple independent variables, or alternatively survey questions, and the dependent variable (gender). Via the inclusion of all factors in the assessment, the researchers could gain insight into how each questionnaire item helps us understand gender disparities.
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Table 4: Model Summary
(Sources: Self-made)
The "model summary table" which is displayed above provides important information about the regression analysis. The "R Square value of 0.057" demonstrates that the "independent variables" contribute roughly 6% of the variance of the dependent variable, while the R-value of 0.351 indicates a moderate correlation (SHEZI and REDDA, 2022). The adjusted R Square, that is.123 and accounts for all predictors, along with the standard error for every estimate, that is 0.6665, show the difference in SD among the actual with projected values.
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Table 5: ANOVA
(Sources: Self-made)
This table shows that the regression model's sum of squares value is 5.813, the Df value is 7, mean square value is.830, F value is.869, and Sig value is.083 (Hewage and Ranaweera, 2021). This ANOVA test in regression analysis helps to understand the details of the various models and sum of squares, df, and Mean Square as well as F value along with Sig value details. The residual model's sum of squares value is determined to be 41.316 in this table, along with the Df value of 93 with the mean Square value of.444. Apart from this, it can be understood that the total value is 47.129 and the total Df value is 100.
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Table 6: Coefficient
(Sources: Self-made)
The coefficients in the table above provide crucial information regarding the relationships between the survey's variables. In this research, the respondent's answer to the question "Have you ever bought a piece of clothing because a famous person recommended it for Adidas" serves as the variable that is dependent, whereas other survey questions serve as variable constants or independent variables. The following table shows that the constant coefficient (B) with Adidas has been calculated Has anyone ever bought a piece of apparel because a prominent person recommended it.925 with a 0.329 standard deviation (Saatchian et al. 2021). Considering that the standardised coefficient Beta is Null, there is no clear relationship between any extra variables Have you ever purchased a piece of apparel because a prominent person recommended it for Adidas "Have you ever purchased an item of clothing since a famous person recommended it to Adidas?" Additionally, other characteristics that might be statistically relevant are suggested by the significance value (Sig) of 0.006 and the t-value of 2.813. Are you inclined to purchase Adidas products if a renowned person recommends them? has a coefficient (B) of 0.181 plus a standard error of 0.089. The standardised coefficient Beta of 0.120 indicates a relatively positive connection between the Do you buy Adidas products more often if a prominent person recommends them variable along with all other factors. Despite indicating that there may not be a statistical significance for this link, this t-value of 0.087 and the Sig value of 0.138 suggest otherwise (Laura, 2020). 
Now let's look at the coefficient for the variable "Do you think Adidas goods recommended by famous people are of higher quality? ", which is.120 with a standard error of 0.087.  According to the standardised coefficient Beta of.138, there has been a marginally negative correlation. There may not be a statistical significance for this link, according to the t-value of 1.371 and the Sig value of 0.174. The next variable, "Have you ever done your research before purchasing an Adidas product which a famous person shows recommended," was assigned a coefficient of.063, with a standard error of 0.085. Its standardised coefficient Beta, that is.073, shows an exceedingly weak negative association. According to Brown and Brison, (2021), the t-value of.738 and the Sig value of 0.463 indicate that there exists no statistically significant relationship among the two variables. Do you think Adidas pays famous people excessive amounts to advertise their products? had a coefficient of -.098, with a standard error of 0.087. The connection is only slenderly positive because the standardised coefficient Beta is -.117. The t-value of -1.127 and the Sig value of.263 shows that this link may not be statistically significant. Considering a standard deviation of 0.093, the coefficient with the question "If Adidas stopped using celebrity endorsements, would you still buy its products?" is -.060. A standardised coefficient of the beta of -.066 indicates a barely positive correlation.  The t-value of -.645 and the Sig value of 0.521 suggests that this link might not be statistically significant. 
In addition, the coefficient for the question "Do you think Adidas' endorsement by celebrities strategy improves the brand's image" is 0.175 with a standard error of 0.091 (Jestratijevic et al. 2020). The standardised coefficient Beta of 0.195 indicates a moderately positive connection. There could be a lack of any statistical significance for this link, according to the t-value of 1.933 and the Sig value of 0.056. Furthermore, the final coefficient for the question "Have you ever changed your shopping habits to only buy Adidas products after seeing a celebrity endorse them?" is -.064, with a standard error of 0.101 (Yan et al. 2022). The standardised coefficient Beta of -.064 indicates that the connection is fairly positive. Given a t-value of -.634 and a Sig value of 0.528, this link might not be statistically significant. In the end, "this descriptive analysis regarding the coefficients" provides insights into the relationships between the survey variables. focusing meaningful inferences requires statistical significance, although it's important to remember that there can be situations in which the relationships discovered might fall short of statistical significance.
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Table 7: Residuals Statistics
(Sources: Self-made)
The minimum, maximum, mean, standard deviation, as well as N values for the regression analysis, are shown in the table above as residual statistics. The projected Value minimum value is.917 and the highest value is 2.133, as shown in the table. Additionally, 1.465 represents the mean value,.2411 is the standard deviation, with 101 is the number (Fontaine, 2020). Similar findings include that the highest value, when the mean value is.000, the standard deviation is 1.000, as well as N, is 101, which is 2.771, along with the standard predicted value has -2.273. Additionally, it is discovered that the mean value is.184, and the standard deviation is.035, N, is 101, with the standard error of predicted value being.080 and the maximum value being.249 respectively. Similarly, this can be discovered that the highest value, wherein the mean value is 1.466, the standard deviation is.2556, as well as N is 101, is 2.302 as well as the adjusted predicted value is.765. When the mean value is 0.0000, the standard deviation is.6428, as well as N is the 101st, it may be discovered that the residual value was -1.1333 as well as the maximum value is 1.6483 (Chung et al. 2022). It may also be discovered that the maximum value, when the mean value is.000, the standard deviation is.964, along with N 101, is 2.473, as well as the standard residual value, has -1.700. Similarly, it may be discovered that the maximum value, wherein the mean value has been -.001, the standard deviation is 1.009, as well as N, is 101, is 2.617, as well as the deleted residual value has -1.822. The Std Deleted Residual Value has been determined to be -1.3018, as well as the highest value has been determined to be 1.8462, while the mean value has -.0010, the Std Division was.7044, as well as N, is 101.
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Figure 1: Histogram chart on Regression Standardised Residual
(Sources: SPSS work)
Standardised Residuals were shown in the histogram graphic that was previously stated. This graph offers important information about the distribution of the residuals. The residuals can have a low value of around 2 or an excessive amount which is roughly 24 based on the chart (Yang, 2022). A deeper examination of the graph indicates that the residuals' mean value is roughly 2.68E-16, which denotes an extremely low mean. The divergence of the data points from the mean can be seen using the residuals' standard deviation, which is 0.964. To determine "the total observation number" that comprised the research, choose an N value of 101.
[bookmark: _Toc136684522]4.2.2 Discussion
Frequency
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Table 8: Statistics
(Sources: Self-made)
Important details regarding the variables are revealed in the statistics table presented. For every factor, there were the following entirety of valid respondents, or "N": 105, 108, 107, 107, 106, 109, and 110. We may determine the missing numbers by contrasting these values: 5, 2, 2, 3, 3, 4, 1, and 0. Further examination of the table reveals that the mean value lies between 1.495 and 1.764. In addition, the mode value ranges from 1.000 to 2.0000. The variability across the data is indicated by the standard deviation, which spans from 0.6951 to 0.6897. Additionally, the chart shows that the minimum value is 1 and the maximum value is 3. We can determine the entire amount using this information, which goes from 157.0 to 194.0 (Sari et al. 2021). In conclusion, the statistics table gives information on the variables' mean, mode, standard deviation, minimum value, maximum value, valid respondents, missing numbers, and the sum of the variables.
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Table 9: Have you ever bought a piece of clothing because a famous person advocated it for Adidas
(Sources: Self-made)
The provided table illustrates the purchasing patterns for apparel when it is promoted by a well-known person for Adidas. According to the data in the table, 65 respondents indicated that they had purchased clothing as a result of the celebrity's endorsement, whereas 28 respondents stated they had not. Roughly 12 respondents indicated that they might have done so. A closer look at the chart indicates that 25.5% of respondents indicated "No," 10.9% indicated "Maybe," and 59.1% indicated that they had bought clothing as a result of the recommendation. Valid figures show that 61.9% of respondents answered: "Yes", 26.7% answered "No", and 11.4% responded "Maybe" (Blake, 2022). The final statistics show that 61.9% of respondents chose "Yes," 88.6% chose "No," and 100% chose "Maybe." The table also reveals that there are 5 missing values, or 4.5% of the total respondents if they are not present. The total number of responders is 110, which represents all participants, or 100% of the sample.
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Table 10: Are you more likely to buy Adidas goods if a famous person recommends them
(Sources: Self-made)
The provided table helps to understand that the details of the variable are "to buy Adidas goods if a famous person recommends them”. According to the data in the table, 46 respondents indicated that they had purchased Adidas products as a result of the celebrity's endorsement, 40 respondents indicated that they had not, and about 22 respondents indicated that they might have done so. According to a closer look at the table, 36.4% of respondents replied "No," 20.4% said "Maybe," and 41.8% claimed they bought clothing as a result of the recommendation (Adam et al. 2021). Valid figures show that 42.6% of respondents responded "Yes," 37.0% responded "No," and 20.4% responded "Maybe”. Total percentage-wise, the respondents chose "Yes" 42.6% of the time, "No" 79.6% of the time, and "Maybe" 100% of the time. The table also reveals that there are two missing values, or 1.8%, of the total responses. The full sample size of 110 responses, or 100% of all participants, is hence the overall sample size.
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Table 11: Do you think Adidas goods recommended by famous people are of higher quality
(Sources: Self-made)
From the above table, it can be found that 53 respondents or 48.2% of respondents have selected the "yes" option where the valid percentage is 49.1% and the cumulative percentage is 49.1%. In the above table, it can also be found that the variability of respondents thinking Adidas goods recommended by famous people is of higher quality. It can be found that 33 respondents or 30.0% of respondents have selected the "No" option where the valid percentage is 30.6% and the cumulative percentage is 79.6% (Faizal et al. 2019). In the above table, it can also be found that the variability of respondents thinking Adidas goods recommended by famous people is of higher quality. It can be found that 22 respondents or 20.0% of respondents have selected the "Maybe" option where the valid percentage is 20.4% and the cumulative percentage is 100%. The total valid frequency is 108 and percent is 98.2% and the valid percent is 100%. It can also be found that the missing system is 2 respondents or 1.8%.
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Table 12: Have you ever done your homework before buying an Adidas product that a famous person has recommended
(Sources: Self-made)
From the above table, it can be found that 45 respondents or 40.9% of respondents have selected the "yes" option where the valid percentage is 42.1% and the cumulative percentage is 42.1%. In the above table, it can also be found that the variability of respondents thinking Adidas goods recommended by famous people is of higher quality. It can be found that 36 respondents or 32.7% of respondents have selected the "No" option where the valid percentage is 33.6% and the cumulative percentage is 75.7% (Harry and Purwanegara, 2021).  In the above table, it can also be found that the variability of respondents thinking Adidas goods recommended by famous people is of higher quality. It can be found that 26 respondents or 23.6% of respondents have selected the "Maybe" option where the valid percentage is 20.3% and the cumulative percentage is 100%.  The total valid frequency is 107 and percent is 97.3% and the valid percent is 100%. It can also be found that the missing system is 3 respondents or 2.7%.
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Figure 2: Have you ever bought a piece of clothing because a famous person advocated it for Adidas
(Sources: Self-made)
It can also be found that ever bought a piece of clothing because a famous person advocated it for Adidas 65 participants replied “yes” (Yang, 2022). It can also be found that 28 participants replied "No" and 12 participants replied maybe. In this context of the above figure, the maximum number of people are buying a piece of clothing because a famous person advocated it for Adidas.
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Figure 3: Are you more likely to buy Adidas goods if a famous person recommends them
(Sources: Self-made)
In the above figure, it can be found that 46 people respond "yes" 40 people respond "No" and 28 people respond maybe (Zeren and Gökdağlı, 2020). Therefore maximum people are more likely to buy Adidas goods if a famous person recommends them.
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Table 4: Do you think Adidas goods recommended by famous people are of higher quality
(Sources: Self-made)
From the above graph, it can be found that 53 respondents say "Yes" which means believe that Adidas goods recommended by famous people are of higher quality and 35 people replied "No" and 25 people reply "Maybe". It means that maximum people believe that Adidas goods recommended by famous people are of higher quality.
[bookmark: _xrkqq5ya5xf3][bookmark: _Toc136684523]4.3 Conclusion
In conclusion, the data analysis carried out in Chapter 4 of the research offers insightful information on the connections between several variables related to customer behaviour towards Adidas items with celebrity endorsements. An unusual association between the variables was found using correlation analysis, which revealed a substantial correlation between them. Although more investigation is required to pinpoint the precise type, extent, as well as direction of this correlation, it is imperative to draw attention towards the statistically significant link that the results have demonstrated. The link between the survey factors as well as the research's dependent variable, that is, gender, has been examined by regression analysis. Regression analysis coefficients revealed crucial details regarding these correlations. Certain variables and the dependent variable displayed statistically significant connections, whereas others were not. When interpreting these associations and making meaningful inferences, it is crucial to take statistical significance into account. Additional details about the analysis of regression, which includes the independent variables' contributions to the overall variance for the dependent variable with the general model fit, were presented in the model summary with ANOVA tables. The coefficients table, which showed both positive as well as negative correlations, offered light on the connections among the survey variables. The distribution with variability of these residuals was evaluated using the residual statistics with the histogram chart on regression standardised residuals, which revealed information on the goodness for the fit of the regression model. For every factor, the frequency table provided pertinent statistics, such as the number of valid respondents, the mean, the mode, and the standard deviation.
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[bookmark: _vesz5t0b7ip][bookmark: _Toc136684525]5.1 Linking with objective
Objective 1: To analyses the celebrity endorsement study to attract Genz and millennials to the brand Adidas.
Studying the celebrity endorsements research regarding the Adidas brand has the aim of successfully reaching the Gen Z plus millennial groups. The results of the research can be used to obtain important insights into the preferences as well as actions of these target demographics. Adidas may arrive at wise judgements when choosing brand ambassadors during its advertising campaigns by knowing those who appeal to Gen Z plus millennials (Xia and Liu, 2022). The categories of endorsements that have the most effects on these populations, including the partnership of social media or influencer alliances, are also going to be clarified by analysing the results of the research. Adidas will be able to use this information to customise its endorsement methods so that they reflect the beliefs as well as interests of Gen Z as well as millennials, thereby increasing brand recognition, and loyalty, including engagement within these important consumer groups. Adidas hopes to improve its standing as a significant and important brand amongst the younger generations via the study.
Objective 2: To develop the relationship between “Brand knowledge” and “Celebrity Endorsement” for the brand.
The objective of this analysis is to establish and explore the relationship between "Brand knowledge" and "Celebrity Endorsement" for the brand. By delving into this connection, a deeper understanding can be gained regarding how celebrity endorsements impact brand knowledge among consumers (Singhal, 2022). This analysis aims to investigate the extent to which celebrity endorsements contribute to brand recognition, brand recall, brand associations, and overall brand image. By examining the impact of different celebrity endorsers on these brand knowledge dimensions, valuable insights can be obtained into the effectiveness of such endorsements in enhancing consumer awareness and perceptions of the brand. This exploration will enable the brand to identify the key elements of successful celebrity endorsements that positively influence brand knowledge among the target audience. The ultimate goal is to use this knowledge to create more strategic as well as effective celebrity endorsement campaigns that advance the brand, boost customer loyalty, plus draw in a larger audience (Kazmi, 2020). By demonstrating the link between brand awareness as well as endorsements from famous people, a brand may choose with confidence which endorsers will best represent its values as well as appeal to its target market.
Objective 3: To discuss the existing relationship between Adidas’s company knowledge and Celebrity endorsement.
This discussion's goal is to analyse and debate the current connection between celebrity endorsements of Adidas with corporate expertise. By examining this connection, we hope to better understand the way celebrity endorsements affect customers' as well as stakeholders' perceptions of Adidas. This investigation will explore how much celebrity endorsements help people become more aware of as well as understand Adidas both as a brand and as well a business (Bisen and Nuangjamnong, 2021). It will additionally delve into how consumers' opinions of Adidas's principles, goods, plus entire brand image are affected by these endorsements. It may learn a great deal about the function of popular endorsements in influencing the general public's comprehension and identification of an item by analysing how well-versed in Adidas' business they are. This discussion tries to pinpoint the essential components of good celebrity endorsements which accurately reflect Adidas' brand identity as well as convey the company's expertise. Recognising this relationship will help Adidas choose celebrity endorsers wisely and create endorsement plans that will promote brand loyalty, raise awareness of the company, plus forge closer ties with its target market.
Objective 4: To discuss the acknowledgement of understanding and identifying the importance and impacts of celebrity endorsement on brand knowledge in a deeper way.
This discussion's goal is to dive deeper into comprehending and defining the significance of celebrity endorsement including its effects on brand awareness (Chen, 2021). It hopes to recognise the importance of endorsements from celebrities in influencing customers' knowledge and opinions of a company by more thoroughly investigating this association. This debate will examine the different means that endorsements from celebrities improve brand awareness, such as association, recall, as well as overall brand perception. It can better understand how celebrity endorsements affect brand awareness by examining the precise channels via which they affect consumers' perceptions. This discussion aims to highlight the essential elements—such as a common set of values, honesty, and capacity to connect with as well as engage target audiences—that make celebrity endorsements successful at spreading brand awareness (Chung et al. 2022). It can learn a lot about the significance and potential of endorsements from famous people as effective instruments for enhancing brand awareness by thoroughly exploring these factors.
Objective 5: To analyses the key factors for a brand to collaborate with celebrities regarding the perspective of their fans so that their fans may be attracted to the brand too and assist in more sales for the company.
The goal of this investigation is to look at the major elements that influence successful brand-celebrity partnerships from the viewpoint of their fans. By examining these variables, we hope to gain a better understanding of how companies may work strategically using celebrities to draw in as well as engage their following, ultimately leading to higher sales to earn the business. This analysis will look at elements like shared ideals, authenticity, relatability, plus ambitious qualities that appeal to fans. Brands may find celebrities that connect authentically with their target market by analyzing fan preferences plus expectations (Correia, 2019). This investigation will also look into how celebrity endorsements affect consumer behavior, and brand advocacy, including fan loyalty. Through being aware of the elements that lead to a favorable fan reaction, firms can choose celebrities wisely when working with them and create powerful marketing plans that make use of the impact of those celebrities to draw in their followers and increase sales with the business.
[bookmark: _c8u2yxqzx2t1][bookmark: _Toc136684526]5.2 Limitation
The procedure for conducting research may be severely hampered by time constraints, which might affect the study's completeness and dependability. Being unable to see the long-term impacts of an intervention constitutes a few of the fundamental implications of temporal constraints. Many phenomena as well as results take time to develop and fully materialize. Furthermore, time constraints may limit the quantity of data gathered, making it harder to make reliable conclusions (Wagner and Heinzel, 2020). It is frequently necessary to use a suitably big sample size plus thorough data collection techniques to conduct a sound research study. Lower sample numbers or insufficient data collection attempts due to time constraints may reduce the statistical power as well as the generalizability of the results. The investigation of intricate linkages or the detection of subtle patterns as well as trends can also be hampered by a lack of data. Sample size restrictions are still another restriction. In this situation, it is clear that the sample size is insufficient, and there is a chance that the findings of the study may not adequately reflect the greater population under consideration. A study's capacity to be generalised may be jeopardized by sampling biases plus an absence of statistical power caused by inadequate sample sizes. A small sample size makes it harder to discover real effects or connections in the population as well as raises the possibility of chance fluctuations (Jha et al. 2020). As a consequence, the external validity of the findings may be constrained to the particular subjects or situations that were examined.
[bookmark: _7e411tu805kp][bookmark: _Toc136684527]5.3 Recommendation
There are a number of suggestions that may be offered to alleviate the problems caused by time restrictions with small sample sizes in the study. In order to properly record the long-term consequences of interventions or other phenomena, researchers may initially think about performing longitudinal studies whenever faced with time constraints. A more thorough grasp of the results can be obtained by increasing the research's duration. Furthermore, to make use of current data and draw conclusions regarding long-term consequences, researchers may use other procedures like retrospective data analysis or modelling tools (Wright, 2019). In light of sample size restrictions, it is advised to aim for larger, broader samples that more accurately reflect the target population. Robust sampling approaches can be used to do this, as well as a wider range of people can be contacted. Additionally, it may be investigated to work with different investigators or organizations to combine information from various sources, expand the sample size, as well as enhance the generalization of the results.
[bookmark: _na275h6764w5][bookmark: _Toc136684528]5.4 Conclusion
In conclusion, For the purpose of advancing knowledge and removing barriers, more study is required in the area of endorsement by celebrities. Future research might concentrate on physical beauty including celebrity-brand alignment to explore deeper into the assumptions. Fashion brands benefit from celebrity endorsement in a number of ways, such as increased visibility, improved brand perception, increased sales, wider social media grasp, plus an edge over rivals. To counteract negative effects, a thoughtful choice of brand ambassadors who share the company's values is essential. Additionally, brands should look at alternative, successful marketing strategies. Given that celebrities have a significant impact on consumer behaviour, selecting endorsers must take into account any potential downsides and ensure that they uphold essential values. To assess the efficacy of celebrity endorsements, additional research is needed. Surveys are useful for gathering primary data because they permit anonymous, statistically significant responses at a broad scale. An in-depth analysis of subjective meanings, as well as social structures, has been rendered possible by the interpretivism research methodology used in the case study on significant figures in fashion marketing, especially Adidas. By utilising qualitative approaches and talking about researchers' reflexivity, the study makes a contribution. The study's dependability is improved by recognising its limitations plus biases and by putting them into practice. The data analysis offers important insights into consumer behaviour, as well as random sampling enhances generalisation. Statistical significance plus model fit must be taken into account when interpreting results, and extra information and statistics provide a thorough comprehension of the study's conclusions.
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Valid 1.0 46 418 426 426
20 40 364 37.0 796
30 22 200 204 100.0
Total 108 98.2 100.0

Missing  System 2 18

Total 110 100.0
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Cumulative
Frequency | Percent | Valid Percent Percent

valid 1.0 53 482 491 49.1
20 33 300 306 796
30 2 200 204 100.0
Total 108 98.2 100.0

Missing ~ System 2 18

Total 110 100.0
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Cumulative
Frequency | Percent | Valid Percent Percent
valid 1.0 45 409 424 421
20 36 327 336 757
30 26 236 243 100.0
Total 107 973 100.0
Missing ~ System 3 27
Total 110 100.0
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