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Advertisements play a major role in driving the purchasing intentions of the customers in the recent times. It can be said to be a type of persuasion which creates awareness among the potential customers in the market regarding the availability of products and services of a particular company. Since the past 10 years, the companies have been perceived to undergo dramatic changes due to the involvement of the celebrities in their advertising activities. Celebrities have become household names and faces for the people all over the world at present. People have become so much acquainted and associated with the celebrities that they have started following them on various social media channels and sites to know about what they wear and eat and what their lifestyles are (Sasmitaet al., 2015). Companies today have adopted the strategy of involving popular celebrity faces to advertise their products and services in order to seek maximum attention from the targeted customers. This paper is emphasising on the strong positive impact of celebrity endorsements over influencing the purchasing intentions of the customers all over the world. 
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Consumers associated with the products are very much affected by the celebrities who endorse them on behalf of a brand. Individuals have started relying upon the virtual world much more than the real world and thus they tend to believe in what the celebrities show them. Business organizations today have taken the advantage of this factor and started advertising their products and services broadly through some popular celebrities like sportsmen, actors, singers and many others. Previous research studies have strongly suggested that the consumers trust the celebrities much strongly and as such they get fascinated by their advertisements. As per the comments of QURESHI and MALIK, (2017), they tend to believe that their favourite celebrities use the products of those concerned brands and thus they get highly influenced by the advertisements done by them. Celebrities in the advertisements have increased the communication process and credibility of the companies as the customers showed high rate of acceptability and trust towards the brands. It automatically increases the attention of the potential audiences.
The consumers who initially had no interest of buying a product might get interested to the same after watching their favourite celebrities endorsing the brand. The physical attractiveness of the products increases as the celebrities advertise those products on wide scale basis. It is of vital importance to ensure that the companies are organizing effective campaigns and introducing product portfolios by involving popular celebrity personalities. The state of using celebrities for advertisements can be regarded as the latest marketing strategy adopted by the companies for enhancing their market strengths and consumer base. The confidence level of the customers increases considerably and thus they get associated with those brands on a significant extent as per the recent research conducted by Limet al., (2017). The purchasing intentions of the consumers thus get facilitated greatly which improved the effectiveness and control of the companies in the competitive business environment. Brand identity and value increases highly which inspire the companies to sustain competitive advantage in the long run.
Celebrity endorsements make the products and the brands popular and the customers are able to recognise them easily amidst the crowd. It has been perceived that the customers get easily attached to the products that are being endorsed by the popular celebrities (Davies and Slater, 2017). They simply get interested in purchasing the products by viewing the celebrity personalities and not by relying on the materialistic gain. Hence well-known celebrity faces should be involved for advertising and promoting the products and services for the companies. It can be said that this particular strategy helps in enhancing the brand recall and product preferences are hugely facilitated which ultimately improves the market presence of the companies. This strategy even helped the companies to outshine in the competitive market and survive the same with utmost efficacy and effectiveness. The companies are able to gain maximum trust of the customers and thus a large customer base can be gained by them.
Celebrities thus are able to convince the people to purchase a product much easily through their outer attractiveness and appearance. As such, they should need to possess a minimum understanding of the products that they are endorsing on behalf of a brand. This will automatically help them in showing a realistic image of the products in front of the potential customers targeted by the companies as said by Haet al., (2017). Past research studies have stated that brand value is very much important for influencing the purchasing intentions of the consumers in the market. The customers are provided with complete freedom to purchase products and services as per their preferences and needs. It is the beliefs of the customers that they feel that the celebrities are associated with the brands they are endorsing. The companies have used this factor in order to build up a strong brand image. Branding is a necessary marketing strategy that the companies are using nowadays to increase their profitability margin and revenue status in the competitive market. The celebrity endorsement increases the loyalty and trust of the customers which automatically creates a positive brand image of the companies. The brand equity can effective improved by both the product ranges and the brand scopes through the help of celebrity endorsements. 
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For the conduction of this research work based on digital skills, various methodological techniques have been selected as well as correctly implemented throughout this reflective report. For the better understanding of the selected theme, appropriate scientific research approaches need to be undertaken that are being demonstrated further in this task. Therefore, this task is overall comprising of the various effective procedures that are being determined to execute the research process. In this task, the various research approaches, research design, research strategies are being identified so that they can be implemented effectively while executing the research on the selected theme (Albert et al., 2017). Most importantly, it is very much recurred to make up the standard of the selected approaches; otherwise, it would become difficult to make the report efficient, as the outcomes would not be efficient if the standards are not maintained properly. 
In this report, secondary data would be collected and would be analysed further in order collect appropriate results. The topic that has been selected for this report is about the effectiveness of celebrity endorsements that helps in influencing the purchase behaviour of the respected organisations. Thus for this, this task is covering up the appropriate philosophy, strategy, methods, sampling method, the research approach that has been selected for this research task. 
The research philosophy that has been adopted in this report work is realism. The reason behind it is that the topic revolves around the theme that has been opted for conducting this research work. And moreover, this report assignment is qualitative secondary in nature; therefore the realism approach is best suited for fulfilling this purpose further in this research report. 
The appropriate research strategy that has considerably been undertaken is based on the selected articles. As this research report is based on the secondary analysis and that too quantitative in nature, therefore, the selected articles based on the theme topic is being opted and are then further analysed to get the appropriate result of the conducted research. The various strategies, brand, endorsements are been identified as well as approached and are finally implemented to executed the best strategy for initiating the exact result (Dwivediet al., 2016).
The appropriate research approach that has been selected for this particular research work is deductive in nature. This is because of the fact; this report research work is totally aimed at to deduce the appropriate result only based on the selected theme. The existing theories, hypothesis as well as collected data need to be analysed and further need to be provided with the correct outcome. This is why the deductive research approach is being opted for this particular research work. 
The data collection method for this research report is quantitative in nature and it is based on secondary approach. Therefore, few articles are being opted and based on those articles, the numeric data are being analysed in order to receive the best appropriate result. Thus, in this report some of the already published articles are chosen and the data are been analysed. The further conclusions are discussed further in this assignment (Wanget al., 2017). 
In sampling method, articles are chosen as the sample and the sample size for this is the number of articles that are effectively selected to accomplish the target of the research in the most appropriate manner. 
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From this derived table from the selected article is can be deduced that the value of the table R is corresponding to both the resulted values that are being observed as well as the estimated values that are predictive in nature that are belonging to the various that are dependent of the R value. Therefore, it is being noticed that the possessing result of the R square is 0.233. Thus, form this result it can be concluded that the selected variable that is independent in nature based on the opted nature is close of 23.3 percent as compared to the variable that is dependent in nature (Johansson and Bozan, 2017). 
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The above derived table displays the outcome of the conducted research report through the implementation of ANOVA. The displayed outcomes is splinted into three different variants. In this particular table the value of F column is close to 46 and the value of sigma is 0 degree. Therefore, form the analysis of this result it can be said that the outcome is positive which means that the celebrity endorsements is positively enhancing the customer purchasing behaviour. 
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This particular derived table displays’ about the outcomes of the constant value of the opted regression, its respective coefficients and along with the significant features. Therefore, from this regression value corresponding to the physical appearance that affects the purchasing behaviour is quite less than the reflective value that is close to 0.05 (Pradhanet al., 2016). Thus, from this above able it can be concluded that the opted topic regarding the purchasing intention on behalf of the celebrity endorsements in quite relevant in nature. 
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All the initiated data and information has been derived maintaining the proper ethics under the Data Protection Act. This particular research report hasn’t violated any kind of ethics or else regulations. This is because of the fact conducting a particular research while marinating the correct ethics together is very important. The derived confidentiality is properly maintained and further the research report has not been executed in any other research purposes (Tzoumakaet al., 2017).
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Thus, from this above report it can be concluded that promoting the various products and the items of the organisations via endorsing celebrities are impacting the sales rates as well as the profits of the organisation. Moreover, people across worldwide know the famous personalities and as a result of this fact, this strategy is positively impacting the marketing policies through diverting the minds of the consumers towards the brand items. Celebrity endorsements increase the brand value of the companies to a considerable extent. The popular faces have strong appearance and hold on the minds of the consumers which affect their buying decisions hugely. The audiences get highly attracted by the attractiveness of the celebrity personalities. It has become an advertising trend which helps the companies to ensure a win-win position and effective corporate image in the overall industry. 
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