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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
First article 
· Currency: The article has a publication year of 2023, which reflects the currency of the study. The article highlights the trends in celebrity endorsements in marketing both historically and in the future by reviewing studies from 1960 to 2021.
· Relevance: This article is highly relevant given its focus on the trends outlined in their bibliometric analysis within marketing regarding celebrity endorsements and the study's implications for academic and developmental purposes regarding celebrity endorsements. 
· Authority: This article was published in the Asia Pacific Journal of Marketing and Logistics, a reputable, peer-reviewed academic journal. The authors are also associated with reputable academic institutions, which adds to the credibility of the study and indicate expertise into marketing.
· Accuracy: The study follows a systematic, and data-based bibliometric process to assess data, implying accuracy and reliability. Throughout the article, citations are present in each cited source, and the authors acknowledge the limitations of their research to ensure accuracy.
· Purpose: The purpose of the study is to review research trends through the bibliometric assessment of celebrity endorsements, identify themes in the data, and suggest future direction. The article is objective and research-focused based on academic inquiry, and not objective in purpose or inferences.

Second article
· Currency: The article was published in 2021 being also a current source and relevant to contemporary marketing practices, even today.
· Relevance: The relevance of the article is directly related to celebrity endorsements as the authors develop a model of how consumers respond to celebrity endorsements from a consumer perspective, thus highlights implications for consumer behaviour. 
· Authority: While the article was published in a journal called the New Marketing Research Journal, which is still a basic peer-reviewed journal, each of the three authors are recognised faculty positions at various academic institutions, identifying authority in the topic of marketing and consumer behaviour.
· Accuracy: The article does utilise empirical research in the study utilising data analyses and model development in relation to his hypothesis. The source cites various types of sources throughout the article, further identifying strength in the accuracy of the article, and provides sufficient description of methodology.
· Purpose: The purpose of the article is to illustrate and validate a theoretical model offering insight into celebrity endorsement context. The article offers scholarly focus within academic investigation and political bias or perspective to the article.
Along with the consideration of currency, it is worth reflecting on how the topic of celebrity endorsement has been studied from different methodological approaches in the existing literature. Wang and Liu (2023) used a traditional literature review to describe the historical development of celebrity endorsement in marketing and provided a broad account of how the domain evolved. In comparison, Naghash et al. (2021) examined the topic from a more empirical perspective as they developed and tested a model to better explain consumer behaviour towards celebrity endorsement. Collectively, studies from both these authors help us frame the macro-level trends in the academic literature and the narrower, more focused behaviour mechanisms at play. It should also be noted that Wang and Liu also identify a continuing research gap around influencer marketing, as well as in other digital, non-traditional forms of endorsement. Conversely, Naghash et al. analysed celebrity endorsements through a psychological micro focus, such as context, their logic of marketing motives from a consumer perspective. Despite both arguments sharing persuasive arguments on implications of audience selection on credibility, attractiveness, and congruency as major components to successfully endorsing a brand, Wang and Liu outline newly emerging trend research gaps on possible experiences through those specific angles. A strength of both articles is descriptive contexts-based assigns characteristics to what shapes consumer attitude toward endorsement behave
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In the contemporary competitive marketplace, celebrity endorsements have become a significant feature of the business marketing mix. Culminating in highly publicised presentations, brands allocate considerable spending on celebrities to endorse their product because they believe the endorsements can influence consumer buying decisions, promote brand awareness, and ultimately, result in increased sales. Although celebrity endorsements can produce positive effects, the outcome can depend on several variables. This essay will argue that the positive impact of celebrity endorsements on business marketing is significant when used correctly and explore the effectiveness of celebrity endorsements using the 4As framework: Awareness, Appeal, Aspiration, and Action, considered through an analysis of key research, while evaluating the strengths and limitations of celebrity endorsements.
The first aspect of the 4As framework is Awareness. A key function of the celebrity endorsement approach is to enhance brand visibility. Often, celebrities may have an enormous following and convey a product or service to millions of audiences in a matter of minutes. Ultimately, this exposure provides brands with 'stand-out' value in crowded markets. Research has shown that the presence of a celebrity can improves recall and recognition of brands (Wang and Liu, 2023). This recognition occurs when the celebrity's face is more easily recognised and remembered by audiences. A celebrity in the endorsement provides a shortcut in consumers' minds that associates the product with the celebrity's image. In situations where the celebrity is a sports star or athlete endorsing a fitness-related product, the direct association between the product and health or athletic performance is made instantaneously. The impact of celebrity endorsement in this scenario is certainly valuable for unknown or lesser-known brands as they attempt to gain visibility. Celebrity endorsements, therefore, can be an effective form of brand awareness, the most impactful initial step in altering consumers' buying behaviour. The second "A" is Appeal. The endorser must be attractive, trustworthy, and credible in the eyes of the consumer for a celebrity endorsement to work. The celebrity's image must complement the product to achieve "endorser-product congruence." When there is congruence, consumers generally find the message more credible and attractive. Research suggests that the consumption level is even higher when consumers believe that the celebrity does have expertise or is connected to the product they are endorsing (Naghash et al., 2021). A fashion icon endorsing clothing or a famous chef endorsing kitchen tools offers credibility to the brand endorsed. Gaps between the celebrity and the endorsed product can cause confusion or disinterest; in the worst case, they can undermine the brand altogether if consumers perceive the endorsement as disingenuous or purely financial. While Appeal can be powerful, it is nonetheless contingent on selecting an appropriate celebrity who matches the product or target audience. 
The third "A," Aspiration, denotes the desire the consumer possesses to be like the endorser. Often consumers see celebrities as role models and try to replicate their lives. Advertising departments realise the consumer's desire and leverage it to encourage the purchase of an endorsed product by their favourite celebrity. Aspiration acts as an emotional connection to endorsement decisions. This type of emotional connection is often realised in the fashion, beauty, and luxury industries, where consumers desire to associate themselves with the high-status image conveyed by the endorser. Research shows that celebrity endorsements influence not only the attitudes toward a product, but also affect a consumer's personal goals and identities (Rocha et al., 2020). For example, when a brand features a celebrity that signifies success, youth, or beauty, it associates the product with the wants or desires of the consumer. Celebrity endorsements do not always be applicable or appropriate for every situation and market. Some consumers may outright reject endorsements that do not sit well with them or simply feel they are being manipulated by a celebrity endorsement (or the celebrity is associated with a negative reputation). Aspirational value is also one of the largest psychological impacts of celebrity marketing.
The third A is Action. Ultimately, with any marketing efforts, the ulterior design is to get consumers to act, usually, action means the consumer purchases the product. The endorsement of a product can bridge a trust level and interested level to actuate that action. If a consumer sees a trusted reputable celebrity endorse the actual product, then the consumer is more likely to purchase the product. In fact, reputable endorsement accounts for higher purchase intentions when compared to endorsement of no trust, as seen in the research (Febrian and Fadly, 2021). In addition, consumers often operate under the assumption, that if a celebrity "uses or supports" a product, then it must be good. However, endorsements do not mean that the celebrity endorsement will transition to consumer purchase behaviour. Although studies do show celebrity endorsement can increase consumer interest, it does not guarantee sales will follow unless probable product quality, price, and availability are factored into the information source (Adnan, 2018). So, the takeaway is even with a celebrity endorsement, the celebrity endorsement can lead the audience to Action, but that action may take additional marketing factors working together to create a strong effect.
Along with benefits of endorsements, there are some risks. Products with a celebrity endorsement are not exempt from celebrity scandals, or public media which can undermine the product reputation. A celebrity's personal life or actions can directly impact brand trustworthiness with consumers if they behave contrary to the acceptable social norms. If the consumer does not trust the endorser, the brand may face an image loss as a result. Additionally, if a brand uses an over-abundance of celebrity endorsements, consumers can develop what academics refer to as fatigue, and ignore the messages altogether, or be sceptical of the endorsements. Moreover, they are expensive to hire, and if the company is small may circumvent an organisational strategy. However, despite the dread of celebrity endorsements, authors illustrate fact that with clear care and planning and management of a celebrity endorsement in the right situation will lead to overall benefits (Shafie et al., 2023). When brands choose the right celebrity for their marketing objectives, and correctly pervade a consistent message, they can reach and maintain long-term brand equity and customer loyalty.
Overall, celebrity endorsements are a relevant and powerful marketing strategy if utilised appropriately. The 4As framework affords an understanding of celebrity endorsements on consumers from the different stages in marketing, awareness, appeal, aspiration, action. While limitations and risks develop from cost and reputational downfall, the literature and data represent that celebrity endorsements can generate brand awareness, consumers engagement, excitement, and build sales when the strategy is permissible with the brand product. While organisations set out to execute the endorsement with care so the celebrity matches the brand and ensures ongoing trust and authenticity, celebrity endorsements will always be part of marketing strategy.
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Evidence suggests that endorsements strengthen purchase intention
when consumers identify or regard the celebrity positively (Elango &
Suryakumar, 2022).

Strong endorsements depend on a strong connection between the
celebrity's personal image and the brand and make it feel authentic.

Research also shows that celebrity endorsements do not only
increase sales, but they can also affect investor beliefs and
purchasing behavior related to stock (Shiva et al., 2022).

The credibility of the celebrity, their expertise and trust still tend to be
value behind positive consumer behavior (Rocha & al., 2020).
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GEORGE CLOONEY
AND NESPRESSO

George Clooney has been the international brand ambassador for
Nespresso for more than 10 years.

Clooney's classy and dependable persona connects with the
Nespresso premium brand image and creates a meaningful
"meaning transfer” effect that resonates with consumers (Rocha
etal., 2020).

If he has been connected to the brand for a longer period, it adds
another layer of authenticity which often increases loyalty and
familiarity (Elango & Suryakumar, 2022).

Many factors play into a consumer's purchase behavior, but
research has shown that endorsement is often stronger when it is
perceived as consistent and credible (Arora & Sahu, 2013).
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EVALUATION OF
EFFECTIVENESS

The alignment of a celebrity’s values with those of a brand strengthens credibility,
emotional appeal, and brand narrative (Rocha et al., 2020).

Endorsement can move the needle on consumer purchasing and impact the
decisions of investors; more broadly, the endorsement of a celebrity has very
significant implications (Shiva et al., 2022).

In the case of endorsement, when the values of a celebrity are aligned to the values
of the brand being endorsed, the endorsement message is likely much more
persuasive (Elango & Suryakumar, 2022).

Challenges:
If a brand is highly reliant on the profile of a celebrity for endorsement, it could create
great risk should the public image of the celebrity improve, decline or change all
together.

Promoting a wide variety of brands may diminish the effectiveness of the
endorsement.

Conclusion:

Celebrity endorsement has a high potential for effectiveness through relevance,
authenticity, and connection.
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