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[bookmark: _Toc152858274][bookmark: _Toc155219829]Introduction 
Celebrity endorsement has been a common approach in modern marketing, particularly in the fast-paced world of fashion. The mutually beneficial link between celebrities and fashion firms has been a driving force in shaping customer views and tastes. This study focuses on the influence of celebrity endorsement on the promotion of fashion products, with a particular emphasis on the globally recognised sportswear organisation, Adidas. Understanding the nature of this link is critical for both researchers and practitioners in the industry as celebrities become more important components of promotional communication.
[bookmark: _Toc155219830]Rational of study 
This study is justified by the rising importance of celebrity endorsements in impacting consumer behaviour and brand image. While there is significant literature on the broad influence of endorsements, there is comparatively little research on the specific context of fashion companies, as shown by the instance of Adidas. By looking into this dynamic, the research hopes to add useful insights to the scholarly debate while also providing practical consequences for marketers and brand managers working in the competitive fashion business.
[bookmark: _Toc152858276][bookmark: _Toc155219831]Objectives 
· The fundamental goals of the dissertation proposal are to determine the success of Adidas' celebrity endorsement techniques in promoting its fashion items.

· To evaluate the impact of celebrity affiliations on Adidas' general consumer brand image, investigating both positive and negative consequences.


· To investigate the delicate interaction between celebrities, fashion businesses, and customer attitudes by conducting a thorough assessment of the objectives outlined above.

[bookmark: _Toc152858277][bookmark: _Toc155219832]Research questions 
1. To determine how celebrity endorsement approaches can affect the marketing of fashion merchandise in the context of Adidas.
Definitions of Celebrity Endorsement:
(Jun, et al., 2023) Celebrity endorsement is a marketing strategy in which a well-known and significant personality, typically from the fields of media, sports, entertainment, or other broadly recognised domains, is associated with a brand or product in order to leverage the celebrity's popularity and credibility for the advertising and improvement of the brand's image.
(Aita, 2020) In the marketing environment, celebrity endorsement is a promotional approach in which a business partners with a well-known and respected figure to endorse or promote its products or services. This organisation hopes to have a beneficial influence on consumer attitudes, influencing purchase decisions and increasing brand visibility.
(Purohit & Arora, 2022) From the angle of social influence, celebrity endorsement entails the use of celebrities as opinion leaders or influencers who may alter the attitudes and behaviours of their fan base. This strategy uses the celebrity's current public image to boost the perceived worth and attraction of the endorsed brand.
2. To analyse the degree to which celebrity endorsements in the fashion business can influence consumer behaviour.

Definitions of consumer behaviour: 
Consumer behaviour, according to Engel, Blackwell, and Miniard, is "the actions and decision-making processes of individuals and households in identifying, evaluating, acquiring, consuming, and disposing of products, services, experiences, or ideas to satisfy needs and desires." This concept covers the full consumer decision-making journey, highlighting the dynamic process that people go through while interacting with products and services (Ashman, et al., 2015).
Consumer behaviour, according to Howard and Sheth, is a process that includes problem detection, information search, alternative appraisal, purchase, and post-purchase behaviour. According to their approach, both internal variables (such as motivation and perception) and external elements (such as marketing and social influences) impact customer behaviour (Commerce Mates, 2023).
Consumer behaviour, according to Michael Solomon, is "the study of the processes involved when individuals or groups select, purchase, use, or dispose of products, services, ideas, or experiences to satisfy needs and desires." Solomon's concept emphasises the comprehensive character of consumer behaviour, emphasising not just the purchase decision but also the broader stages of consumption and disposal (Micheal R Solomon.com, 2023).

3. To investigate how Adidas can improve its celebrity endorsement efforts to meet changing customer demands while maintaining a favourable brand image. 
Definitions brand image:
According to the (American Marketing Association, 2023), brand image is a consumer's opinion of a brand as expressed by their affiliations, beliefs, sentiments, and attitudes. It refers to the cumulative effect of numerous brand-related events and messages on customer brains, which shapes their overall perception of the brand.
Building on the AMA viewpoint, noted marketing expert Kevin Lane Keller defines brand image as the collection of brand connections that customers remember. These connections, which might include attributes, advantages, attitudes, and emotions, help to shape the brand's identity and impact customer decisions and behaviours (na, et al., 1999).
(Meyerson, 2019) According to branding expert David Aaker, brand image is one component of a larger framework that encompasses brand identity. Aaker describes brand image as consumers' views and attitudes towards a brand, portraying the brand's exterior face. It is influenced by characteristics of the company's identity, such as brand personality, values, and communication methods.
These academic definitions emphasise the complex character of brand image, consumer behaviour and celebrity endorsement, focusing on the cognitive and emotional factors that influence how customers perceive and interact with a company.
These research questions and objectives collectively form the framework for a comprehensive investigation into the influence of celebrity endorsement on fashion brand marketing.
[bookmark: _Toc152858278][bookmark: _Toc155219833]Literature review 
In recent years, scholarly interest has focused on the interaction of celebrity endorsement and fashion branding. Celebrities are widely acknowledged as potent influencers capable of influencing customer views and purchasing inclinations (Chan, 2023)Adidas stands out as a key participant in the sportswear and fashion industries, having effectively utilised celebrity endorsements to boost its brand image. (Lui, 2022)found that celebrity endorsement plays an important role in building credibility and fostering a good brand connection. In the case of Adidas, legendary celebrities such as Kanye West and Beyoncé have played a significant role in raising the brand's prominence and cultural significance (Shastri, 2023)
Nevertheless, the efficacy of celebrity endorsements in the fashion business is debatable. While good connections can boost brand equity, unpleasant incidences involving approved celebrities might harm the company's reputation (Bhasin & Loh, 2023)Fashion marketers must understand the subtle aspects of these interactions. Keller's (1993) notion of brand image, as well as its dimensions of brand associations, brand personality, and brand judgements, provides an analytical structure for assessing the influence of celebrity endorsements on Adidas' brand image. Furthermore, the Aaker’s brand equity model will also be a useful theoretical tool to assist with this research. 
The emergence of social networking platforms has increased the power of celebrity endorsements in the fashion industry (Dolmis, 2022) investigate the influence of social media in the distribution of celebrity-endorsed fashion material and the consequent impact on customer views. Adidas' expert use of social media platforms in conjunction with celebrity endorsements has become a model for efficient brand communication and engagement (Blakeman, 2015) (Bhasin, 2019)
Shoppers are growing more interested in authenticity in advertising as the fashion sector advances (Chernev, 2012) When reflected through celebrity endorsements, authenticity may considerably influence brand loyalty and good reviews (Escalas & Bettman, 2003).
Finally, research on celebrity endorsements in the fashion sector, particularly in the context of Adidas, demonstrates a complicated interaction of elements impacting customer views and brand image. This study intends to add to the greater conversation on successful brand management and marketing strategy in the changing world of fashion branding by exploring both the positive and possible downsides of celebrity endorsements.
[bookmark: _Toc152858279][bookmark: _Toc155219834]Theoretical models to assist the research. 
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A solid reputation increases the chance of obtaining and maintaining customers as a result of the consumer-brand relationship. This offers businesses a major competitive advantage. Using the Brand Equity Pyramid, organisations may use rigorous approaches to supply their market with the proper interactions (na et al., 1999).
As a brand advances to the resonance level, it has the opportunity to understand and capitalise on its customers' beliefs and allegiances, both positive and destructive. Marketing firms may understand what their customers want and need before they buy the items, or even before they realise they want the item or service, by breaking CBBE down into Keller's four phases (Bhasin, 2019).
[bookmark: _Toc152858280][bookmark: _Toc155219835]BRAND IDENITY- It explores the terms and mental representations shoppers associate with a particular brand label. It is a critical level that must be strong in order to uphold the levels that follow it in the pyramid. The fundamental essence of brand awareness among consumers is measured through a company's brand identity (na, et al., 1999). Through sportswear and goods, Adidas' brand identity is recognisable and established across the world. Adidas' brand identity is linked to several sub-intermediary sports and clothing retailers throughout the world, as well as worldwide influencer support. The corporation is privileged to have inherited values, that grant them a social and economic edge against risks of substitutes and dangers to entrance.
[bookmark: _Toc152858281][bookmark: _Toc155219836]BRAND MEANING - When a customer is familiar with a firm, he will want to know if it is reliable, suited for long-term use, provides excellent customer service, and other important details. The second level of Keller's Brand Equity Model is made up of the characteristics that define what a brand signifies to customers (Bhasin, 2019).
[bookmark: _Toc152858282][bookmark: _Toc155219837]Brand performance -The five components that comprise brand equity are product attributes, quality and dependability, relations with consumers, appearance and design, and the retail cost of goods or services. "It delivers on what its brand name implies, so consumers will be pleased when it fulfils" (Raut et al., 2019). Adidas is well-known for its high-performance athletic apparel, and the company has constantly created cutting-edge products that meet the needs of athletes and sports fans. As a result, Adidas has earned a great reputation for quality.
[bookmark: _Toc152858283][bookmark: _Toc155219838]Brand imagery- Visuals satisfy consumers' mental and behavioural expectations. How does the brand seem to customers? Family-friendly, youth oriented   Direct advertising and word-of-mouth exposure can help a brand's reputation (Raut et al., 2019). Adidas has an established brand reputation that is associated with creativity, fashion, and efficiency. By exploiting its association with great athletes and sports groups, the firm has been successful in strengthening its reputation as an excellent durability brand (Adidas.com, 2023).
[bookmark: _Toc152858284][bookmark: _Toc155219839]BRAND RESPONSE– At this point in Keller's method, judgement and attitudes might be difficult to discern since they are so personal to each client. A company may be insignificant to one customer while being extremely valuable to someone. Someone else may positively or negatively contrast a brand's visibility to that of another. It has been recognised how difficult it may be to put a monetary value on how people feel about a firm and how much they respect it (Bhasin, 2019).
Including real interaction and seeming reputation as additional criteria. Once a corporation is aware of these assessments, it must respond to them in order to develop positive brand impression. In contrast, when the product meets or surpasses expectations, it generates a lot of enthusiasm and may even encourage the buyer to become an advocate for the company. These pleasurable experiences produce "Emotional responses" (feelings) among customers. nevertheless, can be reflected adversely if the product or service was deemed unacceptable by the consumer, resulting in an undesirable consequence that might be disastrous (Chernev, 2012).  
Customers identify Adidas with high quality, reliability, and innovation, what has contributed to the brand's good reputation. Adidas has effectively positioned itself as a brand that cares about the environment and sustainability.
[bookmark: _Toc152858285][bookmark: _Toc155219840]BRAND RESONANCE (strong consumer relationships)
A brand advocate has climbed to the pinnacle of Keller's Brand equity pyramid. By this juncture, both the company and the consumer share a deep emotional and psychological tie. Consumer behaviour, beliefs, and attitudes, in addition to their interplay, are all factors that drive brand resonance.
An advocate is a customer who is loyal to a brand and considers it as outstanding, who refuses to purchase anything else and encourages its advantages to everyone else. Customers have strong views about a range of issues, such as longevity of value, service excellence, commodities, and value. A comprehensive grading system that serves as a helpful indication of resonance (Raut et al., 2019). Kanye West, Beyonce, and Pharrell Williams are just a few of the celebrities, with whom Adidas has teamed to create limited-edition items and marketing campaigns that appeal to their fans. The corporation has sponsored major sporting events, teams, and individuals like as Lionel Messi, the NBA, and the FIFA World Cup. Adidas has achieved this by fostering a feeling of unity and devotion among its customers (Adidas.com, 2023).
Furthermore, the brand's commitment to sustainability and cultural responsibilities has added to its ability to connect with customers who are growing more aware of environmental concerns and corporate ethics. (Adidas.com, 2023).
[bookmark: _Toc152858286][bookmark: _Toc155219841]Aaker’s Equity Brand model 
David Aaker's Aaker Brand Equity Model provides a comprehensive framework for analysing and maintaining brand equity. Brand awareness, brand loyalty, perceived quality, and brand associations are the four essential variables identified in this model that contribute to the production and measurement of brand equity.
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[bookmark: _Toc152858287][bookmark: _Toc155219842]Brand equity- In Aaker's concept, brand equity symbolises the underlying worth and power that a brand holds. It is positioned as the culmination of the aforementioned qualities. It combines brand awareness, loyalty, perceived quality, and associations. According to Aaker, brand equity is a valuable intangible asset that enables a brand to command premium prices, achieve market leadership, and withstand adversities in the competitive landscape.
[bookmark: _Toc152858288][bookmark: _Toc155219843]Brand awareness- The Aaker Brand Equity Model is built around brand awareness, which represents the degree to which a brand is recognised by potential customers. According to Aaker, creating great brand awareness is critical for brand equity since customers are reluctant to connect with a brand if they are unaware of its existence. This dimension emphasises the significance of marketing activities in creating and sustaining a brand's market presence.
[bookmark: _Toc152858289][bookmark: _Toc155219844]Perceived quality- Consumers' perceptions of the overall quality and excellence of a brand's products or services are referred to as perceived quality. Aaker believes that developing a good sense of quality is critical for establishing great brand equity. Customers are far more inclined to form favourable views and connections with a brand that regularly provides high-quality goods, boosting the company's total equity (Bhasin, 2019).
[bookmark: _Toc152858290][bookmark: _Toc155219845]Brand association- The fourth dimension of Aaker's concept is brand associations, which include the different aspects, functions, and characteristics associated with a brand in the eyes of customers. These connections might be concrete or immaterial, and may encompass logos, emblems, or personality qualities. According to Aaker, deliberately controlling and maintaining these links may affect customer opinions and greatly contribute to brand equity.
[bookmark: _Toc152858291][bookmark: _Toc155219846]Brand loyalty- According to Aaker's approach, brand loyalty represents the degree of customer commitment and devotion to a certain brand. This dimension analyses the possibility of recurring business as well as customer reluctance to switching to competitor brands. Aaker emphasises the importance of developing a loyal consumer base, since brand loyalty adds significantly to a company's long-term success and survival (Bhasin & Loh, 2023).
[bookmark: _Toc152858292][bookmark: _Toc155219847]Research methodology 
according to Saunders et al (2019).  The research process is an intentional effort that involves gathering, evaluating, and interpreting data to answer a question or to investigate a certain phenomenon. This illustrates numerous research methodologies based on the research onion diagram (Sreekumar, 2023).
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This research will concentrate on research methods. The proper mindset, methodology, and strategic abilities allow for in-depth study and analysis of collected primary and secondary data.
[bookmark: _Toc152858293][bookmark: _Toc155219848]Research philosophy 
In this study, I shall choose Interpretivism (Constructivism) since it is more academically appropriate for the proposed issue. I'll combine the three to get the greatest outcomes. 

1. Ontology- Interpretivists contend that reality is socially created and subjective. They emphasise the significance of understanding people's points of view.
2. Knowledge is subjective and context-dependent, according to epistemology. Interpretivism seeks to comprehend the interpretations that individuals place on their experiences.
3. Interviews, observations, and content analysis are common qualitative approaches used to investigate subjective experiences and social (jansen, 2023).
[bookmark: _Toc152858294][bookmark: _Toc155219849]Research design 
The analysis takes a qualitative approach, which serves provide a more thorough comprehension of the context of the research obstacles, because the interaction between the various functions of branding and ambassadors and consumer purchasing behaviour has a vast amount of data related to conduct studies on the subject, which would be not easy to do.
[bookmark: _Toc152858295][bookmark: _Toc155219850]Research approach 
To explain the informal link between brand image, loyalty, and customer purchasing behaviour, the study employs a deductive method. Furthermore, this technique offers for some summarising of the study outcomes.
[bookmark: _Toc152858296][bookmark: _Toc155219851]Research strategy and data collection 
For my dissertation on the impact of celebrity endorsement on Adidas' brand image, I propose a mixed-methods research strategy that integrates both quantitative and qualitative approaches. In the quantitative phase, I intend to conduct a survey among a representative sample of Adidas customers to quantitatively assess the influence of celebrity endorsements on consumer behaviours. The survey will include questions related to brand awareness, brand loyalty, perceived quality, and the specific impact of celebrity associations. Utilizing a Likert scale, I aim to measure respondents' attitudes and perceptions in a quantifiable manner.
[bookmark: _Toc155219852]Definition of Sampling 
In research, sampling refers to the act of picking a subset or a representative group of persons or items from a larger population in order to draw conclusions or make generalisations about the entire population. It is an important part of research design, giving a realistic means to investigate a subset of the population in order to gain insights and draw sound conclusions (Hassan, 2023). 
[bookmark: _Toc155219853]Sample Size
Choosing an adequate sample size requires combining statistical concerns with practical limits. A bigger sample size improves the accurateness of findings in overall, but it is critical to verify that the sample chosen is representative of the community. The ideal sample size is determined by criteria such as study objectives, desired level of precision, and the resources that are accessible. Therefore between 30 and 50 people will be questioned due to the resources available.
[bookmark: _Toc155219854]Sample Type
 The sample type chosen depends on the study objectives. In this case study I will be using, convenience samples are dependent on having access to and availability of participants, and while it can't be considered as representative of the population, it is frequently more practical.  (Hassan, 2023).
[bookmark: _Toc155219855]Sample Method 
Non-probability sampling is the method that will be used as convenience samples are not as valid as a simple random sampling method as every person in the nation can be included.
[bookmark: _Toc155219856]Date of Collection Method
Wednesday, January 10, 2024
[bookmark: _Toc155219857]Survey/Questionnaire Design
The survey instrument will consist of a questionnaire created using Microsoft Forms. The questionnaire will comprise 12 questions, a mix of 6 closed-ended and 6 open-ended formats. Closed-ended questions, with predefined response options, facilitate quantitative analysis, while open-ended questions allow respondents to provide detailed, qualitative insights. The questionnaire aims to gather specific information related to the research objectives efficiently.
[bookmark: _Toc155219858]Time Limits
Due to the nature of face-to-face encounters, respondents will have a limit of 4 minutes to complete the survey. This time limit guarantees that data collecting is efficient while preserving response quality. During survey administration, it is critical to find a balance between gathering enough information and respecting participants' time. overall, the sampling process comprises key decisions on sample size, type, and procedure, while survey design issues, such as question format and time limits, add to the overall efficacy and dependability of the study.
In the qualitative phase, I plan to conduct in-depth interviews with a subset of survey participants to delve deeper into the nuances of consumer behaviours using a set of 4 preset questions . These interviews will explore participants' personal experiences, emotions, and the underlying reasons behind their attitudes towards Adidas and its celebrity endorsements.
After completing both phases, I will combine the findings to triangulate results, providing a more comprehensive understanding of the influence of celebrity endorsements on Adidas' brand image. This mixed-methods approach will allow me to capitalise on the strengths of both quantitative and qualitative research, resulting in a more detailed and comprehensive study. Ethical issues, such as participant confidentiality, informed consent, and transparency, shall be carefully followed during the study process. In addition, before doing the full-scale research, I intend to undertake a small-scale pilot study to fine-tune survey questions and interview techniques. This method assures the study findings' dependability, credibility, and ethical conduct.
[bookmark: _Toc152858297][bookmark: _Toc155219859]Data analysis, sampling method 
I will have 30 to 50 participants come from my workplace at Amazon warehouse, the university UWTSD, and outside the west end adidas shop to obtain a thorough understanding of people's thoughts on adidas and its ambassadors who will assist me in conducting this survey. The assessment of important trends and the average value of the data acquired from respondents will be done using a descriptive statistical examination of the quantitative data, allowing any variances in the data to be concluded. Completed surveys, spreadsheets, and tally charts will be analysed and categorised using the statistical programme for social research SPSS to assure information accuracy.
[bookmark: _Toc152858298][bookmark: _Toc155219860]Ethical consideration 
In conducting my dissertation on the impact of celebrity endorsement on Adidas' brand image, ethical considerations are paramount. I will prioritize obtaining informed consent, ensuring participants understand their voluntary involvement and the right to withdraw. Measures to protect confidentiality, such as data anonymization and secure storage, will be implemented. Transparency regarding data use and a commitment to using information solely for research purposes will be communicated to participants. Additionally, I will be mindful of potential emotional impact on participants, offering resources for support. Fair participant recruitment and a commitment to avoiding discrimination will be upheld. Throughout the research, I will continuously monitor and adapt ethical considerations, aiming to contribute responsibly to the academic discourse.
[bookmark: _Toc152858299][bookmark: _Toc155219861]Research limitations 
A number of constraints should be considered when I begin my dissertation on the influence of celebrity endorsement on Adidas' brand image. For starters, the findings' generalisation may be limited by the special setting of Adidas and the distinctiveness of celebrity collaborations. Furthermore, the use of self-reported data in surveys and interviews presents the possibility of social desirability bias, which can affect the accuracy of participant replies. The study's cross-sectional design may restrict its capacity to show causality by providing a snapshot rather than a long-term perspective. Finally, external factors such as shifting market trends or unforeseen occurrences may impact customer views in ways that are outside the scope of this study. Recognising these constraints is critical for providing a balanced assessment of the study's findings.
[bookmark: _Toc152858300][bookmark: _Toc155219862]Resources and planning 
[bookmark: _Toc152858301][bookmark: _Toc155219863]GANT chart timeline 
A Gantt chart is a visual tool for managing projects. It helps plan tasks over time by showing when they start and end. Created in the 1910s by Henry L. Gantt, an American engineer, the chart helps teams track progress and allocate resources. Its main purpose is to give a clear picture of a project's timeline, making it easier for everyone involved.
[image: ]Using Gantt charts has perks like better project visibility and communication among team members. They help simplify complex plans by showing tasks visually. However, Gantt charts also have downsides. They might oversimplify intricate projects and become outdated if not regularly updated. Still, their advantages make them a popular and effective project management tool.
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