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Source 1
When is celebrity endorsements effective? (Jun, M., Han, J., Zhou, Z., & Eisingerich, A. B. (2023)
This source shows us exactly when celebrity endorsements reach peak effectiveness. It’s currency (2023) is very recent which makes this source incredibly relevant. It’s modernity has strength because it shows the latest branding and endorsement strategies and it provides up to date insight on how celebrity endorsements operate in the world of digital marketplace. This source is strongly relevant because as I have stated it was published in 2023 which makes this source modern with relevant information and investigates when celebrity endorsements are most effective and focuses on how celebrity characteristics strengthen brand associations. This article appears in the Journal of Business Research, a highly respected and trusted academic journal in the field of marketing, and all authors are recognized marketing researchers which shows the credibility of this source. The authors of this source clearly outline their data analysis which makes this research academically accurate because they also created theoretical links which makes the research transparent. The article aims to show the effectiveness of celebrity endorsements and it does not attempt to sell or promote products, which supports its objectivity in its entirety.
Source 2
Celebrity vs. Influencer Endorsements in Social Media Advertising (Schouten, A. P., Janssen, L. & Verspaget, M., 2020)
This source was published in 2020 which shows us that it is fairly relevant and modern for digital marketing. It includes up to date trends in celebrity and influencer advertising and endorsing on social media platforms like Twitter and Facebook for example. This source directly compares celebrity endorsements effectiveness with influencer endorsements , so this helps us to understand what celebrity endorsements do better than influencers. This source is relevant because it gives an understanding of strengths and weaknesses of celebrity endorsements. This source was published in the Journal of Advertising which is a highly respected academic journal, and the authors are established researchers in their fields which are communication and digital marketing. This also gives strong academic credibility. The authors findings from this source are evidence based which gives huge reliability, the methods are also transparent, strengthening accuracy. The purpose of this source is to analyze and compare different types of endorsements in social media and for us as readers to understand how consumers respond differently to celebrities and influencers.

Both of these sources give valuable and important information on the effectiveness of celebrity endorsements but from different perspectives. Jun et al. (2023) focuses more on when celebrity endorsements work best by showing that the endorsements work much more effective when the celebrity fits the specific brand and brings strong associations that improve the brands image. On the other hand Schouten et al. (2020) compares the differences between influencers and celebrity endorsements, and its shows us that influencers create higher engagement on social media but celebrities offer strong brand recognition and it shows us that celebrities offer a higher level of symbolic value. This source shows us that celevbrity endorsements work best when the celebrity is popular and credible and matches the brands vision and appeals to their target audience.
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The use of celebrity endorsements as a business marketing tool has been significant in the world of business, with multiple businesses spending substantial amounts of money to get celebrity endorsements to strengthen their brand and to endorse what the business are trying to sell to a specific target audience and by paying to have celebrity endorsements they are building awareness and have a better chance of reaching the target audience. In todays business world it is very competitive marketplace where consumers are always exposed to advertising, this is where companies rely on celebrity endorsements to create reliability, credibility and trust to make sure that the consumer would happily buy off the companies that the celebrities are endorsing. The main argument of this essay is that companies using celebrities to endorse their brand/product remain highly effective in completing their goals but the success of this marketing strategy all depends on credibility and consumer perception. This essay will come to show a clear line of argument supported by credible academic sources to show the strengths and weaknesses and how businesses can use them effectively to pursue the companies goals.
Celebrity endorsements work extremely well because consumers have positive feelings towards celebrities they admire, and these celebs try to feed that positivity to the brands they’re endorsing. Jun et al. (2023) explains to us that celebrity endorsements work best when the celeb is well matched to the brand they’re endorsing and that they bring strong associations, an example of this if a football brand wanted to excite their target audience which would be football fans they’d want to excite their consumers with an exiting footballer and one that has significant respect off all consumers such as Cristiano Ronaldo. Schouten et al. (2020) argues that by companies investing in celebrity endorsements it gives the company/brand instant recognition and popularity, especially if that specific celebrity is well known. So when using celebrity endorsements as a marketing strategy it gives the business a huge advantage because the consumers are far more likely to pay attention to the brand that is linked to someone famous and popular.
When looking into the fact that celebrity endorsements work, credibility becomes one of the main reasons behind their success. Erdogan (1999) highlights that celebrities that are reliable and credible are far more persuasive to the consumers and the target audience take the brand more serious after the endorsement and take their opinions more serious. There is significant modern research to back this fact up too, Hossain (2025) shows us that celebrity endorsements heavily rely on the individual celebrities credibility and attractiveness in the modern social media era, especially when consumer scepticism increases in digital spaces, (Hossain, 2025). This source explains that having a very famous and well known celebrity isn’t enough, the brand needs to consider weather the celeb is authentic otherwise the endorsement of the brand might not work, even if the person is famous.
One big weakness of businesses using celebrity endorsements as a marketing strategy is that the celebrities that are promoting their brand could possibly be involved or get involved with being linked to scandals. Knittel & Stango (2013) found in their studies that when a celebrity is involved in a scandal and their reputation is ruined it normally has a drastic effect financially on the brand they are endorsing. A great example of this was Kanye West being antisemitic on the social media platform Twitter and therefor losing his contract with Adidas and their brand took a huge hit for having Kanye endorse their brand. Gupta (2025) explains to us that although celebrity endorsements are common, they are also under great scrutiny by consumers because anything negative that comes from the celebrities that are endorsing the brand can significantly damage brand trust. Another weakness of celebrity endorsing brands is that some celebrities endorse multiple brands and businesses, this is a big weakness because the target audience don’t have trust in the celebrity because they don’t come off as genuine because these celebrities endorse so many brands it looks as if the celebrities are doing it for their own personal gain, and it becomes suspicious when the celebrities are endorsing something that does not fit their lifestyle or profession. Smith and Zhao (2024) found that the brands target audience are far more likely to question the celebrity endorsement if it feels forced or not genuine. An example of this is if a celebrity into their fitness goes onto endorsing a junk food brand, it can confuse consumers and reduce trust in both the celebrity that is endorsing the brand but then the brand itself. It is thought that the modern days consumer is far smarter and they can detect easier if the celebrity is endorsing for the money or not and not because they actually like the product. This can weaken and reduce endorsements effects on the companies sales and their brand loyalty.
Overall, celebrities can be a huge asset to businesses to reach the target audience, but they must also be used carefully in order to protect the brand. When the celebrity comes across as authentic and trustworthy the endorsement can work very well for the brand. If businesses focus entirely on authenticity the business would be significant in their success. If the brands avoid celebrities which are prone to scandals and are at risk of ruining the reputation of the brand they will reach higher success rates, and avoid any links to fake endorsements. The key is to build trust with consumers and achieve their marketing goals.
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