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Source 1 
Pros and cons of Celebrity Endorsements (Milton, 2024)
The source gives a balanced view of the pros and cons of celebrity endorsements. Its currency (2024) maintains a relevant view into modernised marketing information; although its importance is strong, it aims to explore both areas of the topic. Even though it is fair, the academic website shows its writing with accuracy by lining up the points for a more widespread form of marketing concepts, such as brand awareness, building trust and avoiding celebrity scandals. The reason is to give information rather than persuade, meaning it is acceptable for gathering a good understanding of the potential outcomes, such as benefits or risks. The information given shows how businesses can learn how to build trust with consumers and avoid scandals for celebrities, although the information isn’t persuasive but to be understood.

Source 2 
Celebrity Endorsement Criticism, The disadvantages and restrictions (FasterCapital, 2025)
The source examines a direct critique of celebrity endorsements, last updated in 2025 to keep up with current business conditions. It is extremely vital as it explains the possible risks and restrictions commonly overlooked in promotional circumstances. Although FasterCapital isn’t an academic publisher it has industry authority as a platform for consulting, and its analysis is shown to be correct, showing the worries backed by marketing case studies, such as poor return on investment, therefore disregarding celebrity credit and short promotions. The purpose of it is as a caution, guiding businesses to analyse whether endorsements are a good financial decision. The source gives a widespread view so it can be understood at any level therefore allowing businesses to be more aware and understand more effectively.
Both of the sources give valuable information but also give the different perspectives on celebrity endorsements, giving a good understanding of their effectiveness. Birmingham City University (2024) provides a well-considered, balanced view by outlining the advantages, such as brand insight and consumer trust, and the disadvantages, including high costs and the risk of celebrity scandals. In comparison, FasterCaptials 2025 analysis excessively dives into the restrictions of the strategy, giving a more critical view, highlighting issues such as uncertain return on investment and short-lived celebrity influence. Both sources bounce off each other, although source 1 generates the basic advantages and disadvantages by using celebrities in marketing. Source 2 goes into the critique by examining and explaining the basic risks and challenges a business must consider. Collaborating these two sources shows that celebrity endorsements can be promotional assets, but also shows that the effectiveness isn’t guaranteed and has to be evaluated with financial and reputational risks. Both sources allow for businesses to understand different levels needed, therefore allowing them to understand more efficiently.
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The use of celebrity endorsements as a business marketing tool is a well-explained method of marketing, with multiple businesses investing large amounts of money into including their products with famous people. Those who support using celebrity endorsements believe that they provide businesses with a reason to be different from other companies in the market to create credibility with their customers. Although, despite the potential for celebrity endorsements to generate additional revenue through increased brand recognition and loyalty among their consumers, most celebrity endorsements don’t create consistent or positive results for the company and can end in financial and reputational loss for the company. The purpose of this essay is to explain how celebrity endorsements may increase brand exposure. It's an unstable and expensive way to advertise. The 4A’s framework outlines the disadvantages and the benefits, where consumer behaviour has become increasingly doubtful and is less influenced by the traditional frame.
An argument for this viewpoint is that the marketing potential of celebrity endorsements is almost always exaggerated. In consumer psychology research, there is a finding that celebrities can attract a person’s attention it does not always translate into consumer loyalty to a certain brand over time or increase sales. Keller (2013) explains that brand equity is dependent on value and a consistent consumer experience rather than celebrity endorsing the products. This is agreed on by Milton (2024), who explained that celebrities can generate short-lived excitement but commonly lose influence fast after the initial excitement created by the endorsement disappears. Also, an examination of major marketing campaigns shows that endorsements are generally only able to create a temporary increase in interest, especially if the products don’t have a unique proposition. Many brands have been successful at maintaining high-profile endorsements, but have all seen dramatic sales decreases due to the fact that consumers are driven by the quality of the product and market trends rather than who is endorsing them. 
Additionally, celebrity endorsements provide financial risks to both large and small businesses. For example, employing a well-known person can be very costly and may include the costs of millions in fees and expenditures. Also, it’s impossible to certify an income from the celebrity endorsement. According to FasterCapital (2025), the return on investment for a celebrity endorsement campaign has high levels of instability and therefore multiple campaigns do not create enough income to cover the loss. In addition, companies often assess the commercial value inaccurately, while they also underestimate the changes in consumer opinions. Companies that have invested a decent amount of money in celebrity partnerships will most likely be economically unavailable. One example of the situation is between Adidas and Kanye West for the brand, Yeezy. At first, it was successful, but turned into a financial risk due to the negativity generated by the behaviour of the celebrity,  therefore, adidas discontinued the relationship and lost a lot of money in the process. These examples show how celebrity partnerships, which at first are profitable, can suddenly become financial liabilities.
Authenticity and credibility are other key factors. Today's consumer is well informed about sponsored content and gets paid promotions by celebrities; therefore, many consumers will be worried about what comes up due to the potential financial risks. As noted by Emmandi (2017), authenticity has a good say in what to do with how successful celebrity endorsements are; however, in today’s digital age, many people have worries about how the celebrities actually use and believe in the product they are promoting. Credibility issues can be a concern. FasterCapitol (2025) explains how credibility gap issues are a main weakness for celebrity endorsements. They explain that consumers will lose trust in a certain brand when the celebrity doesn’t explain the product’s purpose or explain to the correct audience. Credibility issues are more viable in fitness industries or beauty, as they may require a demonstration, and the celebrity would have to have some knowledge on the product. When a celebrity promotes multiple brands at once, the message across will be confusing, but can also be trusting. This may increase the persuasiveness as it shows an argument of what is more beneficial to the target audience, therefore making it more transparent and not being one-sided to a certain product.
The use of celebrity endorsements to endorse products suggests that well-known individuals can provide their followers with a larger view of brand recognition. There is evidence to show that increased views from endorsing a celebrity do not always translate into real consumer engagement. Amos, Holmes and Strutton (2008) explain that for a celebrity to successfully promote a product, they need to have a connection with the product. Many brands are more worried that making use of a famous person for their brand that doesn’t align accordingly can change the whole brand’s goal and identity. Although it is possible a celebrity can bring increased views, there are possible risks of scandals, and the public’s opinions regarding a celebrity’s companies may find it vital to separate from the celebrity. ProsPlusCons (2024). Examples of celebrities who have damaged a brand through actions include many high-profile athletes and influencers. It has been demonstrated that a celebrity's actions can hurt the way consumers view the product being endorsed by that celebrity. However, this is usually short-lived and doesn’t change the customer loyalty for the brand. As the digital era continues to grow, it has been shown that opinions are heavily influenced by peers rather than the opinions of celebrities.
Although celebrity endorsement may create an opportunity for brands to be noticed, it will mainly be expensive and unreliable. The risk of failure with using celebrity endorsements has increased due to the financial risks involved and the reputation of the brand. When viewed from the perspective of the 4 a’s model, the research clearly demonstrates that there are many more disadvantages to using celebrity endorsements. For businesses that want to develop and become successful, the best strategy is to focus on building unique products and creating value within those products, which can form a positive relationship with customers rather than having to rely on expensive celebrity endorsements.
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