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The first source by Arora and Sahu (2013) clarifies the general principles behind using celebrities to endorse products, but this source is over ten years old and does not represent changes in contemporary digital marketing and social media. However, it is relevant because it engagingly relates explicitly to the use of celebrity endorsement as a marketing method. The authors are both from managerial backgrounds. Although the journal is not an elite academic journal, the article is a peer-reviewed source. Most of the article is conceptual and non-empirical, yet it articulates well how using celebrities can enhance brand recall, trust, and interest among consumers. The purpose of this source is to inform readers about the reasons that endorsing a celebrity works, and it did not appear to have an extreme bias.

The second source by Jun et al. (2023) is current and reflective of modern trends in consumer behaviour, branding, and media. It is very relevant to the topic as it discusses when celebrity endorsements develop stronger connections with consumers and examines how selected traits of celebrities affect how consumers relate to their brands. This journal is published in the Journal of Business Research, which is respected in the academic community. The authors are reputable research scholars. The article is based on solid empirical evidence and quality statistical analysis. All these aspects demonstrate reliability in findings and academic integrity in its evidence base. The article's authors explicitly state that their intention is to build the scholarly canon in this area, and to help marketers determine when celebrity endorsements strengthen connections between consumers and brands.

A compare of each source shows that both argue that using celebrities as endorsers for products typically improve market outcomes, although they provide a different account. Arora and Sahu (2013) offered an exceptional general explanation of how and why celebrities theoretically enhance brand perception by improving brand recall and trust. Their argument is a general overview of why using celebrities is a successful endorsement strategy. However, Jun et al. (2023) provide an advanced and additional detailed account of their findings. They found that using celebrity endorsement to build consumer brand connections featured different levels of effectiveness. Their findings suggest that a celebrity as an endorser does not always automatically create consumer brand attachment; rather whether a brand/celebrity fit creates meaningful persuasion is more impactful than the value of how celebrities appeal to consumers with specific traits. Jun et al. (2023) describe that strategic alignment is important when selecting and utilising celebrities for endorsement strategies. The older article is still conceptual and describes how using celebrity endorsement increases benefits for the brand; the newer article provides context about the specific conditions the factors lead to endorsement success. Together both sources align to balance a broad traditional description and modern, evidence-based considerations for understanding how endorsements change consumer perceptions.
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Celebrity Endorsements in Business Marketing

Brands have utilised celebrity endorsements in their marketing strategies for decades, and companies continue to invest substantial resources into advertising and marketing with celebrities. The main argument of this paper is that celebrity endorsements will still work for marketing strategies when applied judiciously and with understanding. This argument is supported in the next sections using the 4As framework, which helps develop a clear line of reasoning. This essay argue that celebrities can be leveraged to enhance the brand image and support consumer decision-making, depending on the celebrities' credibility, relevance, and how the audience relates to them. The author also notes that there are some risks involved, but the payoffs typically exceed the drawbacks when endorsements make sense for the brand and target market. 

The first point of argument is that celebrity endorsements can heighten brand attention and stretch consumer interest. Well-known celebrities facilitate attention from the public, and this spotlight on the celebrity can be placed on the products being endorsed. Research supports a brand becoming more memorable and captivating, especially in a competing marketplace (Jin, et al., 2023). This affirms that a celebrity can assist a brand because the characteristics of a celebrity can help strong brand associations to be made, i.e. a celebrity can help consumers make an association with the brand for trust, confidence, or attractiveness (Jun et al., 2023). This indicates that celebrity endorsements mainly work because the consumer is forming emotional or cognitive associations of the celebrity and a product. This analysis also indicates that a celebrity can serve as a shortcut mental process for a consumer to make quicker judgment associated with the brand. Lengthy processes of reasoning will factor into the celebrity, especially in production practice, companies often select celebrities based on the way the celebrity’s personality aligns with the brand identity (sportswear by athletes or luxury product endorsements by an actor, for example). The implication in these shows is how the celebrity endorsement attention builds awareness and interest and subsequently leads consumers to engage with the brand (Ramachandran and Kumar, 2016). 

A second claim that is made is that celebrity endorsements can boost trust and influence consumer attitudes when the celebrity is credible. Credibility is significant, as customers draw from credible figures to help with their decisions, even when they are aware that the celebrity is compensated for the endorsement. Credible endorsers have been defined as individuals who, through their endorsement, seem trustworthy and can enhance brand trust, brand preference, and purchase intention by making the experience feel more authentically reliable (Sambath and Jeng, 2014). The analysis suggests that brand trust forms when a customer feels that the celebrity aligns with their expectations of particularly representing the values of the product. Part of the view of endorsements is that it is not only about popularity, but about perceived credibility, reliability, and expertise. When credibility is established and brand trust is formed, consumers are made more comfortable and are influenced to engage with the product offering. This notion is evidenced when companies have chosen celebrities not on popularity alone, but on their behaviours remaining constant with a positive public reputation. The celebrity becomes a stronger, credible, and more convincing endorsement when they meet the expectations of the intended market (Shafie et al., 2023). 

The third claim is that celebrity endorsements work when the message resonates with the audience's feelings and motivations. Research in both commercial and non-commercial sectors of marketing has consistently shown that celebrities can impact attitudes by creating emotional connection and facilitating behavioural change. Celebrity influence has been demonstrated to be particularly powerful, for example, in conservation campaigns where emotional connection is important to change public behaviour (Duthie et al., 2017). This example also points out that endorsements can work as much through emotions as through logic. Consumers, when inspired by or connected to the celebrity, are primed to listen to the endorsement messaging. Typically, brands will create campaigns where the celebrity's lifestyle or personal story is featured to create relatable messaging for consumers. This emotional appeal can enhance consumer loyalty since people may feel personally connected to the brand and the celebrity endorsing the brand (Sankar, 2020).

While the use of celebrity endorsements continues to be commonplace in marketing, another part of the argument allows for the fact that celebrity endorsement campaigns are likely not successful at times. These endorsement campaigns fail when the celebrity does not suit the brand image or if customers are sceptical and feel that the endorsement is not an honest match. Future research (Nzuva, 2021) has shown that endorsers lost their value when they acted poorly, and the celebrity's social media or even media coverage portrayed initial sameness, damaging the company brand. This evaluation affirms that endorsements must be thoughtfully planned and companies managed by selecting endorsers of having strong personalities and reputations. Brands or companies that do not consider brand–celebrity fit risk confusing customers rather than persuading customers. This applies very well to many historical unsuccessful endorsements when scandals caused the company and brand to cancel endorsements. This underscores the importance of endorsers being in line with creating safe and uplifting ideas linked to the company brand and developing promoting strategies.

The final part of the argument ties these ideas together. When attention, trust, emotional connection, and strategic fit are in line, celebrity endorsements can be powerful tools that have the potential to enhance performance on the brand. The benefits persisted across a variety of product categories and campaigns. Celebrity endorsements typically require investment and thoughtful planning but continue to be method companies have used in marketing to create attention and engage consumers because they yield a greater influence on consumers' attention, perceptions, and ultimately behaviour compared to a traditional method. The type of endorsement and use of a celebrity is not as important as closely linking the qualities of the celebrity to the brands value and the audience expectation expectations qualify the time and efforts of endorsing the celebrity within the 4As framework.

The conclusion is that celebrity endorsements are effective in marketing organisations today when companies are planned strategically. There is sufficient evidence demonstrating the celebrity endorsement can create attention, trust, and emotional connection, and lead to strong consumer attitudes and positive purchase intentions. Companies do operate on risks, especially when the endorsement relates to the brand's credibility or celebrity fit to the brand, with planning these risks can be managed. Overall, celebrity endorsers still have worth because they provide visibility, create influence for emotional connection, and emotional appeal, making them persuasive in today's marketing.
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Research indicates that celebrity endorsements are most effective when the celebrity
is consistent with the brand image and the target audience. Finding a good match
leads to higher levels of trust and purchase intention (Sambath and Jeng, 2014).
Celebrity endorsements become even more effective when the celebrity is perceived
to be credible and authentic, as customer trust makes consumers feel more at ease
about the product (Shafie et al., 2023).

On the other hand, endorsements can be risky. If the celebrity does not match the

brand or becomes embroiled in negative publicity that causes the consumer to see
them in a negative light, consumer trust decreases, and the brand can experience
fallout (Nzuva, 2021). This indicates that organisations should proceed cautiously

when selecting endorsers.

Research has also concluded that celebrities affect purchasing behavior through
utilising an emotional disposition. Utilising emotional storytelling makes consumers
feel connected to the celebrity and the brand (Sankar, 2020). This emotional
connection serves to enhance memorability and persuasion when it comes to
endorsements.
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Example: Rihanna & Louis Vuitton

+ When Rihanna partnered with Louis Vuitton, she established herself as a viable
global ambassador for luxury. Leveraging her strong personal brand, self-
assuredness, and extensive fan base, she benefited Louis Vuitton, but more
importantly, opened a dialogue with younger and more diverse customers. The
partnership accomplished fantastic creative work because Rihanna embodies
the ideals of creativity, luxury, and modern culture that Louis Vuitton wanted to
communicate to its customers. Even more, they encapsulated Liu's findings that
the celebrity personality can elevate brand image and reach out to new
audiences (Jun et al. 2023).

Conclusion

+  When a celebrity is credible, supports the brand and is relevant to the target
audience, endorsing a brand can help build a customer's attention to the brand,
trust, and emotional engagement and lead to building loyalty. However, the
practice requires a level of planning, because having a celebrity adjust poorly to
a brand or experience adverse reporting could impact the brand (Nzuva, 2021)..
All things considered, when utilized properly and strategically, celebrity
endorsements can still be a powerful and beneficial piece of the marketing mix.
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Celebrity endorsements still play a role in marketing, in
part, because consumers tend to follow prominent
individuals, thus attracting followers and creating brand
awareness and ultimately sales. Research has also shown
that celebrities can help enhance integrity of brand
association (Jun et al, 2023), and brands use this strategy
because the positive association with the celebrity, tends to
transfer to the product the celebrity endorses.
(Ramachandran and Kumar, 2016).

Celebrity endorsement is also relevant in today’s marketing
because brands are competing for consumers' attention
and interest. Research has shown that celebrity influence
can result in behavioral change, attitudes, advocacy, and
social causes through emotional engagement (Duthie et al,
2017). Celebrity endorsement can be effective, when done
well, therefore they can be used as an effective marketing
strategy.
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