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Abstract
What is common among individuals is the fact that all are consumers, and their consumption decisions affect the economic environment in the local and global level. So, to Schiffman and Kanuk (2000), consumer behaviour is a bit of much importance for marketing. In a globalized market, it is increasingly important to understand the dimensions that balance consumer preferences between global and local brands. In many cases, celebrity and athlete endorsements influence the sale of sporting goods, which in turn influences people's attitudes towards advertising, brands, and the purchase decision. This study considers celebrity endorsements and brand studies, and its ultimate objective is to examine the effect of celebrity endorsements on the intention to buy products from global and local brands.
The specific objectives are: i) verify that the celebrity endorsement impacts the intention of buying products from global and local brands; ii) identify the type of celebrity (global and local) impacts at different levels, the intention of buying products from global and local brands, considering the involvement with the product; iii) analyse the impact of celebrity endorsement with intention of buying products from global and local brands, considering ethnocentrism.
To answer the proposed problem, an investigation was carried out with the quantitative methodology and designed a survey that allowed to understand the relationships of cause and effect between the study variables. Survey participants were 70. Respondents were divided into 2 groups, where 55 respondents will be Adidas customers and 15 respondents will be Adidas representatives. Through the survey, it was observed that the prestige of global brand more influence on purchase intent than the celebrity endorsement. Added to this, there was no statistical evidence that the global celebrity impacts more than the local celebrity. Finally, we discuss the results and offer up possibilities for future studies.
Keywords: Celebrity Endorsement; Consumer Behaviour; International Marketing; Brands.
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[bookmark: _Toc84002391]Chapter 1: Introduction
[bookmark: _Toc84002392]1.1 Background of the Research
McCracken (1989) defines the concept of 'celebrity endorsement' (celebrity endorsement) as "any person who enjoys public recognition and who uses this recognition on behalf of a consumer good by appearing with it in an advertisement " and suggests that if there is a symbolic 'coincidence' between the brand image and the Celebrity Image Celebrity support will be more effective.
We could say that the use of celebrities as collateral for goods (celebrity endorsement) was born together with the industrial revolution and the democratization of consumption in the northern countries. When the products are homogenized and their characteristics intrinsic and performance are no longer the important and differentiating element when it comes to buying, the brand emerges (brand values and personality) as a relevant factor and differentiator that gives meanings to acquired objects that goes beyond the practical benefits. The way to make tangible the values that the brand wanted to represent was materialized through the celebrity endorsement: endorsement or approval of celebrities.
Over the years and the massiveness that different media were acquiring communication, this practice became increasingly popular and has not ceased to be one of the clearest references in modern advertising. There are different reasons that can explain the use of celebrities, which not necessarily all must be conjugated. Each decision on the use or not of a celebrity will be defined by the characteristics of the product / brand, the environment competitive and audience characteristics. As an example, you can point out the following situations for which the use of a celebrity endorsement has gone taking more relevance as support to the commercial and communication strategy.
Today products are highly homogeneous and undifferentiated, and their technical characteristics do not represent any considerable differentiation between one and other. Therefore, brands detect certain qualities and characteristics that have or develop known characters and that are transferable to brands while allowing them to give a specificity and differentiation (Erdogan, 1999), through the values that celebrities project in terms of physical image, sympathy, reputation, credibility, closeness, etc.
Celebrities, especially those who generate great media interest, attract more attention and are very attractive when they appear in an ad advertising (Buttle, Raymond, and Danziger 2000). Celebrities generate interest by the media and audiences. Therefore, the brands that they endorse better obtain and maintain the attention of consumers (Atkin and Block, 1983).
According to DeBono and Harnish (1988), celebrities represent many of the aspirations of the target, especially for those people in whom the social acceptance and opinion of others are key elements in their relationship of socialization. Celebrities, in many cases, have high degrees of credibility, especially in areas with which citizens associate this character (Kamins 1990).
Celebrities arouse sympathy, empathy, and identification on the part of the target. Therefore, one way to bring the product / brand closer to the consumer is generating a relationship between the style that the celebrity has and the concepts that the brand. It generates 'Customer engagement' with the group of people to which you want to reach when feeling closeness, between the celebrity + brand equation, also deduces that the message recall levels will be considerably larger (Friedman and Friedman, 1979).
The celebrities and the congruence with the support for a brand through symbolic meanings that they generate, contribute to the construction of the consumer self-concept (McCracken, 1989). Celebrities tend to increase the credibility of advertisements (Kamins, M. A., and Gupta, K. (1994). If a character has a high degree of credibility in the audience, for example news anchors, journalists, athletes, women people tend to believe them more than a stranger.
The use of celebrities is especially effective when you want to learn quickly about new products. Build a brand without the eventual relationship that the audience makes between the values of the new brand and the celebrity it would be longer, complex and eventually more expensive (Vidal, 2014).
Increase the probability of purchase (Frideman and Friedman, 1979; Kamins, MA, 1990), Although there are no conclusive studies in this regard, the use of a celebrity could have a greater impact on the purchase or repetition of it.
Create and increase brand loyalty (Bush et al., 2004). If the audience feels affection, respect and admiration for a celebrity and the celebrity / brand connection is the correct one, it could be that people are loyal to the brand because they are also with the celebrity. 
Although it is very attractive and convenient to use this technique, they cannot ensure that it is solely and exclusively responsible for achieving the objectives of a campaign, because like anything else, there will be several factors that must be combined to achieve success in the sale of a product and there are no conclusive studies that give it to the use of a celebrity the absolute responsibility of that. Studies carried out so far, they have focused on the celebrity's credibility in terms of recommendations you make of a brand rather than the direct result on sales (Ohanian 1991). 
Bauman is much more scathing and critical in defining the role of a celebrity in the marketing and advertising, stating that “today, in today's society, celebrities are not more than commodities. They are the new cultural intermediaries” (Pardilla citing Bauman 2014). Likewise, the exaltation and fascination caused by the characters the rich and famous who appear in the media are an example of the influence North American and permeate society in general. Already Debord (1967, 2002), does several decades, he referred to the society of the spectacle where the frivolization of life brought to the screen, sold as merchandise and turned into a show, was a good business and today we see that this phenomenon is present every day with more force. Reality shows are the best example of the exacerbation of morbid and voyeurism of viewers and readers by spending hours reading or watching as people Ordinary 'lives' his life on television. Although the phenomenon of the reality show It is not new. In fact, the first shows that showed people in activities daily and without an established script, they go back to the 40's, it is not until late 90's when they had their boom and have not stopped. The rebirth of this format was under the responsibility of Big Brother, broadcast in Holland in 1999. The name of the program refers to the Big Brother of Orwell’s work that everything goes and watches it, which was exactly what millions of people did for 24 hours a day these tenant-guests. The franchise expanded to the whole world and from him he diversified the format, encompassing all imagined themes and characters. Specifically, and supported by these types of programs, the world of celebrities took a boost additional. Now, many media characters base the merit of their fame exclusively in their degree of exposure and level of being known. Be 'boy or girl reality´ has become a profession, that is to say being a celebrity is a full-time job.
McCraken (1989) point out in his study, that the celebrity is a person who by his own merits and independent of a brand has achieved a media notoriety and that makes it recognized by a large number of people. On In this sense, today we recognize as celebrities’ singers, actors, athletes, politicians, artists, journalists, models, presenters. A celebrity may or may not be a subject matter expert when recommending a product. However, it is considered a person with high degrees of media attention, memorability, and credibility (Ohanian, 1991). On the other hand, brand characters are created by an advertiser, within the framework of an advertising campaign, with the sole purpose of being the recognizable face of their products. Therefore, created absolutely under the communicative needs of advertising this category includes experts (doctors, mechanics, stylists, or simply characters characteristic of the brand, etc.) who are not famous, but are they know about the product. Within the brand characters you can also distinguish the 'typical consumers', that is, ordinary characters that represent the common and current buyer of the product and that in many cases achieve a high level of empathy with the audience.
According to studies by Friedman and Friedman, celebrities were more effective in maintaining brand recall and advertising than brand characters (Friedman and Friedman, 1979, p. 70), however, Tom et al. (1982), consider that Characters created by brands tend to be more effective as spokespersons of a brand as opposed to celebrities, because the former reflect brand values perfectly and you have control over them unlike celebrities (Tom et al., 1982).
[bookmark: _Toc84002393]1.2 Research Problem
Currently, famous people such as actors and athletes are widely employed for the promotion of many products and services provided by brands. In the global marketplace, celebrities have promoted a wide variety of brands. It is useful for a company to utilize a famous person to promote its product in order to strengthen communication with their clients and also make them aware and interested in it.
It is important for a company to hire celebrities in order to influence people's purchasing patterns, specifically the intent to spend money, the factor directly related to sales generated.  As a result, advertising a product using famous personalities is crucial as their fame can be a key to making the consumer buy the product. It is crucial for celebrities to have certain unique attributes, such as being good-looking, to make them rememberable to potential customers before being hired as brand ambassadors (Dix, 2010). In contrast, consumers typically trust advertisements based on the ratings of the persons they see in the advertisements. When it comes to futsal boots, most buyers prefer to purchase them if the product is endorsed by a famous sports personality. In addition to Beckham getting $160 million while Adidas pays Paul Pogba $40 million by annually, the two are the highest-paid athletes in soccer.  Lionel Messi is paid £18m million, and he recently became the second Adidas soccer player who followed David Beckham with the launch of the iconic Messi signature line. The development of new product lines requires a lot of money, which is known to the company (Group, 2019). It has been determined by the data above that hiring a celebrity to be the face of a particular product is a costly endeavour. Hence, it is really necessary to determine whether or not it is worthwhile for a product to have a famous personality as its face so as to influence the buying decision of customers. It is therefore very important to conduct research that identifies how the above influences the market, for which England will be a research place. A complete description of the study's population, sample size, and exact location will be presented during a later stage of the project.
[bookmark: _Toc84002394]1.3 Research Aims and Objectives
This research is primarily aimed at impact the influence of celebrity endorsements on consumer purchasing decisions
The objectives of this research are to analyse the influence of:
1. To determine the impact of celebrity endorsement on consumer buying behaviour.
2. To analyse the different type of strategies that Adidas uses for celebrity endorsement.
3. To analyse the overall effectiveness of celebrity advertising on Adidas's brand image.
[bookmark: _Toc84002395]1.4 Research Questions
1. What is the impact of celebrity endorsement on consumer buying behaviour?
2. What strategies do Adidas use for celebrity endorsement?
3. What is the effectiveness of celebrity advertising on Adidas's brand image?
[bookmark: _Toc84002396]1.5 Structure of the Study

The work is divided into five sections, in addition to this introduction Chapter1:
Chapter 2: Literature Review - this chapter presents a summary of the themes covered in the research, the definitions and concepts used in the work, and the formulation of the verified propositions.
Chapter 3: Research Methodology - this section covers the methodological procedures, with description of the experiments, definition of the sample, operationalization of variables and statistical techniques used to verify the formulated propositions.
Chapter 4: Findings and Analysis - this chapter details the analysis of the data collected in the survey, the statistical analysis and the results found.
Chapter 5: Conclusion and Recommendations - this chapter details the analysis of the data collected in the experiment, the hypothesis tests and the results found and recommendations with new strategies.


[bookmark: _Toc84002397]Chapter 2: Literature Review

Introduction
An endorsement occurs when a corporation who wishes to advertise its products uses a celebrity to represent it as the face of the company, which automatically makes them adhere to the brand since the famous person represents their level in society or their position in the sports area that they represent. For ages, celebrities have been considered to be the direct path to a direct niche in a market that has a lot of brands from all over the world (Blackwell, Miniard, & Engel, 2006).As outlined in the write-up below, adidas has been influenced by a wide range of factors which have made them one of the most respected sports goods manufacturers.
From the second half of the 20th century and as a product of development and impact mass media, began to study the different elements that make up the communicative and persuasive process. In this context, different models and theoretical positions that support and explain the role of celebrities, as sources and incidence in the persuasive processes that occur in the promotion of consumption of brands, which emphasize different dimensions of the process and its components. Likewise, they explain the behaviour of the audiences in the face of the intervention of celebrities, brand characters or new characters that they have emerged on the internet as endorsements for brands and products.
There are different theoretical approaches that indicate and synthesize a set of Factors that explain the use of celebrities as brand endorsements in advertising. These factors are combined in different ways and levels according to the model that explains it.
Even though the models that support the effectiveness in the use of celebrities as endorsers or guarantors arise from experiences in the practice of this strategy, it is not has managed to fully validate each one of them, nor assign them characteristics predictive of success in the results, but rather serve as a guide in the use of famous people as endorsements. Over the years the approaches that have tried to explain the phenomenon of celebrities used in advertising have been mainly based on the following models:
· Credibility of the origin model: Hovland, CI and Weiss W. (1953). 
· Source Attractiveness Model (McGuire, 1985). 
· Meaning Transfer Model (Langmeyer and Walker, 1991a; 1991b; McCracken, 1989). 
· Elaboration Likely hood Model (ELM). (Cacioppo, JT, & Petty, RE (1984).). 
· Keller’s Brand Equity Model.

[bookmark: _Toc84002398]Different Strategies Adidas uses for celebrity endorsement
Adidas mainly use the promotional and advertising strategy. Adidas has always endorsed and promoted itself through media. Adidas promotes itself through commercial campaigns on TV, print, online, billboards etc. In one of its most memorable marketing campaigns, with David Beckham, Messi, and Paul Pogba, they were shown facing their own fears and at the end they successfully overcame this. With over million followers on Facebook & Instagram, the brand constantly engages with its users online. With this Adidas’ tagline “impossible is nothing” was also released. Additionally, Adidas sponsors leading athletes in a variety of sports. Adidas is also featured in various game advertisements like Sony play station, etc. By using this approach, the legendary Adidas brand remains in everyone's mind, brand awareness is raised, and marketing efforts can be dedicated to retaining and attracting targeted customers. In addition, the adidas brand also has a number of strategic partnerships and creative collaborations in place. The strategic partnership with Kanye West is the most significant one ever created between the adidas brand and a non-athlete, while the collaboration between adidas Originals and Pharrell Williams remains highly influential. 
[bookmark: _Toc84002399]2.1 Source Credibility Model
The source credibility model is based on research in psychology social, related to learning and was developed by Hovland in conjunction with other researchers at Yale University in the 1950s. This model is sustaining on four important processes: 
· Attend. 
· Understand. 
· To accept. 
· Retain (learn and evoke it).
Learning is directly related to the ability of the student message and arguments to generate a change in their behaviours, beliefs, or attitudes. Hovland attached importance to the message, the channel, the characteristics of the audience and especially to the source, pointing out that the success of a message it will depend on the 'expertise' and 'honesty' of the latter. Hovland, CI and Weiss W. (1953). In the extent to which a source is perceived as credible, an expert with the ability to feel identified with your audience, physically attractive, could generate better results in regarding the effectiveness of the message. But what is credibility? In this sense, several authors such as: Baker, MJ; Churchill, GA (1977), Kahle and Homer, (1985); Maddux, JE, & Rogers, RW (1980) identified three key elements to define the concept:
1. Knowledge: Many celebrities have vast experience in caring for the physical appearance, the development of a healthy life, the use of technology, etc., that gives them lived experience in a particular field. Therefore, it allows them to recommend a product, a brand and certain styles with knowledge and verifiable results.
2. Confidence: It can be interpreted as the transmission of strength and conviction about what is said and done. It is also linked to the experiences lived by the celebrity and particularly the positive actions carried out throughout his lifetime. Their coherence and consistency will give you confidence endorsed by concrete facts. 
3. Appearance and attractiveness: When it comes to generating a positive change of attitude in audiences, physical attractiveness is a key factor. There is better reception of messages from people that they are physically attractive or that their personality and relationship with others is pleasant.
The example, In Adidas case Celebrities' positive image will produce a more powerful message in the notice, making the Adidas brand more attractive, thanks to their positive influence on objective buyers. Advertisers believe their objective market sectors' good feelings toward Messi and Beckham will affect the embraced Adidas brand, which makes the brand more attractive to consumers. The objective was to communicate the effectiveness of its stability, achieved a high level of recognition, as the three points on which the credibility of the source is based. The actor, in turn, is physically attractive and for his expertise in achieves stability in a complex situation. Finally, the experience and years of celebrity's trajectory attest to its credibility at the time of exposing it to the experiment.
[image: The Modified Source Credibility Model | Download Scientific Diagram]
Source: Hovland, and Weiss (1953)
According to Mayordomo Zlobina, Igartua and Páez (2003), citing Milburn and Myers, (1995) and Perloff, (2010): 1) people tend to pay more attention to messages and arguments that come from someone attractive; 2) when an audience is exposed to messages from attractive people generate more experiences pleasurable and there is a better predisposition to both the person and the message. 3) The physical beauty causes the 'halo' effect, a phenomenon that is framed within from the study of social psychology and suggests that human beings tend to generalize the positive qualities of someone we find attractive. If a person is attractive, it tends to be attributed to social success, the ability to find a partner, being happy in love, intelligence, sympathy, generosity, etc. generating a perception, eventually skewed, and disrupted from the true attributes of the source. 4) The neuroscience research indicates that to a different extent human beings see their wishes, desires, goals and aspirations reflected in activities, successes and image that they project onto others, especially those who are taken as referring to follow or imitate. Product campaigns to combat the effects of aging, fat reduction and especially when looking to have a profiled and athletic body, are examples of how this effect works in people, which Lindstrom (2009, p. 63-63) recognizes as 'mirror neurons'. The effect of mirror neurons leads us, unconsciously, to perceive and feel that the source of the message reflects the ideal of person we would like to be, thus generating a different self-concept from the one we possess or reaffirming what we believe to be. From the above, the expectations of honesty, honesty, reliability, and experience added to the physical attractiveness that has the audience towards the source, it will be a perfect combination between what the source communicates, and the audience can accept. Even though an expert source may prove much more persuasive than a non-expert endorsement (Aaker & Myers, 1987), what will matter is how the target audience perceives it (Hovland, CI and Weiss W. (1953). In different cases from worldwide advertising, we can see how the mirror neuron effect is presents through the use of images of soccer players, exhibiting sports supplies or healthy eating or, the case of the beautiful movie star Charlize Theron, who promotes a high-end fragrance. The production of the spot exacerbates the beauty of the actress wrapped in a fantasy world and dreamlike touches that exalt the combination perfect between celebrity and product, combining appeal, source credibility and expectations of the audiences in order to encourage them to live a similar world and to appropriate, to a certain extent, the attributes of the celebrity through the use of product.
For their part, Friedman, and Friedman (1979) determined that there is also a strong correlation between the sympathy of the source and the confidence it inspires. For Therefore, the concept of credibility and attractiveness of a source does not refer only and exclusively to the physical, but also to the journey, experience, achievements, and memory historical record that the audience has the endorsement. At the Latin American level, the case of Don Francisco (Mario Kreutzberger), Chilean and host of one of the most old-world television, with more than 50 years of experience in television and official face of the Claro telephone company. Don Francisco has been the architect of the Chilean telethon, an event that is 38 years old and brings together all media for 27 hours of uninterrupted television broadcasting with the in order to raise funds for children with physical disabilities. The money that has been gathered Throughout these years, as a result of the campaign, it managed to build and maintain 13 centers rehabilitation, serving more than 25 thousand children throughout the territory, and that in their latest version managed to raise 55 million dollars. In this case, the credibility and attractiveness of the animator refers to the sympathy, closeness and trust that he generates as a person, in addition to his experience and being the leader of countless solidarity campaigns that They give you the attributes to be an attractive font. This is another case that exemplifies the broader concept of attractiveness: reliability, honesty and integrity, elements that go beyond the exclusively physical attractiveness flaunted by a celebrity. The combinations of all the elements indicated above will be relevant to When it comes to generating credibility and appeal of the source.
Desphande and Stayman (1994) argue that attractiveness, in its broad definition, does not is enough to give credibility to a source and they point out that ethnicity also plays an important role, especially in countries where the diversity of races is very wide and marked. The authors argue that people tend to trust others more that are similar to them. Therefore, they suggest that when selecting a celebrity to serve as a source for a message, careful selection must be made. In the Latin American case, there are no scientific studies that prove this approach judge by examples of the tendency and preference, spread especially by the media and advertising could contradict Desphande's studies and Stayman, given that an excessive valuation of people's image can be appreciated white, with more Nordic and European racial characteristics, especially as stereotype of beauty, on the contrary of privileging people with characteristics more mestizos and that are naturally more representative of the 'Latin American type'.
In addition, we have seen how, through time, celebrities with more Latin Americans have gradually become European, such as the cases of Sofía Vergara and Shakira. The latter has undergone more than just a change of 'look' as is usual in many celebrities. Rather, Shakira has mutated from a markedly Latin style, from black hair and thick eyebrows, platinum blonde, Anglo-Saxon type.
The attractiveness and credibility can have their limits, as stated by Perloff, (2010). A source (character) could exceed the expectations of the audience and generate rejection of little credibility regarding certain stereotypes that society has generated in around the expected image of the role that the source is playing. Perloff notes that using language, intonation, firmness, etc., are also relevant factors that will or will not give you credibility to the source. Therefore, physical attractiveness is not the only important element to when selecting a celebrity or brand character.
Hovland (1953) pointed out that another relevant factor in his model is the aspects related to the message. The firmness and forcefulness of the argumentative evidence play an important role in shaping the overall credibility of the entire message.
The novel, powerful and quality arguments have a high probability of be better valued and perceived by people with high self-esteem. Conversely, individuals with lower self-esteem are more easily persuaded and present better disposition towards attractive and credible sources that do not necessarily present argumentatively powerful and persuasive messages (Perloff, 2010). Even so, you are assumptions have been criticized, according to Mayordomo Zlobina, Igartua and Páez (2003), citing Stroebe and Jonas, (1996) for lack of empirical support, regarding power establish a real relationship between the content of a message, persuasion and physical attractiveness of the celebrity.
McCracken (1989) reaches out when he talks about the source and particularly to credibility, adding one more edge to the analysis because in many cases for audiences it is difficult to separate the real person from the fictional character he plays in series movies or his role as a famous person, therefore it could be that he is the character created, who brings together attractive and credibility characteristics for a brand, by distancing oneself from the real character, the celebrity relationship and brand values break down. According to the author, for communication and brand endorsement purposes, the celebrity is a combination of the roles you have played in your public / media life and your real life personal appeal and credibility is therefore a response to the set of meanings that said celebrity represents and carries as an inheritance through the years, which could not be coherent between them and generate confusion when having a clear idea of the image of who is finally endorsing the brand.
With respect to the channel, empirical studies refer to the effect that the messages in written and audio-visual media. However, in light of the new technologies and forms of relationship and interaction between a source and audiences, it is not could assert which is the one that presents a higher level of persuasion today.
Despite the above example, the use of celebrities is still a technique every more and more common and put into practice by brands. The decision to use faces famous people not only implies a great challenge in strategic and communicational terms but also from the economic point of view. According to Forbes magazine, contracts that brands must pay the big celebrities are millionaires. In his latest report points out that, just for advertising rights, there are celebrities who receive millionaire sums. Such is the case; for example, of David Beckham who received from the Adidas company 160 million dollars for being its lifetime endorsement. Among the most expensive celebrities for brands are Beyonce, Lionel Messi, Paul Pogba, etc. (The Global Celebrity 2016, Forbes).
Advantages and Disadvantages Source Credibility Model
Publicity and marketing are done in different ways involving celebrities and spokespersons (Mehulkumar, 2005). Both of these endorsements have advantages and disadvantages. In addition to attracting attention, celebrity endorsements help advertisers stand out from the competition (Kaikati, 1987). Celebrity image has an impact on brand image (Walker et al., 1992) which helps the marketing manager to introduce a new product or reposition the existing one (Kaikati, 1987). It is possible to change negative perceptions of advertised goods and services through a celebrity program that has been planned effectively. By choosing the right celebrity, a newly launched product gains a new sense of identity, as well as changing perceptions about a product that was wrongly positioned (van der Waldt et al., 2009). Using celebrities to endorse products strengthens the business financially, as has been noted in several studies (Agrawal and Kamakura, 1995; Mathur et al., 1997). It is also possible to use celebrities who are globally known to establish a product in an international market (van der Waldt et al., 2009).
Besides positive impacts celebrity endorsement may also have disadvantages. Celebrity spokespersons can cost millions of dollars, depending on their popularity (Pornpitakpan, 2004). It may negatively affect the brand image if celebrities have personal problems and negative publicity surrounding them (Till and Shimp, 1998). An overexposed celebrity or changed image may result in a negative effect on a brand or product if they lose their popularity, become overexposed or change their image (Kaikati, 1987). Celebrities can also harm the company-product by stating that “they never use this product (vegetarian endorsing a meat product) or overuse the controversial products (alcohol & tobacco)” (van der Waldt et al., 2009). When celebrities endorse too many unrelated brands, it will diminish the distinctive relationship between brand and celebrity, ultimately damaging the brand's image (Mehulkumar, 2005).
The company was able to exert great control and achieve an advantage in terms of costs by using celebrities. Marketing managers can create a better fit between the product and the endorser. An additional advantage of created characters over real celebrities is their long-term influence, since the same character can be used over and over again and can adapt to different situations (van der Waldt et al., 2009: 103). Created spokespersons have the disadvantage that they take a long time to develop and require a considerable amount of advertising to become well-known. In order to create a long-term connection between the endorser and company, endorsement is recommended (Tom et al., 1992: 51).
[bookmark: _Toc84002400]2.2 Source attractiveness model
This model is based on social psychology and takes as a reference the work previously done by Hovland, CI, and Weiss W. (1953) and McGuire (1968). In this model, McGuire adds a fifth step to the previous approach related to the behaviour as evidence of the adoption of the behaviour (Butler Zlobina, Igartua and Páez (2003).
Different investigations carried out corroborate McGuire (1985) who theorized that the sources of a message that are described as physically attractive are more convincing and with greater and better qualities than the less attractive (Chaiken, 1979). However, beauty and its 'halo effect' (McGuire 1985, Baker and Churchill 1977) do not consider only the physical appearance, but also includes the intellectual capacity, the physical prowess, some feature worthy of admiration, and particularly, the familiarity, that is, the closeness that exists between the source and the audience. Many endorsing sources have the ability to generate empathy with their audience and that characteristic is what ends up defining the level of attractiveness that will be key in the persuasive message process. This could lead us to think that, in the case Latin American, big foreign celebrities may be attractive, but it is the local characters who generate more empathy by sharing greater values, situations and elements with the local culture and that makes them closer and with higher levels of credibility and attractiveness, that is, it is the highest level of similarity that there is between the audience and the local celebrity what would generate more interest.
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Source: McGuire (1968)
As a result of all the elements exposed so far, the big brands must make decisions based on efficient information that minimizes the possibility of error regarding the possible affect that the use of a celebrity as endorsement of a brand. In this context and precisely to avoid such errors or at least lower the level of uncertainty, initiatives have emerged to measure celebrity impact, appeal and credibility. Below are the tools available for these purposes in the United States of America, given that in Latin America there are no systems of this level of sophistication designed to measure celebrity-related aspects.
Q Score
It is a measurement that allows brands to make better decisions when it comes to persuasive and attractive potential of a celebrity. Q Score has information about a database of more than 25,000 living and dead celebrities. Twice a year it is measured and updates the information of around 1800 celebrities (actors, athletes, models, journalists, television programs and brands in general) considering the opinion of children, adolescents, and adults. This index and measurement perform the measurements focused on two categories Performer Q and Sports Q. The general components of the Q Score are:
· Familiarity Score: Through the question, have you heard of this person? This indicates the percentage of people who have heard of said celebrity.
· One of my Favourites Score: Having heard about the celebrity consulted, the second question is, would you rate it bad, fair, good, very good or one of your favourites? Clearly this indicates the attractiveness or popularity / likability of the celebrity.
The Q Score is calculated by dividing the percentage of the score total of the sample to the celebrity as 'one of his favourites', by the percentage of the It shows that they know the celebrity. This database not only contains the opinion of the people over celebrities, but also allows you to create cluster of segments, it is that is, a set of people with similar characteristics, based on data sociodemographic: age, sex, income, education, race, ethnicity, geographic region. In addition, it includes used social networks, video-tv viewers (Netflix, Amazon, etc.), cinema attendance, etc.
From these data, it is feasible to do analysis and generate hypotheses about which of celebrities is more relevant and has greater appeal potential for brands and specific segments. The Q Score focuses its strength on knowledge and evaluation with regarding the performance of the celebrity. However, both answers are not indicative of advantage in itself, since a celebrity may be very little known, but achieve a high appreciation by those consulted. You might think that Youtubers could be found within this group. On the other hand, a celebrity can be widely known, but generate massive dislike and rejection. The Q Score is arguing on the premise that people exposed and attentive to their celebrities’ favourites are more likely to have higher recall about products and brands that advertise. Therefore, a more positive image could generate in a way more effective the purchase of the promoted products. Also, a celebrity with high score if it exposes, supports, or represents a product that does not have a relationship with values that it transmits, may not be a wise decision and could affect the brand.
Scott Morgan (2010), president of the advertising agency Brunner, does not know the contribution of the Q Score. However, he prefers other measures: "It is more It is important to know what is said on social networks than any other type of service classification "(2010), in relation to celebrities and possible problems that can produce as endorsements of the brands.
The information provided by the Q Score also constitutes information relevant for advertisers, since being disseminated by the media in different news programs, especially those that address the life of entertainment and show or magazines, a high level of communicational noise is produced that somehow it falls indirectly on the brands that the celebrity endorses.
In one of the latest studies provided by Q Score and disseminated in the media during 2014 and 2015, male and female celebrities are announced of television series that received the highest score. Among the men, the following stand out: Michael Weatherly from NCIS (34 QS), Jim Parsons from The Big Bang Theory (33QS), among others. As for female celebrities, the Q Score indicates Paulete Perret of NCIS (31QS), Aj Cook of Criminal Minds (QS30), Marska Hargitay de Law & Order (QS29), among others.
There are different lists with the Q Score since celebrities are categorized by sex and industry (television, sports, cinema, modelling, etc.). As for movie actors, the Q Score marks the following score: Morgan Freeman (QS47), Kevin Hart (QS34), Adam Sandler (QS28) and Vin Diesel (QS27). As for actresses, Jennifer Lawrence ranks in first place with (QS27), followed by Melissa McCarthy (QS25), Angelina Jolie (QS23) and Rachel McAdams (QS23). (The Q Scores Company based on adults 18-49, 2015).
E Score
It is a weekly measurement system that is carried out through email and positively or negatively evaluates 46 personality attributes out of more than 8000 celebrities. The modality of the surveys includes the name or surname of the celebrity. 50% of the respondents have photos of the different celebrities attached to them studied, while for the other 50% of the people they are only given the information basic celebrity not including photos. Like the Q Score, the system generates information from clusters of groups of people defined by characteristics demographic. It also includes the possibility that respondents can write in open way about the celebrities consulted, which will contribute elements qualitative.
According to the data provided by the company and collected in March of 2016, the actors who generate the most trust are Michael Weatherly (86%), Sandra Bullock (85%), Carol Burnett (85%), James Earl Jones (83%). On the other hand, most stylish celebrities for millennials (young people born between 1980 and 2000.) are: Laurent Conrad (57%), Taylor Swift (46%), Michael Kors (46%) and Zendaya Coleman (45%).
In short, the credibility and attractiveness models of the source of origin lose strength when they do not allow to understand the reasons that generate the perception of a particular celebrity. Any result on the attractiveness of a celebrity will not pretend to make generalities about it or to point out what is attractive to the audience. Nor does it allow to determine exactly what elements, messages, images, non-verbal communication, etc. can affect credibility, or what kind of brands or products can be supported, and which are not, especially if they are outside the celebrity's everyday field of action (models-beauty, footballers-articles sports, etc.). In short, home models speak of attractiveness and credibility, when what you need to know is the type of attractiveness and level of credibility.
Advantages and Disadvantages
A celebrity endorser may change negative perceptions of advertised products and services, even if the endorser knows that he or she is being paid to do so. These are advantages that increase attention to the product and reach the target market even when there is advertising clutter. When the right celebrity is identified, a new product can be instantly positioned or perceptions of a product that has been misplaced can be changed. The name of a celebrity is known everywhere globally, so it can elevate a product entering the international market to the same renown.
Among the disadvantages of celebrity endorsements are negative publicity generated due to their private actions could harm the organization and may represent a liability. The organisation cannot be long-term supported as celebrities may decide not to endorse it in the long run. Celebrities can harm the endorsement negatively by stating they never use the product (vegetarian endorsing a meat product) or overusing the controversial products (alcohol & tobacco).
[bookmark: _Toc84002401]2.3 Meaning Transfer Model
This model states that the key to brand building is the transfer of meanings and that this process begins when the advertiser identifies the values that are sense for the culture, considering language, expectations, social image, etc., subsequently transferred to products / brands and advertising. Unlike an unknown person, widely recognized celebrities have the virtue of represent many times better the styles and values of a brand, (McCracken 1989), In a nutshell, this technique is justified because it shows a connection between brands, cultural meanings and celebrities, and the advertiser is presented as a perfect equation. Celebrities represent these values and desires in many instances, because they act as role models for those who want to succeed in life, presenting themselves as someone to imitate, or failing that, are the example acquaintance with whom a person feels represented socially. In depictions and transfers of meanings, age and accomplishments play important roles as well as the socioeconomic status and physical appearances of endorsers.  The meaning and evocation of celebrities also consider a wide spectrum of styles, personalities and archetypes proposed by Jung (Mark, M. Pearson, CS, 2001). Is it so those rebellious and carefree celebrities in which their main characteristic is rebellion and extravagance, here Adidas have Beyonce Kanye West, Kylie Jenner, Donald Glover or Alexander Wang or the hero, self-sacrificing and emerging from the depths in the cases of David Beckham or Lionel Messi, among others (Shiff, 2019).
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Source: McCracken (1989)
The communicational power that celebrities transmit is determined by their performances in a particular area, their roles played in film or the television (characters for which they have become famous), their performances in life public or in their sports careers, although there are celebrities who being highly recognized and respected, they are aseptic when transmitting some kind of value or characteristic, either because of the breadth of the roles they have played or because in their personal and media life do not have a special characterization (McCracken, 1989), which does not detract from their merit or celebrity status, but restricts their potential by celebrity endorsement.
The last stage of the process of transfer of meanings is the meaning that gives the consumer to the relationship brand values / celebrity values, which will be determined by the level of notoriety, excellence and good performance of the piece advertising in which this relationship is shown. This is the most difficult and complex stage of the model, since everything is subject to the ability of the consumer to incorporate the meanings for yourself.
According to McCracken (1989), the use of celebrities in advertising can be also considered as a co-branding strategy (brand alliance), where the values of both brands (product and celebrity) are aligned, creating an association of communication and marketing that reaches both generating a network of relationships (Motion, J., Leitch, S., & Brodie, RJ, 2003) and mutual benefits. However, it must consider that celebrities come loaded with other meanings for people, which might not be beneficial to the brand. The number and variety of meanings contained in a celebrity can be very large and it is difficult for a mark highlighting or wanting to appropriate only and exclusively those that interest you.
[bookmark: _Toc84002402]2.4 Elaboration probability model
It is a theoretical proposal developed in the field of social psychology and is considered one of the most complete models that explain the logic of change of attitude. The model recognizes two pathways through which the process of change of attitudes and gives special attention to the arguments and especially to the characteristics and processes developed by the receiver to process the message, such as distraction, repetition, and prior knowledge (Cacioppo, JT, & Petty, RE, 1984).
1. The first one is the central route, in which the arguments that give shape to the messages, which are scrutinized and analysed from the own mental processes and information management of the receiver. Because of this more complex process, these messages are usually more meaningful and permanent. Therefore, there is a greater feasibility of generating processes of attitude changes.
2. Regarding the peripheral route, the permanence of the information and the impact is usually weaker, easy to contradict, forget, lose relevance, and not ensure a change in attitude. In this context Cacioppo, JT, & Petty, RE (1984) agree that celebrities can have a greater impact in this way, because consumers are less involved in the category, they drive less information, they are less questioning; and elements such as music, aesthetics and the same celebrities are more relevant than the same arguments. On the peripheral pathway, the components of the communicative process can assume different roles. In the case of the sender of the message, you can assume simultaneously the role of the message as well. 
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Source: Cacioppo and Petty (1984)
In this context, Debevec and Kernan (1984) add that the gender of celebrities is also something of relevant when defining who is the most ideal to represent the values of the brands and the aspirations of the audiences. Both agree that female media faces are more attractive to people of both sexes, although advertising starring celebrity’s masculine prompts more to buy, but they are not conclusive approaches, which It is also supported by Petroshius and Crocker (1989) when they point out that the sex of the celebrity does not have a great impact in relation to the purchase intentions of a product. To exemplify this, In Adidas advertising backed by Beyonce model where clearly the message is what is said about the product ‘Impossible is Nothing (Adidas, 2021).
[bookmark: _Toc84002403]2.5 Keller’s brand equity model
Keller's brand equity model is also known as the model CBBE which stands for customer-based brand equity. To the extent that marketing evolved, the customer became the main focus of the business. Companies knew that if they keep their customers happy, they will benefit. But how do these companies connect with their customers? It is by building a strong brand.
The CBBE model or the Pyramid of the value of the brand is actually a pyramid that tells us how to build brand equity by understanding your clients and implement strategies accordingly. If there is a connection between brand and consumer, results in positive brand value and has a better chance of acquiring and keeping customers, thus giving a great advantage to companies and products that are considered "brands". By using the brand equity pyramid or the CBBE model, brands know what strategies to implement and how to deliver the right experiences to your audience to create the WOW factor.
The image below shows the brand equity triangle. As we can see, the triangle is divided into 4 parts. 2 of these 4 parts are still divided more. Therefore, there are a total of 6 building blocks in the model of Keller's brand equity.
[image: ]
Source: Keller (1993)
Brand identity is the way customers admire a brand and how they distinguish each brand from another. It is how the brand defines itself in the eyes of the client. Imagine one human being introducing himself to another. Mainly, this it includes telling people about yourself and what you do. A similar concept is applying to the construction of a brand identity.
Brand identity is built when customers are unaware of their products. The job for the brand here is to build a brand identity solid for the benefit of the brand and attracting customers. We talk a lot more on brand identity in this study. We have also explained the prism of brand identity while taking Adidas as an example. Because brand identity is the first step in the value model of Keller's brand, is the most important step and the base of the value pyramid branded. If the base is strong, the pyramid will be stronger. Therefore, the stronger the brand identity you build from the ground up, the better it will be for your brand.
Today, many online companies spend billions on advertising and awareness-raising even before making a profit on the business. This is done to create a brand identity and raise awareness of brand from the start. A massive ad campaign from the start ensures that each target customer knows the brand and its values are communicated directly to the customer.
As a result, there is no misinformation and the promise to the customer is directly from the brand. A customer begins to perceive the brand through your communication, and this creates brand identity. This is clearly the stage awareness and identity creation, and the brand is more involved in tell customers “Who they are".
Adidas attempts to increase brand awareness continuously through various communication channels. In addition, Sponsoring Sports Events and associating it with Sportsmen has become covert advertisement (displaying large shoes in public places). Likewise, since Adidas is part of the Only Sports category, the recall rate and Brand Need are also high. Being synonym to quality in Sports increases both Depth and breadth of Brand. In addition to athletic footwear, Adidas also offers sports accessories, personal care products for athletic individuals, which helps increase its brand breadth.
Performance Adidas is known for its quality in goods. One of its underlying principles is to provide best quality goods to sportsman. Thus, there is high performance satisfying Customer’s functional needs. Adidas has minimized the risk of non-performance when it comes to important aspects like quality, reliability, and durability that are key to buying shoes. Also, the style and design and price are favourable. 
Once a customer knows the brand, they want to know more about the brand. You would like to know whether the brand is reliable, whether it is good to use it for a long period of time if you have good customer service and other information so important. The client understands what the brand is and tries to know more about her. You can understand more about the meaning of the marks in this article. This second level of Keller's brand equity model is divided into 2 parties: factors that define the meaning of the brand for customers 
A) Brand Performance - Brand performance is important to the client. Companies such as Bosch, Siemens, Caterpillar, and many others have become what they are due to their performance over time. Not only the products physical, even the services like Google, Microsoft, Apple operating systems are loved and reliable due to their performance over time. There are 5 additional factors in performance that are considered 
· Product Features 
· Product reliability 
· Customer service 
· Style and design 
· Product or service prices.
B) Brand images: What is the brand image in the eyes of the client? How does the customer perceive the brand if it were a human being? Believes that is the brand resistant or do you think the brand is soft? Targeted marketing and Word of mouth can build a strong branding image for the Adidas brand. For example, sporting goods are endorsed by famous sportsmen: Messi, Paul Pogba and David Beckham endorses Adidas., while the choice of a movie star is not effective to endorse sports products. An important factor in determining the effectiveness of celebrity endorsement is celebrity-brand/product congruence (Jordan McAuley, 2010).
The Adidas brand has been associated with major sporting events and sports personalities from the very beginning. Thus, it is perceived as aspirational product. The user profile includes popular and successful sports players who are also aspirations and History of Adidas is also associated with success in many World cups.
Once a customer buys your product, they build up expectations towards the brand and purchase. If the reality matches your expectations, then the customer is very happy and has positive feelings about the brand. If the product exceeds expectations, it generates great word of mouth and can turn the customer into a brand advocate. Such positive experiences they generate "Feelings" in the minds of customers.
However, if the experience is bad, the customer feels negative about the brand, which is also known as "Lawsuits". According to the value model of Keller's brand, a brand that has more feelings than judgments is a brand that benefits in building brand equity. Therefore, the Brand response is highest on the brand equity pyramid. The difference between judgments and feelings is fine, but we have explained same with some examples are as follows:
· Judgment: the customer has never experienced the brand but has multiple negative words for the brand. 
· Judgment: the customer has experienced the mark but has not marked it. 
· Feel: The product was as per expectations, but not superior or exceeding expectations for customer to take repeated action (average feeling) 
· Sentiment: customer service was excellent, converting the customer into a brand advocate.
Therefore, based on various customer experiences, they generate positive feelings or negative judgments towards the brand and respond in consequence. The balance between "judgments and feelings" is important for the brand build brand equity. If there are too many clients with negative judgments for the brand, you can try your best to sell your products, but the products will not be sold on the market due to these lawsuits needs to have a greater number of positive "feelings" to counteract the negative judgments.
Adidas products are perceived by consumers as of the highest quality. This brand is considered to be of the highest quality, due to its high performance and strong image.The brand becomes more credible and superior as a result of its top quality and outstanding performance. The feeling of a Brand can only be accurately described by doing a survey of customers. Nevertheless, analysing the comments and testimonials of users and the communication of the corporation are also necessary. Feelings associated with brand Adidas is Fun and Excitement. 
As a result, the measurement of post-sale behaviour and the brand response in the market is essential for a company that is take building brand equity seriously. Companies need generate positive feelings for which they need marketing holistic so that the customer is satisfied with the various touch points of the brand. Resonance is Indicator of Brand Loyalty. Due to the highly focused market segment, adidas is able to offer products that meet their demands with superior quality and offer specialised, customised products.
The conclusion of Keller's brand equity model is that it is not easy build a brand and do the same thing you need to get started integral. All your departments in all locations must work towards a common goal in mind: brand resonance and a connection with the end customer.
Similarities and Differences of Keller’s model to Aaker’s model 
The approach to brand equity is similar across Keller and Aaker, although certain areas may be given more attention than others. Using either brand equity model can provide your company with a branding strategy that is useful, helpful, and beneficial to your customers and current audience.
Keller's four brand-building blocks are brand performance and brand judgments. Aaker's single quality asset dimension corresponds to these two components. Aaker’s single brand associations asset dimension relates to brands' feelings and images, which are the building blocks of brands.
Keller arranging the subdimensions of brand resonance in accordance with Aaker's loyalty pyramid, whereas Aaker has a hierarchy of loyalty levels (Qualtrics, 2021). 
Conclusion
The study concluded that youth consumers are significantly influenced by the personality, credibility, and trustworthiness of celebrity endorsers when they are deciding whether to purchase apparel products manufactured by Adidas. Adidas apparel products are purchased greatly influenced by the expertise of celebrity endorsers.


[bookmark: _Toc84002404]Chapter 3: Research Methodology
[bookmark: _Toc84002405]3.1 The Research Onion
The research onion model was presented by Saunders, Lewis and Thornhill in their book titled Research Methods for Business Students. A model is provided to help students create a more logical methodology for writing a dissertation. The below Research Onion model symbolically illustrates the ways in which different elements involved in the research could be examined to develop the final research design.
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(15 Writers, 2020)
[bookmark: _Toc84002407]3.2 Research Philosophy
The Part of the research doctrine is conducive to handling advancement, the environment, and resources of information. What's more, contextual doctrine of research is going to be respected from the appropriate research philosophy in precisely the exact same time in which data about a certain topic is gathered, used, and assessed in precisely the exact same period (Mohajan, 2018).
Regardless of the Potential for every label the researcher's research is included as a job of reimbursement in the data's arrangement. This process involves the researcher integrating secondary and primary information. For relevant research questions to be addressed, researchers must be included. The collective data been gathered can only suggest the invention of an entirely new kind of learning based on the additional learning that's been gathered (Paauwe and Boon, 2018).
Basically, from the context of a research doctrine of this study, it's helpful to spend the doctrine of research in precisely the exact same time and attentively to limit notion with all hypotheses. Additionally, it established that the approval of relevant research-based philosophies, and it sat on the surface of the associated research. This section of the research paper illustrates the inherent issues associated with agile methodology, which requires that researchers understand the requirements linked to them (Ivanova et al., 2019).
Positivism
A positive science doctrine makes a significant contribution to the opportunity to incorporate "rational" data into an expression based on a plausible premise. Within this circumstance of study based on positivism, the main or fundamental job of the researcher would be to restrict the practice of information collection and grouping of information gathered in the most impartial way (Marler and Boudreau, 2017).
Accordingly, positivism is a perception that contributes to the establishment of tests based on information. Accordingly, these facets of positivism relate to this strategy that relies on facets of this research-based methodology that are employed to some study. The continuity of this strategy is regarded as the kind of an approach involving research which assesses the manner in which relates to reviewers. The facet of positivism linked to doctrine plays a role and in precisely the exact same time. An interpretation is also beneficial if it is relevant to the situation of this study. On the flip side, this type of philosophy is going to be utilised to set a direct connection between the variants of applicable research in the shape of links or links (Primecz, 2020).
Justification (positivism)
It was considered important in this study to consider the positivist dimension and in addition to the aspects relative to the research. This framework provides justification for any applicable Objectives or Chances based on the study in order to move forward. As part of the context of their evaluation, this assessment has been known for acceptance. A doctrine of this kind is useful to assess leadership data and facilitate achieving the goal that is reflected in a research plan (Peng and Shiyu, May).
[bookmark: _Toc84002408]3.3 Research Approach
On the basis of this rationale, the research approach is considered part of research. Researchers will benefit from using this appropriate research approach. It’s beneficial for this that both the form along with the data and its associated problems could be obtained in a framework that is different. Research management gadgets play an integral role in this process. In anticipation of this methodology related to the study, the appropriate researcher will probably have the ability to supply a legitimate type of evaluation depending on the construction of the study as well as the applicable hypotheses (Küpper et al., 2019).
Deductive Approach
Methodology that's based on a deductive approach is about a building up of a speculation or pertains to those notions in lieu of the kind of research-based theory. Alongside of this, it pertains to this futuristic or afterward preparation based on investigation techniques which are put to check the concepts. A research program that's based on the deductive approach is capable to conduct a test. It's to be able to assess as got whether that kind of a connection or at other word may refer to relationship. It's about the conditions which are progressive in character. Deductive type of a methodology may be explained as associative on the basis of these methods into the speculation procedure. Based on the correlations between recommendations and hypothesis, this speculation may be derived. This methodology is concerned with deductive type in the end. The practice of Derivation begins with an assimilation of a standard yet powerful description that resembles this, “It’s attempted against senses, whilst enlistment begins with perceptions and attempts to find an illustration within them." This deductive theory ought to be in accordance with the opinion that's directly associated with the bits. A contextual approach can be used to test a concept. The deductive procedure of hypotheses can reveal differences between relevant theories under deductive methodology. In addition, the opinions of the authorities or the effects of this procedure are also highlighted. These applicable research-based approaches relate predicated on attributes. It is helpful in analyzing their implications when they are presented in such an attractive manner, particularly when they are disgustingly persuasive. It would be incomplete to point out that the deductive technique is valuable in assisting the appropriate researcher to have the ability to collect data in a manner that is systematic. Additionally, such methods utilized in the research process are utilized in the kind of a part such as those associated with the deductive procedure. The usage of applicable deductive approaches in the kind of particular factual targets or set of appropriate data selected by the researcher based on the degree (Brannen, 2017).
Justification (deductive)
This section requires relevant research based on research approaches to be applied by the appropriate researcher. Deductive approaches can be used to set up a set of information that enables the researcher to build a research paper with maximum benefit by employing a research-based approach. Along with the traces the researcher can divide the data with a deductive approach. The amount of graphic and strategies means support researchers in their pursuit for information. No matter how the quantitative data from this cutter procedure is independent, it can be used to command the researcher for many segments (Zalaghi and Khazaei, 2016).
[bookmark: _Toc84002409]3.4 Research Strategies
Survey Research strategy is defined as the process of conducting research using surveys that researchers send to survey respondents. The data collected from surveys is then statistically analysed to draw meaningful research conclusions.
In the 21st century, every organization’s eager to understand what their customers think about their products or services and make better business decisions. Researchers can conduct research in multiple ways, but surveys are proven to be one of the most effective and trustworthy research methods. An online survey is a method for extracting information about a significant business matter from an individual or a group of individuals. It consists of structured survey questions that motivate the participants to respond.
Creditable survey research can give these businesses access to a vast information bank. Survey research is critical to ensure the accuracy of data obtained by media, businesses, and even governments.
A survey is a method of gathering quantitative method by asking multiple survey questions of a pool of respondents. This research type includes the recruitment of individuals, collection, and analysis of data. It’s useful for researchers who aim at communicating new features or trends to their respondents.
Advantages and Disadvantages
It can allow you to study a phenomenon you learned about in a linguistics content module ‘in the field’. It is not dependent on finding participants, so you have slightly more control over when the research can happen.
Since many of these topics are based on hypotheses, researchers sometimes find that research depends on the results they get, and when they look for a phenomenon that doesn't exist, they're disappointed. It's possible you won't collect as much data as you hoped due to factors like the lack of participant interest. Because human participants are involved, the ethics process can be lengthy and complex (DeVault, 2020).
[bookmark: _Toc84002410]3.5 Type of Investigation
Research methods Are Known as "a scientific and systematic marketing systematic way of compiling, collecting, assessing, interpreting, in addition to involving any company issues". In order to categorize different research approaches, consider their purposes and characteristics. Therefore, qualitative, and quantitative approaches can be classified as two types of research methods
Primary and Secondary Survey
Primary research refers to research that has involved the collection of original data specific to a particular research project (Gratton & Jones, 2010). Secondary research involves the summary or synthesis of data and literature that has been organized and published by others.In order to collect primary data, 70 Adidas customers and representatives would be sent questionnaires, and eventually evaluated using the Likert scale which is associated to one's attitude towards something. And In order to understand the concept of the impact of celebrity endorsement on consumer purchasing decisions, a secondary data collection approach will be conducted by reviewing relevant literature to get a theoretical overview from books, magazines, and other literature that is found in libraries and the internet (Dudovskiy, 2021).

Choices
Quantitative research
This research Approach Utilizes, solves, and explains problems. Mathematical information collecting, using emphases on the drawing of formulas, in addition to a summary of that information in the information are highlighted. Additionally, this research methodology comprises the intention of the study, as well as evaluation of the information gathered through surveys and surveys or utilizing data. Additionally, this study cross-cutting across participant groups or describing contexts and concentrates on the simplification of information set. This research methodology incorporates guidelines which form the cornerstone of a successful research process, from designing research layouts to research questions, gathering and distributing data and assessing data. The data will be associated with a cause and there is an identical technique used for information collection. Components may also be clarified in a numerical frame, in addition to data elements which could be shown in the kind of charts, tables or statistical measures like variance, correlation and averaging, and may be examined using detailed investigation using factor analysis, variance or immunity evaluation (Markoulli et al., 2017).
Qualitative research
Keeping in view the Context of this study, qualitative research is depending on the facets of individual emotions, emotions that were associated assimilation of sounds in addition to elements. What's more, it's also said that if the character of the information isn't quantitatively measured using mathematical procedures. This attribute may also signify an occasion isn't frequently sufficiently large to permit trusted data collection (Bell et al., 2018). Also, the qualitative research methodology brings the target audience insight. In addition, you will find many different qualitative research procedures, for example interviews, content analysis research and case studies. Qualitative research methods are both social and behavioural research centres in addition to the procedure makes it simple to realize that it's more descriptive and qualitative (Bryman, 2017).
Justification (Quantitative method)
In an appropriate study, the main objective would be to collect information on Adidas's consumer behaviour and marketing strategies. Utilizing a survey to collect primary data and analyse the data using quantitative analysis will be the most effective way of undertaking this study. The mono method was chosen because only quantitative data was collected.



Advantages and Disadvantages 
In quantitative studies, researchers try to get the opinions of a lot of subjects as a collection of a big sample size increases the believability of the questionnaire. Quantitative research can be used to prove theories which plays an important part when an analytical approach to the study has been used (DeVault, Advantages and Disadvantages of Quantitative Research, 2020).

In quantitative research, the surveyors are not able to understand the conduct and the points of view of the subjects of their survey and may tend to miss the emotional and psychological aspects of humans as their focus is on statistics. It is difficult for the industry to draw inferences about what their buyers want from this type of research (BBC, 2021). Analysing numbers from quantitative research can be very difficult and time consuming, for instance going in depth and scouring through around 200 completed surveys secondly quantitative analysis may be an uphill task for those surveyors who do not have a sound background in statistics.
[bookmark: _Toc84002411]3.6 Time Horizons
Cross-sectional studies
Data can be collected in one study over a short time period, such as one day, week, or month, in order to answer a research question. Such studies are called one-shot or cross-sectional studies.
Justification
To answer the specific research questions, a cross-sectional time horizon was adopted since only one survey was required for this study.
[bookmark: _Toc84002412]3.7 Sampling
The findings Could be Exemplified as specific Guidelines for sampling to the gathering of respondents that are. It is stated that individuals of this conspiracy were considered to be participated in massive amounts, which the methods for sampling were required to guard the samples inhabited by large quantities of individuals. The survey will be conducted among 70 respondents, 55 of whom will be Adidas customers and 15 of whom will be Adidas representatives using an online questionnaire.

Non-Probability Sampling
Inside this non-probability sampling, not all of Respondents possess a keen interest in the study. The purpose of this study is to gather information regarding Adidas consumer behaviour through the use of nonprobability sampling methods. Because the people targeted were the same as the people selected for the sample, the researcher's conclusion is also true of the people targeted. In addition to that, non-probability sampling is also referred to as the strategy of the study. As a result, the time-efficiency and cost-efficiency of the sample sampling method are clearly opposed to each other (Etikan and Bala, 2017). As part of the non-probability sampling methods used in this project, we will adopt Consecutive sampling, another non-probability sampling is convenience sampling, and quota sampling.
Advantages and Disadvantages 
Possibility to reflect the descriptive comments about the sample. Cost-effectiveness and time-effectiveness compared to probability sampling. Difficulties in estimating sampling variability and identifying possible bias.
Unknown proportion of the entire population is not included in the sample group i.e., lack of representation of the entire population. Lower level of generalization of research findings compared to probability sampling (Aaron Moss, 2021).

[bookmark: _Toc84002413]3.8 Data Collection and Analysis
By Method of collecting and estimating data about the components identified with the region of ​​enthusiasm in logical, approximate, and more systematic ways, it is going to allow the person to answer published research questions, test hypotheses, and assess consequences (Adriaenssen et al., 2016). Questionnaires are described after a comprehensive study of the parameters of the data resources. The surveys for the study are speed-posted / freelancer / emailed, mailed, and shared through Google Drive.
When The sample is chosen, data gathers, for the most part, the data can be divided into qualitative data and secondary data. Each study begins with the hunt for info that is secondary. This manner, info that is secondary is data that is accessible to some arrangement that is published or unpublished. With this present study, preliminary data had been gathered from the respondents (Madden et al., 2018).
The Extent to which info that is main is concerned is it is information that's gathered from the study respondents within a time period. Presently, there is a format required to collect this info; this arrangement may be more, an observation test sheet, a program and a questionnaire. In this current study, the ordered questionnaire was used and for its data collection interval (Cooke et al., 2017).
The very first part of the questionnaire comprises Different questions associated with the demographic information about those respondents i.e., their sex, age, educational background, income etc.
The section Includes info about the workplace behaviour of individuals working in the schooling sector units
Next, Production diversity is discussed, which can send positive and negative events that can impact the working environment.
The most important and final part of the Questionnaire entails questions related to successful strategies in handling generational diversity in organizations and, most importantly, questions on these components.
There are several Kinds of queries Used in this poll:
· Rating scales
· Closed ended
· Likert scale
In this survey, respondents utilized the questionnaire via email or by handing out hard copies of the questionnaire (Cyr, 2016).
The survey will be conducted among 70 respondents, 55 of whom will be Adidas customers and 15 of whom will be Adidas representatives. An online questionnaire will be made available to respondents within a 15-day period, when they will receive an e-mail with a link to the google form, and they will fill it out using the instruction provided.
Method of primary data collection
There are two groups of methods related to the process of collecting the primary data, first, those related to obtaining qualitative data and, second, those related to gathering quantitative data. Along with this, the method of collecting data is based on the aspect of numerical calculations that is related to the designs. The method of data collection also tends to incorporate correlations and regression. As a result, the questionnaire uses moderate questions, medians, and modes, and much more. Additionally, due to the unnatural limitation of the quantitative method, evaluating Findings is not difficult (Townsend et al., 2016).
In contrast, qualitative research excludes number counting. There are other elements involved in this study; words, sounds, colours, feelings, feelings that are not quantifiable. Along these lines, this study intends to affirm that the increasingly degree of schooling persistence. The questionnaire is for collecting data. Other methods may be observation, open-ended questions, interviews, focus groups, role-playing or matching, along with case studies.
It is considered that data analysis is held accountable for constructing an outline of a research dissertation as it is a kind of pre-requisite. It's well worth analysing the materials collected in outcomes. Methods that can be measured are involved, as well as the prospect of conducting the research. A triangulation method is used when there are quantitative data, MS Excel and percentage value construction are used (Kinnie and Swart, 2019).
There is a significant number of the quantitative data analysis with people of qualitative data analysis. Furthermore, the researcher uses well-designed layouts including responses, along with that of the research's purpose and objectives, data analytics, to help the research combine the collection, interviews, along with that of the investigations related to the area.
For quantitative research, it is also important to analyse the data in context and to translate the results based on the amounts of data. Beside of the it attempts to detect of the evolution. This literature review was regarded as very relevant to the findings of the primary research made in context with this review. As of this, it's intended for precise two kinds of research, as for an example, the quantitative and of those qualitative (Hauff et al., 2019).
A data analysis method can comprise secondary data without collecting primary data, i.e., based only on shared examples and disagreements to the authentically connected area of research (Angelov et al., 2017).

Quantitative Data Analysis
During quantitative data analysis, the researcher converts the collected data into sorted data by applying standard and logic operations. Moreover, quantitative data analysis may include calculating items like how many elements have been tested and how fast they have been performed. Quantitative methods are also generally viewed as evidence that refutes or confirms assumptions made by researchers throughout their research program. (Weller and Gerhart, 2018). Data will be captured from the records, tabulated, and statistically analysed by SPSS® software (Statistical Package for the Social Sciences software, version 15 for Windows). To compare qualitative data the chi square test and fisher’s exact test will be used as appropriate. The t-test test will be used to analyse quantitative data. P values will be estimated; with a P < 0.05 indicate statistical significance.
[bookmark: _Toc84002414]3.9 Research Ethics
[bookmark: _Toc75786356]Ethics of research are most significant part of the research as they define standard of conducting the study. Most common ethical considerations include voluntary participation, informed consent, confidentiality, and protection of information.
Voluntary participation 
The researcher has ensured that all the respondents had taken part in the research in a voluntary manner. No respondents were forced at any point in time, and they had the full liberty to walk out from the research if they felt uncomfortable at any point in time. Each responded had been briefed about the nature of the research and only the ones willing was questioned further.
Informed consent 
The respondents gave their consent to the research before it began. The nature of the research and the extent of advantages and disadvantages were explained to the respondents. A consent form was also signed from them.
Confidentiality 
During the research, the researcher ensured that the identifiable information of the respondents was protected, which is one of the most important criteria of ethics. The name and location of the patients are sensitive information, and the researcher ensures full anonymity of the respondents. In addition, the researcher agrees not to use this information for any personal benefit or for any other work without the respondents' consent. Furthermore, the researcher made sure that no false information was concealed from the respondents during the research
Data Protection 
During the research, every participant received data protection sheets outlining the nature and duration of the study, as well as the methods by which the data will be stored and protected from hackers and the purposes for which it will be used.
[bookmark: _Toc84002415]4.0 Research Limitations
Due to the ongoing pandemic, most libraries were closed, making it difficult to gather information for this research.  It was completely necessary to rely on online sources where I had to pay for access to reports of Adidas and many other past literature materials, which increased my research budget. As a result of the ongoing pandemic, it was also difficult to speak with Adidas employees.
[bookmark: _Toc84002416]Chapter4: Data Analysis
[bookmark: _Toc81850118][bookmark: _Toc84002417]4.1 Frequency Analysis

Table 1: What is your Gender?
	Variable
	Frequency
	Percentage (%)

	Male
	42
	60

	Female
	28
	40




Figure 6: Depicting the gender distribution 
Table 1 along with figure 6 represents the gender of the respondents. It was found that 60% of the respondents are Male and 40% of respondents are female.
Table 2: What is your Age?
	Variable
	Frequency
	Percentage (%)

	18-25
	19
	27.14

	26-35
	15
	21.43

	36-45
	24
	34.29

	Above 45
	12
	17.14




Figure 7: Depicting the age distribution 
Table 2 along with figure 7 represents the age of the respondents. It was found that 27.14% of the respondents are in the age group of 18-25 years, 21.43% of the respondents are in the age group of 26-35 years, 34.29% of the respondents are in the age group of 36-45 years and 17.14% of the respondents are in the age group of above 45 years.
Table 3: How often do you buy Adidas products?
	Variable
	Frequency
	Percentage (%)

	Once a week
	12
	17.14

	Once a month
	30
	42.86

	Once in six months
	22
	31.43

	Once a year
	6
	8.57



Figure 8: Represents frequency of buying Adidas product
Table 3 along with figure 8 represents how often do the respondents purchase Adidas products. It was found that 17.14% of the respondents buy Adidas products once a week, 42.86% of the respondents buy Adidas products once a month, 31.43% of the respondents buy Adidas products once in six months and 8.57% of the respondents buy Adidas products once a year.
Table 4: How long have you been purchasing Adidas products?
	Variable
	Frequency
	Percentage (%)

	Less than 1 year
	6
	8.57

	1-5 years
	25
	35.72

	5-10 years
	28
	40.0

	More than 10 years
	11
	15.71



Figure 9: Represents the frequency of purchasing Adidas products?
Table 4 along with figure 9 represents the age of the respondents. It was found that 8.57% of the respondents have been buying Adidas products for less than 1 year, 35.72% of the respondents have been buying Adidas products for less than 1-5 years, 40.0% of the respondents have been buying Adidas products for less 5-10 years and 15.71% of the respondents have been buying Adidas products for more than 10 years.
Table 5: Celebrity popularity
	Variable
	Frequency
	Percentage (%)

	Least imp
	6
	8.57

	Not Imp
	18
	25.71

	Neutral
	6
	8.57

	Imp.
	28
	40

	Most Imp.
	12
	17.15




Figure 10: Representing Celebrity popularity
Table 5 represents the importance of celebrities to the respondents. It was found that 8.57% of the respondents said celebrities are least important, 25.71% of the respondents said celebrities are not important, 8.57% of the respondents said celebrities are neutral, 40% of the respondents said celebrities are important and 17.15% of the respondents said celebrities are most important.
Table 6: Message/Storyline of the ad
	Variable
	Frequency
	Percentage (%)

	Least imp
	12
	17.14

	Not Imp
	22
	31.43

	Neutral
	8
	11.43

	Imp.
	18
	25.71

	Most Imp.
	10
	14.23




Figure 11: Reprsents message/storyline of the ad
Table 6 represents the importance of the message/storyline of the ad to the respondents. It was found that 17.14% of the respondents said the message/storyline of the ad are least important, 31.43% of the respondents said the message/storyline of the ad is not important, 11.43% of the respondents said the message/storyline of the ad are neutral, 25.71% of the respondents said message/storyline of the ad are important and 14.23% of the respondents said message/storyline of the ad is most important.
[bookmark: _Hlk81151703]Table 7: Punch line/ slogan of the advertisement
	Variable
	Frequency
	Percentage (%)

	Least imp
	13
	18.57

	Not Imp
	20
	28.57

	Neutral
	7
	10

	Imp.
	18
	25.71

	Most Imp.
	12
	17.14




Figure 12: Punch line/ slogan of the advertisement
Table 7 represents the importance of the punch line/ slogan of the advertisement to the respondents. It was found that 18.57% of the respondents said punch line/ slogan of the advertisement are least important, 28.57% of the respondents said punch line/ slogan of the advertisement is not important, 10% of the respondents said punch line/ slogan of the advertisement are neutral, 25.71% of the respondents said punch line/ slogan of the advertisement is important and 17.14% of the respondents said punch line/ slogan of the advertisement is most important.
[bookmark: _Hlk81152252]Table 8: Jingle/music of the advertisement
	Variable
	Frequency
	Percentage (%)

	Least imp
	12
	17.14

	Not Imp
	19
	27.14

	Neutral
	7
	10

	Imp.
	20
	28.57

	Most Imp.
	12
	17.14



Figure 13: Represents jingle/music of the advertisement
Table 8 along with figure 13 represents the importance of the jingle/music of the advertisement to the respondents. It was found that 17.14% of the respondents said jingle/music of the advertisement are least important, 27.14% of the respondents said jingle/music of the advertisement are not important, 10% of the respondents said jingle/music of the advertisement are neutral, 28.57% of the respondents said jingle/music of the advertisement are important and 17.14% of the respondents said jingle/music of the advertisement are most important.
Table 9:Execution of the advertisement
	Variable
	Frequency
	Percentage (%)

	Least imp
	10
	14.29

	Not Imp
	14
	20

	Neutral
	2
	2.86

	Imp.
	30
	42.86

	Most Imp.
	14
	20




Figure 14: Execution of the advertisement
Table 9 along with figure 14 represents the importance of execution of the advertisement to the respondents. It was found that 14.29% of the respondents said execution of the advertisement are least important, 20% of the respondents said execution of the advertisement is not important, 2.86% of the respondents said execution of the advertisement are neutral, 42.86% of the respondents said execution of the advertisement is important and 20% of the respondents said execution of the advertisement is most important.
Table 10: People consider celebrities as their Role models.
	Variable
	Frequency
	Percentage (%)

	Strongly disagree
	8
	11.43

	Disagree
	12
	17.14

	Neither agree nor disagree
	0
	0

	Agree
	29
	41.43

	Strongly Agree
	21
	30




Figure 15: People consider celebrities as their Role models.
The table 10 along with figure 15 represents whether respondents consider celebrities as their role model. It was found that 11.43% of the respondents strongly disagree that celebrities are their role model, 17.14% of the respondents disagree that celebrities are their role model, 0% of the respondents neither agree nor disagree that celebrities are their role model, 41.43% of the respondents agree that celebrities are their role model and 30% of the respondents strongly agree that celebrities are their role model.
Table 11: People feel they belong to higher social strata when they use products endorsed by celebrities.
	Variable
	Frequency
	Percentage (%)

	Strongly disagree
	11
	15.71

	Disagree
	18
	25.71

	Neither agree nor disagree
	6
	8.57

	Agree
	20
	28.57

	Strongly Agree
	15
	21.43


Table 11


Figure 16: Represents people who feel they belong to higher social strata when they use products endorsed by celebrities.
Table 11 along with figure 16 represents whether respondents feel they belong to higher social strata when they use products endorsed by celebrities. It was found that 15.71% of the respondents strongly disagree that they belong to higher social strata when they use products endorsed by celebrities, 25.71% of the respondents disagree that they belong to higher social strata when they use products endorsed by celebrities, 8.57% of the respondents neither agree nor disagree that they belong to higher social strata when they use products endorsed by celebrities, 28.57% of the respondents agree that they belong to higher social strata when they use products endorsed by celebrities and 21.43% of the respondents strongly agree that they belong to higher social strata when they use products endorsed by celebrities.
Table 12: People find themselves similar to celebrities in terms of personality when they use products endorsed by celebrities
	Variable
	Frequency
	Percentage (%)

	Strongly disagree
	12
	17.14

	Disagree
	15
	21.43

	Neither agree nor disagree
	3
	4.29

	Agree
	23
	32.86

	Strongly Agree
	17
	24.29



Figure 17: Show frequency of people who finds themselves similar to celebrities in terms of personality when they use products endorsed by celebrities
Table 12 along with figure 17 represents whether respondents find themselves Similar to celebrities in terms of personality when they use products endorsed by celebrities. It was found that 17.14% of the respondents strongly disagree that they find themselves Similar to celebrities in terms of personality when they use products endorsed by celebrities, 21.43% of the respondents disagree that they find themselves Similar to celebrities in terms of personality when they use products endorsed by celebrities, 4.29% of the respondents neither agree nor disagree that they find themselves Similar to celebrities in terms of personality when they use products endorsed by celebrities, 32.86% of the respondents agree that they find themselves Similar to celebrities in terms of personality when they use products endorsed by celebrities and 24.29% of the respondents strongly agree that they find themselves Similar to celebrities in terms of personality when they use products endorsed by celebrities.
Table 13: People feel that if a celebrity endorses a product then it must be of good quality.
	Variable
	Frequency
	Percentage (%)

	Strongly disagree
	16
	22.86

	Disagree
	17
	24.29

	Neither agree nor disagree
	3
	4.29

	Agree
	16
	22.86

	Strongly Agree
	18
	25.71



Figure 18: Shows people feel that if a celebrity endorses a product then it must be of good quality.
Table 13 along with figure 18 represents whether respondents feel that if a celebrity endorses a product, then it must be of good quality. It was found that 22.86% of the respondents strongly disagree that they feel that if a celebrity endorses a product then it must be of good quality, 24.29% of the respondents disagree that they feel that if a celebrity endorses a product then it must be of good quality, 4.29% of the respondents neither agree nor disagree that they feel that if a celebrity endorses a product then it must be of good quality, 22.86% of the respondents agree that they feel that if a celebrity endorses a product then it must be of good quality and 25.71% of the respondents strongly agree that they feel that if a celebrity endorses a product then it must be of good quality.
Table 14: People wish to copy in their personal life Successful career performance, which a celebrity has and thus by using products endorsed by celebrities they get motivated.
	Variable
	Frequency
	Percentage (%)

	Strongly disagree
	10
	14.29

	Disagree
	18
	25.71

	Neither agree nor disagree
	8
	11.43

	Agree
	20
	28.57

	Strongly Agree
	14
	20



Figure 19: People wish to copy in their personal life Successful career performance, which a celebrity has and thus by using products endorsed by celebrities they get motivated
Table 14 along with figure 19 represents whether respondents feel wish to copy in their personal life Successful career performance, which a celebrity has, and thus by using products endorsed by celebrities they get motivated. It was found that 14.29% of the respondents strongly disagree that wish to copy in their personal life Successful career performance, which a celebrity has and thus by using products endorsed by celebrities they get motivated, 25.71% of the respondents disagree that they wish to copy in their personal life Successful career performance, which a celebrity has and thus by using products endorsed by celebrities they get motivated, 11.43% of the respondents neither agree nor disagree that they wish to copy in their personal life Successful career performance, which a celebrity has and thus by using products endorsed by celebrities they get motivated, 28.57% of the respondents agree that they feel that they wish to copy in their personal life Successful career performance, which a celebrity has and thus by using products endorsed by celebrities they get motivated and 20% of the respondents strongly agree that they wish to copy in their personal life Successful career performance, which a celebrity has and thus by using products endorsed by celebrities they get motivated.
Table 15: People find Celebrities as dynamic, social, and active, and to copy them they start using products endorsed by celebrities.
	Variable
	Frequency
	Percentage (%)

	Strongly disagree
	15
	21.43

	Disagree
	16
	22.86

	Neither agree nor disagree
	1
	1.43

	Agree
	21
	30

	Strongly Agree
	17
	24.29



Figure 20: People find Celebrities as dynamic, social, and active, and to copy them they start using products endorsed by celebrities
Table 15 along with figure 20 represents whether respondents feel that they find celebrities as dynamic, social, and active, and to copy them, they start using products endorsed by celebrities. It was found that 21.43% of the respondents strongly disagree that they find celebrities as dynamic, social, and active, and to copy them they start using products endorsed by celebrities, 22.86% of the respondents disagree that they find celebrities as dynamic, social, and active and in order to copy them they start using products endorsed by celebrities, 1.43% of the respondents neither agree nor disagree that they find celebrities as dynamic, social and active and to copy them they start using products endorsed by celebrities, 30% of the respondents agree that they find celebrities as dynamic, social and active and to copy them they start using products endorsed by celebrities and 24.29% of the respondents strongly agree that they find celebrities as dynamic, social and active and in order to copy them they start using products endorsed by celebrities.
Table 16: People feel that a brand becomes more valuable when celebrities endorse products.
	Variable
	Frequency
	Percentage (%)

	Strongly disagree
	9
	12.86

	Disagree
	10
	14.29

	Neither agree nor disagree
	4
	5.71

	Agree
	29
	41.43

	Strongly Agree
	18
	25.71




Figure 21: Shows how people feel that a brand becomes more valuable when celebrities endorse products.
Table 16 along with figure 21 represents whether respondents feel that they feel that a brand becomes more valuable when celebrities endorse products. It was found that 12.86% of the respondents strongly disagree that they feel that a brand become more valuable when celebrities endorse products, 14.29% of the respondents disagree that they feel that a brand become more valuable when celebrities endorse products, 5.71% of the respondents neither agree nor disagree that they feel that a brand become more valuable when celebrities endorse products, 41.43% of the respondents agree that they feel that a brand become more valuable when celebrities endorse products and 25.71% of the respondents strongly agree that they feel that a brand become more valuable when celebrities endorse products.
Table 17: Do you think negative information about celebrities affects your purchase decision or brand value?
	Variable
	Frequency
	Percentage (%)

	Strongly disagree
	9
	12.86

	Disagree
	15
	21.43

	Neither agree nor disagree
	101
	14.29

	Agree
	21
	30.0

	Strongly Agree
	15
	21.43




Figure 22: This figure represents do people think negative information about celebrities affects their purchase decision or brand value?
Table 17 along with figure 22 represents whether respondents think negative information about the celebrities’ affect their purchase decision or brand value. It was found that 12.86% of the respondents strongly disagree that they think negative information about the celebrities’ affect their purchase decision or brand value, 21.43% of the respondents disagree that they think negative information about the celebrities’ affect their purchase decision or brand value, 14.29% of the respondents neither agree nor disagree that they think negative information about the celebrities’ affect their purchase decision or brand value, 30% of the respondents agree that they think negative information about the celebrities’ affect their purchase decision or brand value and 21.43% of the respondents strongly agree that they think negative information about the celebrities’ affect their purchase decision or brand value.
[bookmark: _Toc81850119][bookmark: _Toc84002418]4.2 Discussion of Findings
The statistical tests for comparing means between independent samples for the variables purchase intent, source credibility, involvement with sport, ethnocentrism of the consumer and brand prestige, both for sports brands and for celebrities, were carried out in order to verify the propositions: The variation in intention purchase of local versus global branded products will be higher when there is endorsement of global celebrity; Global celebrity endorsement increases purchase intent global and local branded products; Global brands have a prestige higher compared to local; There is a greater reduction in the purchase intention of products from global brands when there is celebrity endorsement, among consumers with high level of ethnocentrism; There is a more significant increase in purchase intent of products from global (local) brands, when there is global celebrity endorsement, among consumers with high involvement with the product.
The ANOVA result shows that there is a difference in purchase intention between the global (adidas) and local brands. By presenting the difference between brands, the global brand has a higher average therefore, consumers have a greater preference for a global brand. On the other hand, there is no significant difference between global and local celebrities, thus, an advertisement for a global brand can be done by both a celebrity. location, such as for a location. The results point to the same path, that is, there is no difference significant between a global or local celebrity, so the brand can choose the celebrity that suits you to endorse your products. For this, the celebrity chosen will need to have the attributes that the brand wants to transfer to the products endorsed. 
Knowing that there is a difference between brands, the global brand average (adidas) is bigger than the local brand, but not among celebrities, we can admit that celebrities do not interfere with purchase intention, and there is also no a big difference between the minimum and maximum mean of ethnocentrism, we cannot assess whether there is a difference between groups with a higher or lower level.
There was no difference in involvement with the sport among the respondents, or that is, for all participants, the sport was considered to be highly involved. Thus, it is observed that the purchase intention is only different when the brand is global, and the type of celebrity does not alter the consumer's purchase intent.
Karsaklian (2000) expresses the earlier importance of involvement for analysis. of buying behaviour. Defined as an unobservable state of motivation, excitement and interest created by a specific object or situation and that would trigger search behaviours for certain forms of products/services, information processing and decision-making. Following this idea, Solomom (2002) presents three determinant / antecedent groups of the involvement of the consumer, being: personal factors (interests, values, needs); factors of products (physical characteristics, differentiation, perceived risk); and situational factors (temporary context of interest and/or need).
In the last decade, a large number of published studies have addressed the dimensionality of the involvement construct (Laurent and Kapferer 1985; McQuarrie and Munson 1987; Mittal and Lee 1989; Park and Young, 1986; Vaughn 1980 1986; Zaichkowsky 1987). Park and Young (1986) propose the existence of involvement cognitive and affective involvement as distinct constructs. Mittal (1987) suggests that high cognitive involvement leads to intense processing of information from product attributes by the left side of the brain (importance, perceived risk), while the affective involvement is characterized by processing in the right side of the brain. (Image quality and symbolic dimensions). However, the modelling of "thinking" and "feeling" like opposing single-dimensional anchors is potentially problematic, in view of Kim's (1991) evidence for the independence of involvement cognitive and affective. For example, a sports car purchase can trigger high levels of cognitive and affective involvement, placing it close to the midpoint of the “thinking” and “feeling”. Faced with this, O'neill and Lambert (2001) pointed out the role of emotion in relation to constructs involving prices. When dealing with complex reactions by shoppers through the use of emotion and surprise variables in along with involvement, price awareness and associations between price and quality, the authors concluded that the greater the involvement with a given product, the lower the price awareness. The result is due to pleasure issues, fun and hedonism present in the consumption and purchase behaviour of a particular product which the consumer is highly involved in, thus reflecting on less attention to price.
Adidas use marketing strategies such as celebrity endorsement but strive to differentiate their products and services. Marketing strategies may aim to increase brand awareness, gain market share, increase sales volumes and profitability. These are usually both short-term and long-term objectives.
For Engel, Blackwell and Miniard (2000), the starting point of involvement is always by the person, being perceived as an essential characteristic of involvement. Through motivations such as needs and values already possessed by the individual, however, not always active. The complexity and nuances of the different classifications of involvement meant that there are different scales for measuring involvement, depending on the context and the object to be measured. However the biggest part of the measurement scales is based on two works published in the year of 1985: Personal Involvement Inventory , presented by Zaichkowski, scale one-dimensional approach that addresses engagement solely with regard to relevance perceived that a person attaches to a particular object; and Involvement Profile , created by Laurent and Kapferer, a multidimensional scale in which involvement is measured in facets, which form the so-called involvement profile, by considering that people attach different importance to the attributes of involvement.                   

[bookmark: _Toc84002419]Chapter5: Conclusion
[bookmark: _Toc81850121][bookmark: _Toc84002420]5.1 Conclusion
The purpose of this study was to verify whether the impact of celebrity endorsement on intention to purchase products from Adidas. Thus, three specific objectives were outlined: i) to determine the impact of celebrity endorsement consumer buying behaviour; ii) to analyse the different types of strategies that Adidas uses for celebrity endorsement; and iii) to analyse the overall effectiveness of celebrity advertising on Adidas's brand image.
To add value to a brand, in addition to the process of transferring the attributes of the celebrity for this, the presence of the famous person needs to be seen as a differential (McCracken, 1989). According to the survey results, we can infer that the differential cited by the author, the famous person, that is, the celebrity, doesn't have to be that it's considered global or local.
However, Bush et al. (2007) and La Ferle and Choi (2005) reported studies that used the purchase intention as an indicator of the effectiveness of the credibility of the endorser in the ad. Liu and Chen (2007) claim that the endorser has an influence direct and indirect in the purchase intention and preference of the buyer's brand, to the contrary to what was found by the authors, the research showed that the prestige of the brand goes beyond celebrity endorsement, in this way, for Adidas consumers, the strength of the brand is even more relevant in the purchase decision process.
In turn Pornpitakpan (2003), unlike Ohanian, found in his research a positive relationship between three dimensions and purchase intention, to prove the veracity of the information used the Ohanian scale (1991) in a study conducted in Singapore with 880 students. The study noted that the weight of each dimension of the credibility scale varies according to the celebrity, in however, expertise is the factor that most influences purchase intention, followed by reliability and attractiveness.
The present study agrees with the findings of Zhou et al. (2008), who recognize the symbolic value of global brands, such as social prestige and status. O social prestige, according to the authors, is relevant in a society where significant differences in income. For these societies, consumption serves as a great way of establishing social identity and, therefore, results in the desire for products that symbolize this global consumption of the richest societies.
Steenkamp et al. (2003) state, in their research, that the global image of a certain brand leads consumers to choose over a local brand, even when quality and price are no different. However, stay evident in the psychology and marketing literature that the brand as a whole, perceived by the consumer, is a predictor of purchase intention.
The first specific objective was achieved with the results found in the survey, which provided evidence that there is a greater preference for adidas due to its brand endorsements, however, there is no statistical evidence that the global celebrity impacts more than the local celebrity. Of that Thus, a global brand can use both types of endorsements to promote its products.
The second objective was achieved by verifying that the type of celebrity impacts on different levels of purchase intent considering involvement. We can conclude that for all respondents, the level of involvement with the sport was considered high, so celebrity endorsement affected the purchase intention of consumers with high involvement.
For the third objective, considering that the average of adidas is higher than the than the average of the other smaller brands endorsed by local celebrities and, knowing that there is a difference between the brands, but not among celebrities, we can admit that celebrities don't impact with the consumer's purchase intention and that there is no big difference between the minimum and maximum averages of ethnocentrism, so we cannot assess whether there is a difference between groups with a higher or lower level of ethnocentric consumption.

[bookmark: _Toc81850122][bookmark: _Toc84002421]5.2 Recommendations
This study also has managerial contributions, as it contributes to marketing decision-making. The marketer must be aware of hiring sports celebrities to endorse products, as it is a business that involves a high financial value, so all the tools that can help in decision making are important.
As the result of the survey was that there is no statistical difference between the type of celebrity, it is up to the advertising and marketing professional to determine the endorser, through the most important attributes, in addition, the amount that the company will make it available for a marketing campaign, if it is not feasible to hire a global celebrity, the company may hire a local one. In this way, it is up to the professional to know which variables are most relevant at the time of choosing the celebrity.
The study has some limitations in relation to the sample, as it was composed of only 70 respondents in each scenario, and everyone who participated in the survey needed to have access to the internet (online questionnaire), so the results cannot be generalized to other consumers (without internet). In this sense, it is important that other surveys are carried out with all types of consumers.
As social media has a relationship-building effect on many different levels, it would be interesting to further investigate through a multimodal analysis how text and image interact with each other to create a relationship. The importance of writing is reinforced by image and since image is a common occurrence in companies' posts, this is therefore relevant to investigate (Björkvall, 2009). It would also be interesting to examine what the dialogue that actually arises looks and is handled as it could provide an additional point of view on the relationship between company and stakeholder.
Based on the findings of the study it can be recommended that Adidas adopt the Vertical integration strategy along with their celebrity endorsement strategy which focuses on the capability of a company to in maintaining their customers and suppliers. This strategy is aimed at analysing and monitoring the stages of growth along with development of Adidas. This will help the company to modify their products at each stage so that they carter to the specific needs of the consumers and also address the ever-changing market trends.
In addition to the strategy above Adidas can also adopt the diversification strategy. Diversification takes several approaches which include horizontal, conglomerate, and the concentric diversification. A firm may introduce a similar product to those already available, whereas one may introduce products that are very different from those on the market, but also very attractive. Adidas could benefit significantly from this as it would give a much-needed boost to the revenue of the company.
Adidas should also monitor celebrity endorsement campaign because many campaigns fail because of lack of monitoring. It is Adidas' responsibility to monitor and minimize negative publicity in the form of image, conduct, and behaviour of celebrities. Maintaining clarity and agreement on the contract will help resolve this issue. Legal processes are also very important in celebrity endorsement. In order to prevent competitors from using a celebrity to do the same activity as Adidas, Adidas should make sure that the contract they hire is legally binding. It is also possible to cause confusion among audiences if this is managed incorrectly
[bookmark: _Toc81850123][bookmark: _Toc84002422]5.3 Future scope of Study
Another limitation of the study was that it did not perform an exploratory factor analysis to assess the one-dimensionality of scales and their explanatory power. Another limiting factor was the conduct of the experiment: the respondents participated in the internet search. Respondents might not be focused only on the activity of the experiment, which may have been influenced by other factors external to the scenario presented and that cannot be manipulated by the researcher.
An opportunity for the study is related to the fact that only the prestige theory of brand seems to be insufficient to explain the Adidas consumer, as it was observed in the survey that the prestige of the brand is more relevant than the endorsement of celebrity. In this sense, it is necessary to carry out research to understand why consumers value global brands better than local ones.
Another study opportunity is to verify the purchase intention and willingness to pay by the respective brands, and if there is a difference between the different types of consumers. Also considering celebrity endorsement. Finally, a larger sample of respondents belonging to the various social classes, generating new groups to analyse the difference between them. Can be added the variables income and gender.
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1. What is your Gender?
· Male 
· Female
2. What is your Age?
· 18-25
· 26-35
· 36-45
· Above 45
3. How often do you buy Adidas products?
· Once a week
· Once a month
· Once in six months
· Once a year
4. How long have you been purchasing Adidas products?
· Less than 1 year
· 1-5 years
· 5-10 years
· More than 10 years
5. Please select which is the most important feature of the first advertisement you recalled below?
	Sl. No
	Question
	Least imp
	Not Imp
	Neutral
	Imp.
	Most Imp.

	1
	Celebrity
	
	
	
	
	

	2
	Message/Story line of the ad
	
	
	
	
	

	3
	Punch line/ slogan of the advertisement
	
	
	
	
	

	4
	Jingle/music of the advertisement
	
	
	
	
	

	5
	Execution of the advertisement
	
	
	
	
	



6. In your opinion why people purchase products endorsed by the celebrities?
	Sl. No
	Question
	Strongly
disagree
	Disagree
	Neither agree nor disagree
	Agree
	Strongly Agree

	1
	People consider celebrities as their Role model.
	
	
	
	
	

	2
	People feel they belong to higher social strata when they use products endorsed by celebrities.
	
	
	
	
	

	3
	People find themselves Similar to celebrities in terms of personality when they use products endorsed by celebrities
	
	
	
	
	

	4
	People feel that if a celebrity endorses a product, then it must be of good quality.
	
	
	
	
	

	5
	People wish to copy in their personal life Successful career performance, which a celebrity has and thus by using products endorsed by celebrities they get motivated.
	
	
	
	
	

	6
	People find Celebrities as dynamic, social, and active and in order to copy them they start using products endorsed by celebrities.
	
	
	
	
	

	7
	People feel that a brand become more valuable when celebrities endorse products.
	
	
	
	
	



7. Do you think negative information about the celebrities’ affect your purchase decision or brand value?
· Strongly disagree	
· Disagree	
· Neither agree nor disagree
· Agree	
· Strongly Agree




Percentage (%)	
Male	Female	60	40	


Percentage (%)	18-25	26-35	36-45	Above 45	27.14	21.43	34.29	17.14	



Percentage (%)	
Less than 1 year	1-5 years	5-10 years	More than 10 years	8.57	35.72	40	15.71	


Percentage (%)	
Least imp	Not Imp	Neutral	Imp.	Most Imp.	8.57	25.71	8.57	40	17.149999999999999	


Percentage (%)	Least imp	Not Imp	Neutral	Imp.	Most Imp.	17.14	31.43	11.43	25.71	14.23	



Percentage (%)	Least imp	Not Imp	Neutral	Imp.	Most Imp.	18.57	28.57	10	25.71	17.14	



Percentage (%)	
Least imp	Not Imp	Neutral	Imp.	Most Imp.	17.14	27.14	10	28.57	17.14	


Percentage (%)	Least imp	Not Imp	Neutral	Imp.	Most Imp.	14.29	20	2.86	42.86	20	



Percentage (%)	
Strongly disagree	Disagree	Neither agree nor disagree	Agree	Strongly Agree	11.43	17.14	0	41.43	30	



Percentage (%)	Strongly disagree	Disagree	Neither agree nor disagree	Agree	Strongly Agree	15.71	25.71	8.57	28.57	21.43	



Percentage (%)	
Strongly disagree	Disagree	Neither agree nor disagree	Agree	Strongly Agree	17.14	21.43	4.29	32.86	24.29	


Percentage (%)	
Strongly disagree	Disagree	Neither agree nor disagree	Agree	Strongly Agree	14.29	25.71	11.43	28.57	20	


Percentage (%)	Strongly disagree	Disagree	Neither agree nor disagree	Agree	Strongly Agree	21.43	22.86	1.43	30	24.29	



Percentage (%)	Strongly disagree	Disagree	Neither agree nor disagree	Agree	Strongly Agree	12.86	14.29	5.71	41.43	25.71	



Percentage (%)	
Strongly disagree	Disagree	Neither agree nor disagree	Agree	Strongly Agree	12.86	21.43	14.29	30	21.43	
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