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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
	CRAAP Component
	Evaluation

	Currency
	• Published in 2013, making it moderately outdated. 
• Still relevant for foundational concepts but may not fully reflect current digital marketing trends.

	Relevance
	• Directly addresses celebrity endorsement as a marketing tool. 
• Highly relevant to understanding traditional marketing impact.

	Authority
	• Written by academic authors in management studies. 
• Published in International Journal of Management Prudence, a credible but less widely cited journal.

	Accuracy
	• Draws on established marketing theories. 
• Limited empirical evidence reduces robustness.

	Purpose
	• Aims to explain and analyse effectiveness of celebrity endorsement. 
• Informative and objective in tone.

	CRAAP Component
	Evaluation

	Currency
	• Published in 2018, offering a more current view.
• Reflects modern developments in digital marketing and consumer behaviour.

	Relevance
	• Reviews the evolution of celebrity endorsement research.
• Highly relevant to understanding both traditional and modern contexts.

	Authority
	• Authored by a recognised scholar in marketing and hospitality.
• Published in the reputable International Journal of Contemporary Hospitality Management.

	Accuracy
	• Provides comprehensive literature review and evidence-based insights.
• Strong methodological foundation enhances credibility.

	Purpose
	• Seeks to critique, synthesise, and map developments in celebrity endorsement research.
• Scholarly and unbiased.



Arora and Sahu (2013) and Yang (2018) examine the role of celebrity endorsement in business marketing but with somewhat different analytical approaches with different depth. Arora and Sahu take a relatively larger focus on the foundational definition of celebrity endorsement, arguing that a celebrity enhances the appeal of the endorsements brand due to their aspirational qualities, credibility, and public engagement. They argue this is particularly relevant because the consumer will associate the celebrity’s presence and positive attributes with the endorsed brand which influences their trust in the brand and positively influences purchaser intention. Yang (2018) has posited these foundational ideas to an extent; however, Yang expands the discussion by analysing the work and important themes of celebrity endorsement and the evolution of the research on the topic overtime, particularly in relation to new media and audiences' changing behaviours. While Arora and Sahu treat celebrity endorsement as simply an effective marketing tool, Yang provides a more nuanced perspective of the strengths and limitations of using celebrity endorsement. For example, Yang provides a better understanding of the degree of endorsement and endorsement effectiveness is contingent on celebrity brand congruence, authenticity, and audience alignment. Yang also points to risk, such as negative publicity from the celebrity, overexposure, or mismatched partnerships that can impair brand reputation instead of enhancing it. Yang's point on integrating the contribution of social media further disrupts endorsement practices as the role of influencer represents a significant modern move, which transcends traditional endorsement practices. This fluidity and appearance of delineation speak broadly to ways the endorsement perspectives affect how new 'status' or credibility translates into purchase. The combined perspectives contribute to the understanding of celebrity endorsement, because while it's still used, it requires strategic alignment, audience considerations, and management of celebrity brand relationships to effectively deploy endorsement practices. Collectively, the endorsement work presents a composite understanding of celebrity endorsement as it highlights that endorsement effectiveness is negotiable based on the new media paradigm and changing consumer behaviour.
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Celebrity endorsement has been recognised as one of the most potent ways for businesses to market their goods in today's marketplace. Businesses leverage celebrities to endorse their brands and their products in the hopes that consumers will adopt their impressions of the celebrity to the brand. While some could argue that celebrity endorsement is tired or too expensive, the evidence that celebrity endorsement is highly successful is concrete if it is done effectively. Using the 4As framework (Attention, Attraction, Affinity and Action) this essy asserts that the celebrity endorsement remains a viable marketing strategy because it stimulates consumer attention, encourages emotional connection, elevates trust in the brand, and promotes intent to purchase. 

The first A of the 4As framework is Attention, where celebrity endorsement exists within its strongest function. The recognition of celebrity public figures easily creates curiosity and interest even though their face is unsociable to product, as consumers recognise public figures from the world of entertainment, sport, or media. Recognition alone is often enough to assure advertisements stand out amongst the thousands of ads that compete for consumer attention and sometimes establish credibility. One study indicated that the presence of a celebrity can enhances the visibility of online advertisements, resulting in higher consumers being inclined to recall just that advertisement, proving that celebrity presence creates effectiveness in the digital environment (Sufian et al., 2021). In highly competitive markets, where brands battle it out to potentially grab consumer awareness, celebrity endorsement creates an advantage when it comes to pulling attention towards a product. The compelling nature of such attention is the primary reason brands continue to seek celebrity partnerships. 

The second A, Attraction, refers to the persuasive pull gained from the shared and appealing qualities of the spokesperson. Celebrities often gain characteristics such as confidence, success, and beauty qualities that consumers may appreciate or seek to achieve. These characteristics can make certain advertising messages more persuasive. Research in business marketing indicates that the attractiveness, credibility, and positive body posture of the spokesperson have substantial effects on consumers' evaluations of the advertising message (Dutta et al., 2024). A spokesperson who is attractive and appears confident and trustworthy will likely promote impressions toward the brand they are endorsing. Celebrity endorsement not only captures consumer attention but also provides boundaries for interpreting the message. By achieving this persuasive quality, brands can create stronger and more desirable advertising messages. 

The third A is affinity; the emotional and psychological bond that consumers experience toward the celebrity. Once consumers develop affinities toward the celebrity, the consumer will often apply or transfer these feelings over to the endorsed brand. This is what makes celebrity endorsement a stronger marketing tool compared to a regular advertisement, as the mechanism taps into an already formed relationship between the celebrity and the audience. Research shows that when consumers believe the celebrity is a good fit with the brand and relate to the celebrity, the effects on brand attitude and intentions to purchase is even stronger (Pradhan et al., 2016). A good fit between the spokesperson's personality and brand image seems to be paramount, as a mismatch can reduce credibility. Further, research suggest that celebrity endorsement is successful when there is a thematic connection between the spokesperson and the consumer, or the consumer perceives the celebrity to be authentic or talented (Rocha et al., 2020). This emotional bond encourages people to have trust in the advertisement and a likelihood of forming a preference for the brand. 
The last step is Action, whereby the consumer acts on making the choice to acquire the product. Celebrity endorsement is known to enhance purchase intention, but only when the endorsement is credible and relevant. Various research studies done in various markets indicate consumers are more likely to select a brand endorsed by a celebrity because many consumers make their choice based on celebrity endorsement, especially in emerging markets where consumers tend to rely on external cues more so than in developed markets, for instance fame or recognisability (Osei-Frimpong et al., 2019). There is also evidence that demonstrates consumers are even more likely to prefer products endorsed by celebrities that they trust, as the endorsement contributes to reducing uncertainty and building brand confidence (Adedeji, 2021). Celebrity endorsement ultimately plays a valuable role in informing consumer decision-making. However, endorsement does not equate to positive action 100% of the time. An example would be a celebrity involved in controversy or if the endorsement does not seem genuine. This reinforces the necessity for a company to ensure they have the ideal spokesperson and that the company remains strongly aligned with the brand message.  

Critics of celebrity endorsement argue it is risky, irrelevant, and outdated, but there has been evidence of a shift. This shift is modern in that today's consumers directly engage with celebrities on social media platforms or the possibility of real-time engagement. Therefore, celebrity endorsement is becoming direct and interactive, without the reliance on paid influence as seen traditionally. The modern take on celebrity endorsements pushes the argument celebrities affect the endorsement more deeply when they arrive to seem more relatable and authentic. Scholars have observed that celebrity endorsements expand due in part to the creation of new forms of media and the opportunity for celebrities to communicate more personally with dedicated fans and followers, thereby increasing their persuasive power (Yang, 2018). Overall, this demonstrates celebrity endorsement is not fading away but evolving with the social changes that impact consumers’ decisions, in which companies must utilise new strategies to meet changing consumer behaviours. 

Overall, the 4As framework helps to illustrate why celebrity endorsement as a marketing strategy continues to be a powerful persuasion strategy. Celebrities engage consumer attention, provide an element of enjoyment, enhance emotional connection, and potentially lead to action in the form of purchasing the product. Although the strategy carries some potential risk and can require more management than other strategies, the research consensus indicates that celebrity endorsements leading to a more appropriate match of celebrity to a brand does lead to favourable brand attitudes and purchase intention among consumers. The 4As framework props up the contention that celebrity endorsement still plays a role in the business of marketing today.
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Introduction: Why Celebrity
Endorsement Matters

« Celebrity endorsements are a tactic employed by
organisations in which famous people are used to endorse
products or define brand image (Arora & Sahu, 2013).

« Celebrities add credibility, attention and emotional ties for
consumers.

« In an era of competing interests, endorsements increase
overall brand recall and result in increased persuasion,
especially through digital platforms (Sufian et al., 2021).

« Organisations select celebrities to endorse brands because
audiences frequently associate the endorsement of a car or
fragrance, along with the status, personality, and success of
the celebrity, with the brand.
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Key Findings & Real-
World Example

Key Research Points:

« Research has established the positive influence of celebrity
endorsement on both advertising effectiveness and intention to
purchase products (Muda et al., 2014).

« A meta-analysis of the endorsement literature indicates that
~ endorsements increase brand attitude, ad attitude, and purchase
LN intention (Knoll & Matthes, 2017).

« Factors of effectiveness include credibility, attractiveness,
expertise, and body language (Dutta et al., 2024).

The Power of Celebrity Endorsement

Ertwrced Brand Rucal « Endorsements are particularly effective in online environments
due to visibility and sharing capability.

Real World Example:

« George Clooney and Nespresso.
ng Expertise and

« Clooney’s image compliments the premium taste of Nespresso.

« This partnership gives Nespresso increased global brand
exposure and long-term brand loyalty.

Buliding Trust and

Creciley « Clooney's endorsement demonstrates a strong celebrity—brand
match; matching research indicates a greater likelihood of
persuasion and increased authenticity (Knoll & Matthes, 2017).
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Conclusion

« Celebrity endorsements can be very effective, provided
that the attributes of the celebrity match with the brand's
values and intended audience (Muda et al., 2014).

« Celebrities can create brand differentiation and emotional
connection for the consumer (Arora & Sahu, 2013).

« On the other hand, endorsements can incur challenges
due to high prices, risk of a scandal, or poor match (Knoll
& Matthes, 2017).

« Evidence supports that posture, body language, and
credibility affect consumer trust (Dutta et al., 2024).

« In summary: A powerful, yet risky strategy that needs to
be used thoughtfully.
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