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[bookmark: _Toc211416044]Task 1: Research and Synthesis
CRAAP Test Evaluation 
1. Osei-Frimpong, Donkor, and Owusu- Frimpong (2019) 
· Currency: The article is written in 2019, making it recent, and is particularly suitable for today's digital environment, where best practices and methods for implementing strategies for celebrity endorsement have changed. 
· Relevancy: The research reports on the impact of celebrity endorsement on consumer purchase intention in emerging markets. This is particularly relevant to current marketing, and the findings of this research could potentially extend the international context of endorsement beyond a Western perspective. 
· Authority: The authors are associated with higher academic institutions, and the article appears in the Journal of Marketing Theory and Practice, a reputable, peer-reviewed journal. 
· Accuracy: This research employs empirical methods, including surveys and statistical analysis, to evaluate consumer or visitor response, which provides evidence-based findings. 
· Purpose: The purpose of the work is to contribute to the body of academic research and to provide practical application for marketing. The article reveals an objective tone of writing with actionable items for marketing. 
2. Sharma and Kumar (2013).
· Currency: Published in an earlier time in 2013, and, while it is still relevant for foundational theory, this article would have less currency than Osei- Frimpong. Sharma and Kumar may not include a lot of information about changes in digital trends and celebrity marketing.
· Relevancy: Directly relevant as they cite the long- term effects of celebrity endorsement of brand loyalty as the main research focus and rationale from the intent of purchase compared to earlier studies. 
· Authority: This article appeared in the International Journal of Marketing, Financial Services and Management Research, which is not as well- known. The authors are not as established in their field. 
· Accuracy: The evidence draws from other studies, and although less methodologically rigorous and lacks as much empirical data as the 2029 article but aims to fill the gap of idealism or illusion of prediction from celebrity endorsement to a brand duration of loyalty. 
· Purpose: The purpose of the work is to explore the relationship between endorsements and brand loyalty with an academic tone of writing as reflected in the intentions of their research (informative).
Synthesis Paragraph 
Osei-Frimpong et al. (2019) and Sharma and Kumar (2013) both address the usage of celebrity endorsement in marketing but from different angles. Osei-Frimpong et al. define the immediate impact of celebrity endorsement on consumer purchase intention with a target of emerging markets. Sharma and Kumar, however, focus the potential long- term effects for the relationship to brand loyalty to the endorsement of that brand. While both studies agree that celebrity endorsement has a positive impact on consumer behaviour, Osei-Frimpong et al., 2019 focuses on immediate purchase behaviour, and motivation to purchase while Sharma and Kumar in 2013 focus on loyalty toward the connected brand. Moreover, Osei-Frimpong et al. utilise modern statistical methods to show evidence and provide greater validity in a current marketing context. In comparison, Sharma and Kumar depend more on literature and logical reasoning without as much evidence. Overall, while one paper captures the initial behaviour of a consumer, the other paper outlines how the endorser has a longer effect for brand effect, and it even more importantly provides two- sided viewpoint for celebrity endorsement marketing perspective of the effect of celebrity endorsement within marketing.
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Celebrity endorsements have a prominent place among messaging strategies in business marketing to improve brand recognition and to develop strong connections between celebrities and products. This essay will argue that celebrity endorsement can enhance brand image, positively influence purchase intention, and develop brand loyalty, but it must be done thoughtfully and carefully. A 4As framework (agree, argue, add, apply) will be used to explore these positions around celebrity endorsement in contemporary marketing.
Many agree that the use of celebrity endorsement can sway consumers regarding a brand or product. It gives attention to a brand and helps the brand cut through the noise of a crowded marketplace by being associated with a popular and recognisable figure (Arora and Sahu, 2013). The celebrity can instil a personal connection for the customer, quite often through admiration for the celebrity or through identification with the celebrity (Escalas and Bettman, 2009). When a consumer feels a personal connection, it can lead to positive feelings toward the brand and the mindset of the celebrity. Therefore, one can see that the use of celebrity endorsement is more than just a tool in a marketer's advertising toolbox, but it can instil specific feelings toward oneself and the brand.
However, agreeing that an endorsement from a celebrity is valuable does not mean it is valuable in every instance. There are conditions that exist, both situational and cultural, that impact whether an endorsement would be worthwhile. Celebrity credibility should help create credibility for the brand because if customers trust the celebrity but not the brand, the endorsement will not be sustained in the long term (Singh and Banerjee, 2021). The idea is not that any celebrity can save a brand with no credibility and trustworthiness. The brand should still have to align itself with the celebrity's reputation, and act towards consumers in a manner that consumers deem trustworthy.
Additional research suggests that while celebrity endorsement may help near-term sales, it does not contribute to loyalty long-term and in fact, there is evidence presented that near-term purchase intent and perception of quality may both increase as a result of endorsement (Khan, Memon and Kumar, 2019). Loyalty is built over time with consistency of endorsement and brand value (Sharma and Kumar, 2013). Without consistency, customers may become bored and lose interest after the novelty of the celebrity has worn off, showing that celebrity endorsement alone is not enough it still must be accompanied by a strong brand promise.
It is useful here to also introduce the notion of corporate social responsibility (CSR). Consumers are more aware than ever about whether brands act responsibly. Research indicates that positive perceptions of CSR can improve brand credibility and increase trust and purchase intent (Wang et al., 2021). This suggests that in addition to the celebrity themselves, the brand must also act as a responsible entity. For example, if a celebrity is afforded their fame because of socially positive causes, but if the brand itself is implicated in scandals, or other irresponsible behaviour, the endorsement would seem fake and may be potentially damaging.
Real world examples also help demonstrate the value and risk associated with celebrity endorsement. Turkish Airlines uses professional athletes (e.g., Kobe Bryant, Lionel Messi), movie stars (e.g., Alexis Bledel), and other famous international celebrities to create a reputation for the airline as a modern international airline (Mamuti and Kansu, 2013). This strategy has led to growth in brand awareness around the world attempts to differentiate itself as an international airline carrier. Destination marketers also use celebrity endorsements to make travel destinations attractive or relatable to consumers. This behaviour acts to shape how thinking of locations as couple are trying to create or escape. Ultimately, both types of marketing utilise endorsements to attract consumers through the use of matchable values to create potentially intrinsic value on behalf of the brand (van der Veen, 2008).
Of course, there are risks associated with celebrity endorsement. If a celebrity understandably (societally) behaves in a manner viewed negatively, it potentially affects the brand as a result. Additionally, sometimes customers may remember the celebrity more than the product, which diminishes customer perceived value captured independently through the brand (McCormick and Rundle-Thiele, 2008). Furthermore, celebrities while attempting to shape perceptions in a positive light, could instil unrealistic expectations of service and consumer quality especially in younger consumers (Baker, 2022). The issue of unrealistic marketing in advertisements raises questions of ethics regarding social impact.
This essay has review having agreed common place that celebrity endorsement in general is potentially influential in consumer buyer behaviour toward through a potential increase in purchase intent and brand equity, discussed historic examples in argument to informing a celebrity's potential influence factors or assumption were based, shared reasoning toward and added value and significance of CSR and long-term consistency are contributing factors or aspects of brand valuing in an organizational environment in and aligned with a CSR frameworks, and applied real world (brand) examples here to help resonate and mark the deeper connections to and for brand value. As concepts in brand attachment continue develop in current marketing and branding, it remains tonically advantageous as a value added factor in customer relationship management for marketing in an evolving context - ideally, it continues to reflect tacit expectations as part of a responsively branded strategy using socialised responsibility in articulating ethical behaviours using celebrity endorsement.
In summary, the 4As framework generates a complex argument. By agreeing with the literature's findings that celebrity endorsements can effectively influence, purchase intention, brand equity and loyalty, and then proposing an argument that their effectiveness is dependent upon credibility, fit and CSR, the essay moves beyond simple description. By adding information about long-term relationships, CSR and reputational risk, and applying these to brand and destination case studies, it is evident that celebrity endorsement is neither a guaranteed success nor an obsolete marketing device. Rather, it is a powerful yet precarious tool. If used strategically by credible celebrities, accompanied by authentic behaviour from brands and a sensitivity to social expectations and impacts, celebrity endorsements have the capacity to create, sustain and enhance consumer brand relationships and ultimately create shared value. 
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Celebrity Endorsements in Business Marketing

By Tunde Beata Malutan 







Introduction 





















Definition:





Celebrity endorsement is a marketing strategy that utilises a famous individual to market a brand, product, or service, with the intention of influencing consumer behavior (Erdogan, 1999).





Its Significance Today:





Assist brands in standing out within a competitive environment.





Develop trust and emotional connection with consumers.





Shape consumer attitudes rapidly.







What Research Shows/Effectiveness





















When celebrity endorsements is effective.





The celebrity and product fit the audience (Spry et al., 2011)





The celebrity is an expert, credible, trustworthy, and familiar (Rai et al., 2021)





The celebrity’s endorsement is consistent with brand image and values.





Key Findings:





Endorsers enhance brand equity (Spry et al., 2011)





Good "fit" leads to stronger transfer of brand image (Rai et al., 2021)





Not all endorsements work, context matters (Knoll & Matthes, 2017)







Real Example – Turkish Airlines





















What They Accomplished: 





Used celebrities like Lionel Messi and Kobe Bryant across international advertising campaigns. 





Established the brand as modern, cosmopolitan, and relatable. 





Ultimately increased brand awareness and brand trust through relatable people in advertisements. 





Why It Succeeded: 





Strong brand, celebrity fit (global brand image & global celebrity). 





Best execution in support of a broader marketing strategy.









Challenges and Evaluation



















Risks and Limitations:





Celebrity scandals may potentially damage the brand image.





If the celebrity is always leading the campaign, the brand likely won't get the desired attention, as the celebrity ideally should be at the forefront.





If the endorsement isn't on brand with values or standards, the impact, or benefits, of the endorsement could be short-lived.





Key Takeaways:





Brand loyalty will hinge upon being consistent long-term (Sharma and Kumar, 2013).





Moreover, likewise as with brand loyalty, consumer perception of CSR will also alter the success of the endorsement (Osei-Frimpong et al., 2019).





Using too many celebrities can make the audience lose interest.







Conclusion 





















Key Takeaways: 





Celebrity endorsements can significantly enhance brand awareness and credibility. 





When these two aspects are aligned and the endorser is credible, that's key to the success (or lack of success). 





The risks for a brand are real: scandal spill-over; brand overshadowing; short-term effects. 





Following this line of thought, the combining aspect in the success of endorsements, is when the endorsements are in-line with the ethos of the brand and a CSR (Corporate Social Responsibility) strategy. 





Therefore, the ideal strategies of endorsements are those that offer long-term brand loyalty, not just a transaction. 
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