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Article 1
· Currency: This dissertation was published in 2024 and is very current displaying contemporary marketing communication practices, such as storytelling and impression management: Relevance: Incredibly relevant. This research is focused on celebrity endorsement in a global branding context, specifically personal care brands an industry that often uses endorsement strategies. 
· Authority: This study was published as a post-graduate dissertation from Bangkok University and bears the weight of academic rigour. Although it is not a journal article, all dissertations are submitted for supervision and examination. 
· Accuracy: Using a case-study methodology, the study analysed twelve brand archetypes theory. Evidence has been systematically present, but it is worth noting that the results are context-specific so may not be generalisable. 
· Purpose: The purpose of the article is both academic, to analyse the strategic use of celebrity endorsement and storytelling to construct brand impressions. Here, is does not appear to have any commercial motivations.
Article 2
· Currency: This source is exceptionally current due to its publication in 2025 and provides an accurate overview of research trends in celebrity endorsements. 
· Relevance: This article zeroes in on celebrity endorsement literature giving an overview of both quantitative information and a macro-level analysis which will increase understanding of wider academic research patterns and themes. 
· Authority: The study was published in the Journal of Marketing & Social Research, which is peer reviewed, and the work of established marketing academics who are reputable adds reliability. 
· Accuracy: The study used bibliometric methods and visualisation tools to analyse large datasets of published studies. The findings are data-driven and traceable. However, I would note, much like qualitative work, these authors provided less depth in relation to specific endorsement strategies. 
· Purpose: The purpose of the article is to map developments, evaluate progress and synthesise research advancements against commercial goals. The purpose is academic and informative. 
Synthesis paragraph
Overall, Hu (2024) and Gupta et al (2025) discuss celebrity endorsement in marketing; however, they discuss the theme from two distinct yet complementary perspectives. Hu employed a qualitative, micro-level methodology to explore how brands leveraged celebrities in the narrative and impression management paradigms. This work identified the value of the endorsement execution as an extension of brand archetypes, thereby influencing consumer impression and perception of brands. On the other hand, Gupta et al. (2025) provide a macro-overview, through bibliometric overview, which highlights an emergent growth pattern of studies into celebrity endorsement. They analysed publications, influential authors, and a synthesis of themes in celebrity endorsement research. While Hu focussed on practical application in relation to a specific product category, Gupta et al. illuminated macro trends in the field of study, including an increasing focus on consumer psychology and endorsement effectiveness. Overall, both studies provide a reflection of both the complex strategic nature of executing a celebrity endorsement, and an increasing scholarly interest in understanding the outcome of celebrity endorsement. The studies combine and connect theoretical research patterns to real world brand communication practice.

Reference List
Hu, X., 2024. Presenting Global Brands with Celebrity Endorsement through Impression Management and Storytelling Techniques: A Case Study of 12 Brand Archetypes in Personal Care Product Category (Doctoral dissertation, Bangkok University).
Gupta, S., Gupta, N. and Chauhan, P., 2025. Bibliometric Analysis and Visualization of Celebrity Endorsement. Journal of Marketing & Social Research, 2, pp.293-306.
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Celebrity Endorsements in Business Marketing
Using celebrities as a form of advertising is one of the most effective forms of marketing employed by companies to create consumer perceptions and strengthen brand identity. In highly competitive markets, brands turn to celebrities to draw attention to their brand as well as for symbolic representation of values, lifestyle associations and credibility. This paper posits that a celebrity endorsement can be an effective marketing approach unfolded they are authentically aligned with the brand because of the positive impact to brand equity, consumer behaviour and measurable business outcomes that follow. Using the 4As framework, the paper builds the argument, presents evidence from relevant literature, anticipates counterarguments, and concludes with a clear stance on the need for celebrity endorsements in business marketing. 
The effectiveness of celebrity endorsements hinges to a large extent on authenticity and the level of fit between the celebrity and brand. That is, if the celebrity selection fits the brand or endorsement criteria known to be endorsed by consumers, the stronger the fit, the more likely the endorser will reinforce rather than detract from the meaning associated with the brand. Evidence has suggested that endorsement effectiveness becomes even more persuasive when the endorsement is integrated into a storytelling structure that communicates the brand archetype, thereby creating cohesiveness between the celebrity's public narrative and the brand's narrative (Hu, 2024). More specific supporting evidence indicates that consumers experience a favourable outcome when they are able to recognise a natural connection between the celebrity and category to the endorsed product, resulting in increased trust and an increase in purchase intentions (Tejashwini, 2024). All of this suggests that the persuasive nature of endorsements is not from celebrity fame alone, rather it is the symbolic and emotional associations that consumers transfer from the celebrity to the brand that is powerful. Research demonstrates that celebrity endorsements can impact consumer behaviour and brand equity. Research on impulse buying indicates that endorsements higher emotional responses that lead to rapid decision-making and are especially relevant in the modern digital social media environment where followers feel an emotional attachment with celebrities through social media interactions (Yue et al., 2023). Cross-cultural evidence shows endorsements can drive changes in brand equity across multiple markets, although cultural values can influence how consumers react to endorsements by various types of celebrities (Crespo et al., 2025). Thus, while endorsements can be used for attention-generating mechanisms, endorsements can represent longer-term brand-building strategies. The fact that celebrity endorsements improve emotional involvement with a brand and influence levels of cognition, helps to rationalise why celebrity endorsements remain relevant in the marketing landscape today. 
The increasing interest from scholars into celebrity endorsements adds to the ongoing importance of endorsements as a topic in marketing. A bibliometric analysis of the field confirms the increasing concentration of academic attention on topics around brand celebrity congruence, ideas around consumer psychology, and influence through digital channels demonstrating that endorsements remain a mainstream subject in contemporary debates in marketing (Gupta et al., 2025). Evidence from studies of business performance also supports; there is often commercialisation benefits to the company when their endorsements align with consumer context or expectations or re-iterate the brand identity (Jain et al., 2024). This demonstrates that endorsements have strategic value that can extend beyond quick gains through the endorsement and can be part of the brand-building process as a consistent theme or effort. 
A well-constructed endorsement argument would also need to consider its weaknesses. Challenges posed by reputational repercussions related to celebrity endorsement scandals, cost, and at the heart of any concerns about authenticity of endorsements could impact consumer perspective. These are very real limitations that any company must approach with caution. For example, research has shown that endorsement mismatch can negatively impact credibility and ultimately generate scepticism in the eyes of consumers, which negatively impacts what the brand was intended to achieve through the endorsement (Jain et al., 2024). Further research also suggests that endorsement effectiveness varies by context, which complicates the challenge for companies surrounding assessing return on investment (Gupta et al. 2025). Collectively, these raise necessary concerns confirming the argument that endorsements are not inherently effective and do need to be engaged through thoughtful assessment with evidence-based planning because they are a form of risk.
Despite the risks, the strategic fit can lower the probability of adverse consequences while also substantiating the possibilities of endorsement benefits. Choosing endorsers that reflect authenticity that is true for the brand can mitigate consumer scepticism. Digital analytics and social media monitoring enable brands to better assess endorsement performance and adopt a strategy pivot based on facts. These developments indicate that celebrity endorsements may have risks, but companies have a growing amount of control around managing risk. When endorsements are strategically fit, they will have impacts of value by creating trust, and beliefs about the brand's function regarding consumer perceptions, brand meaning, and ideally, engaging purchase intentions.
The anticipatory aspect of the 4As framework assists with addressing criticisms as limitations do not outweigh the benefits. Instead of attempting to mitigate all endorsement concerns, recommendations around authenticity, cultural relevance and storytelling can create alignment with key audiences. As a global consumer culture continues to increase interconnectedness, celebrities with digital capital are integral for conveying a brand's narrative. This requires an evolution of sorts from endorsements as contractual engagements or simply as advertising messages to endorsements as collaborative engagements that are fused into longer-term brand strategy.
Overall, celebrity endorsements have generally demonstrated a strong marketing interest if they are engaged moving with authenticity in mind that integrates celebrity endorsement with the brand. Academic research supports the fact that endorsements impact consumer behaviour, build brand equity, and ultimately supports performance. Cost, risk and inconsistencies are legitimate concerns surrounding celebrity endorsements, but companies can appropriately endorse convincing celebrities into brand fits that make sense and develop communication solutions for related advertising messages. This will greatly enhance the fit for the audience. Companies should rightly focus on engaging celebrity endorsers that align for motives of authenticity, popular culture fit, and connection to social trends because it positively reinforces a brand statement for consumers and enables companies to appropriately invest in these reputational assets.
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Understanding Celebrity
Endorsement in Business
Marketing

Celebrity endorsement is a brand strategy by which the brand engages a public figure to
embody the brand's values and characteristics, consequently establishing credibly and
visibility and consumer credibility (Wang & Liu, 2023).

In the digital society, celebrities shape audiences' behaviors and influence purchasing
behaviors, which makes celebrity endorsement significantly valuable for firms.

Research suggests that when a consumer identifies with a celebrity, they often relate to
the celebrity's emotions towards the endorsed brand, which is called "meaning transfer"
(van der Veen, 2008).

The endorsement is more successful if the celebrity's image reflects the brand values.
This results in more legitimacy and higher degree of engagement (Wang & Liu, 2023).

As a result of the emergence of social media, personal branding plays a very role
because celebrities are endorsing their product directly to millions of followers and it
increases influence and reach (Harvey, 2018).

CELEBRITY
ENDORSEMENTS
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Rihanna & Kim Kardashian: Example of
Endorsement

Ri /Louis Vuif M [

« Pharrell Williams enlisted Rihanna to represent his inaugural menswear collection
for Louis Vuitton.

* Her global relevance and overall standing helped shine a strong light on the brand
and helped to challenge the traditional gender expectations in fashion marketing.

« Her appearance while pregnant exhibited individuality and inclusivity, two values
that helped enhance the campaign’s messaging (Siharath, 2021).

Kim Kardashian/SKIMS

« Kim Kardashian is both co-founder and face of the brand SKIMS, with her huge
social media presence leading the marketing efforts.

« She is influential in fashion and pop culture, helping SKIMS achieve its early
success and gain significant notoriety both nationally and internationally (Harvey,
2018).

« Kardashian's focus on body positivity also fits with the inclusive branding of
SKIMS, enhancing the consumer trust and appearance.
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Evaluation of Effectiveness

+ When the personality reflects the brand's core (Wang & Liu, 2023), brand celebrity

endorsements can be successful.
« For example, both Rihanna and Kim Kardashian uphold authenticity and cultural relevance,

which is important for developing trust with the consumer.
« In addition, social media creates an opportunity to broaden engagement and elaborate on

complex brand stories.

Costs:
« Brands risk dependence on a single personality's reputation for the reputation of value.

« Brands are susceptible to the negative reputation of the celebrity in media.

To sum up:
« Both examples show that when a celebrity represents attributes that are aligned with a brand's
mission, endorsed brands can be successful by virtue of strong narratives and greater brand

visibility.
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