For this research, two sources have been evaluated using the CRAAP test. Both sources examine celebrity endorsement as a marketing strategy and its impact on consumers’ behaviour. The first source is a blog published on a marketing agency’s website (Don’t Panic London, 2024), whereas the second source is an article published in an academic journal (Zipporah and Mberia, 2014). 
Don't panic London (2024) CRAAP test: 
Currency: 
The blog post, published in April 2025, reflects the latest marketing trends, including the use of social media and modern influencer culture.  It is current enough to show how celebrity endorsement strategies are applied in today’s marketing. 
Relevance: 
Regarding relevance, this source is directly related to my research for the next part of the assignment. It explores celebrity endorsements as a powerful marketing tool and their impact on consumer behaviour. The blog focuses on practical marketing strategies for professionals and is more general rather than academic. The approach is natural and includes videos of real-life examples of celebrity endorsements, making it easier to read and understand. 
Authority: 
The blog is published by Don’t Panic London, a marketing agency, and does not have authors. It is beneficial for understanding current marketing strategies, but it does not have that level of credibility for academic study. 
Accuracy: 
The source does not contain any references or verified evidence to support its claims. The information relies on professional experience and examples rather than research, making it less credible for an academic essay. 
Purpose: 
The blog is informative but mainly aims to promote the agency’s services. It shows a clear commercial bias, promoting Don’t Panic London as the marketing specialist businesses should hire for celebrity endorsements. 
Academic article “The Effects OF Celebrity Endorsement in Advertisements” CRAAP test: 
Currency:
The academic journal article was published in 2014, making it a bit outdated. It presents the theoretical foundations of celebrity endorsement but does not fully reflect recent changes in marketing, consumer behaviour, and the impact of new digital platforms. 
Relevance: 
The article’s topic directly relates to my research. It examines how celebrity endorsements can significantly influence consumer behaviour and highlights their effectiveness as a powerful marketing tool. The content is written in an academic style, exploring different perspectives, and using research methods, relevant literature, and data analysis. It is intended for students, researchers, and academics.   
Authority: 
The authors are Mwendwa Mildred Zipporah and Dr Hellen K. Mberia, both highly qualified academic researchers, giving the article credibility.   
Accuracy: 
[bookmark: _Int_CxWr5Qtr]The academic article is highly reliable in terms of accuracy. It is based on research and factual data, and includes references to support the statements. The authors present a clear methodology and draw conclusions based on the existing literature. It is also well-written, with no spelling or grammar errors. 
Purpose: 
The purpose is to inform and educate its readers. The evidence is presented objectively, considering all perspectives, so there is no apparent bias. 
Both sources agree that celebrity endorsements can significantly influence consumer behaviour and are a powerful marketing tool. They differ, however, in approach and purpose. Together, they complement each other by combining the article's theoretical foundations with the blog's contemporary marketing applications.
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