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[bookmark: _Toc75089535][bookmark: _Toc75089903][bookmark: _Toc75786335]Introduction

In today's times famous people like actors and sports persons advertising products is a regularly used marketing policy for popularising most of the products and services provided by brands. Celebrities have been used globally for bringing a variety of brands to our homes. A famous person endorsing a product could strengthen a corporation's communication with its customers by representing the brand correctly as this could make the people aware and get them interested in the product advertised. However, the most important reason for hiring famous personalities is to impact one's buying patterns, specifically focusing on the intent to spend money which is directly linked to sales generated for the company. Thus, it is very imperative for the producer to garner the buyer’s attention by using famous personalities as their fame could make the customer purchase the product being advertised. Famous people need to have certain unique factors like being good looking, which allow people to remember them before being hired for endorsing products (Dix, 2010). On the other hand, consumers usually believe in advertisements by the trustworthiness of the faces chosen to endorse them. In United Kingdom, some Adidas apparel customers, buy their products by looking at the faces advertising them. For example, if people were to purchase futsal boots, most of the buyers would prefer buying them if they are inspired by the famous sports personality who is the face of the product. To exemplify Adidas employs four of the top 10 highest-paid soccer shoe endorsers in United Kingdom which is the most popular sport there. Adidas pays Beckham $160 million a lifetime contract, making him the highest-paid soccer player for a shoe endorsement deal and Paul Pogba is paid $40 million annually by Adidas. Lionel Messi is paid £18m million, and he recently became the second Adidas soccer player who followed David Beckham with the launch of the iconic Messi signature line. This needs money, and it is known that it costs a lot for the company to keep on developing product lines (Group, 2019). The data given above has enumerated that hiring a famous person to become the face of a certain product requires a lot of money. So, it really needs to be evaluated whether it is worth hiring a famous personality to become the face of a product in order to influence customers decisions. So, it is significant that a research should be conducted that attempts to locate the above impacts on the market due to which a research will be conducted in England. It will later be explained in detail about the population, sample size, and the exact location where the study will be conducted.

[bookmark: _Toc75089536][bookmark: _Toc75089904][bookmark: _Toc75786336]Aims
The main aim to this work is to determine the impact of celebrity endorsement on consumer purchase decision. What strategies Adidas use for celebrity endorsement and how they are implemented these strategies in their celebrity endorsement.
[bookmark: _Toc75089537][bookmark: _Toc75089905][bookmark: _Toc75786337]Research Objectives 
The objectives of this research are to analyse the influence of:
1. To determine the impact of celebrity endorsement on consumer buying behaviour.
2. To analyse the different types of strategies that Adidas uses for celebrity endorsement.
3. To analyse the overall effectiveness of celebrity advertising on Adidas's brand image. 
[bookmark: _Toc75089538][bookmark: _Toc75089906][bookmark: _Toc75786338]Questions of Research
1. What is the Impact of celebrity endorsement on consumer buying behaviour?
2. What strategies does Adidas use for celebrity endorsement?
3. What is the effectiveness of celebrity advertising on Adidas's brand image?

[bookmark: _Toc75089539][bookmark: _Toc75089907][bookmark: _Toc75786339]Literature Review

Consumer behaviour is the behaviour that consumers display in searching for, purchasing, using, evaluating, and disposing of products and services that they expect will satisfy their needs (Leon G. Schiffman, 2013). 
Consumer decision making is a central part of consumer behaviour. There are seven stages of consumer decision making processes, which is need recognition, search for information, pre-purchase evaluation of alternatives, purchase consumption, post-consumption evaluation, and divestment (Blackwell, Miniard, & Engel, 2006). 
Endorsement is the way in which a corporation which is seeking to advertise its products uses a famous person by making him or her the face of its brand in order to let the people know that the products that it is extending into the market are of good quality and are endorsed by the famous person whose level in society or in the field of sport that he or she represents which automatically makes the famous persons fans purchase the products due to their loyalty to the celebrity. It has been noticed that in a market which has very high competition of brands from all over the globe, celebrity endorsement has been for ages thought to provide a direct niche for the product advertised (Blackwell, Miniard, & Engel, 2006). Looking at this trend over the past few years many brands from Asia that wanted to grab a huge market have jumped into the bandwagon, however, there has never been any celebrity collaboration that has managed to touch the market influence of Adidas. There are many factors which have influenced the people to make Adidas as one of the most famous sports goods companies and a few of these have been addressed in the write-up given below.
[bookmark: _Toc75786340]Essentials of celebrity endorsements-Most people who observe Adidas's success as a sports brand blindly base it on Beyonce's Association with the brand however this is not totally true. As a public personality Beyonce has established a very strong public face and the trust of the people over the years. What is essential here is to understand that Adidas has used her strong popularity to communicate its brand to a highly concentrated set of consumers, hence making Adidas's combination of its products with Beyonce as a part of its branding process which Adidas has been practicing over the past few decades. Asian companies however have used famous people as their main branding tool which has not worked out too well for them. Before any conglomerate decides on signing on a famous personality as the face of its brand, they need to take into consideration the following three aspects (David H. Silvera, 2004).
[bookmark: _Toc75786341]
Attractiveness of the celebrity

It is a very simple principle in human life which states that someone attractive will always have a positive impact on the onlookers and obviously the product they represent would also become popular among the people, so the face of the product should be attractive to the target consumers that the conglomerate is targeting with respect to certain aspects like good looks, intelligence, physical attributes, and Lifestyle. It has been proven over a period of time that a face of a brand who is good looking has a greater chance of ensuring that the product becomes a household name as far as the target audience is concerned (Strunck, 2011).
[bookmark: _Toc75786342]Credibility of the celebrity

This principle states that for any such collaboration to be successful the celebrity needs to be trusted by the target consumers of the conglomerate, which automatically translates into trust for the brand as the fans of the face of the brand automatically trust the brand because their Idol is representing it. This sort of celebrity branding makes it easier for the consumers to filter through the numerous brands in the market and zero in on the one that they wish to buy by choosing what their idol has chosen (Jordan McAuley, 2010). 
[bookmark: _Toc75089541][bookmark: _Toc75089909][bookmark: _Toc75786343]Celebrity Endorsement Model
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(Strunck, 2011)


[bookmark: _Toc75089542][bookmark: _Toc75089910]Trustworthiness 
Trustworthiness is the degree of confidence in the communicator's intent to communicate the assertions which he or she considered the most valid (Ohanian, 2013).

[bookmark: _Toc75786344]Expertise

Expertise would be considered the perception of the observers due to which they would trust or not trust the face of the brand depending on whether the target consumers consider the person as being qualified enough to advocate the brand to them. Celebrities who are generally considered to be knowledgeable and have skills related to the brand that they are representing would automatically be able to persuade the prospective consumers of the brand to buy the brand, as the people would consider their advice to be genuine and not to be influenced by the money they are being paid by the company. This kind of an attribute is generally considered much more powerful and influential than solely physical attractiveness (David H. Silvera, 2004).

[bookmark: _Toc75786345]Effectiveness of Celebrity Advertising on Brand Image

[bookmark: _Toc75089543][bookmark: _Toc75089911][bookmark: _Toc75786346]Brand Equity Model
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(Ltd, 2021)
Celebrity Brand Advertisement
Most advertisers insist that the correct selection of the right celebrity is vital for the accomplishment of the commercial since purchasers commonly accept the superstar should have high certain effect and acknowledgment, and the image of the celebrity must match with that of the product (RIFON, 2012). For example, sporting goods are endorsed by famous sportsmen: Messi, Paul Pogba and David Beckham endorses Adidas., while the choice of a movie star is not effective to endorse sports products (Jordan McAuley, 2010).
Publicity of celebrity
The positive image that famous people cast on the objective buyers will help the message in the notice to be more powerful, in this way making the brand more attractive. It is likewise noticed that advertisers trust that their objective business sectors good feelings toward the celebrity like Messi, Beckham endorser will move onto the embraced brand, and thus make the brand more attractive to the crowd (Jordan McAuley, 2010).
Attitude toward the brand and celebrity
Celebrity endorsements, attitude is often a commonly brought up topic. Typically, consumers have predefined attitude toward which celebrities they like, and dislike dependent on the attributes of credibility, ability, trust, and engaging quality and choose which celebrities to use as powerful tools in their advertisements (Jordan McAuley, 2010).
Consumer buying intention
Purchase aims or a client's purchasing intention is the probability that he/she will purchase a specific item later on, in response to his or her need for the product, knowledge about the product, opinions about the product, and the manufacturing company/brand (Jordan McAuley, 2010). 
[bookmark: _Toc75089544][bookmark: _Toc75089912][bookmark: _Toc75786347]Research Methodology
[bookmark: _Toc75786348]This research is an informal study which would investigate the impact of celebrity endorsement on consumer purchase decisions.
[bookmark: _Toc75786349][bookmark: _Toc75089545][bookmark: _Toc75089913]Research Methods

There are two different type of research methods (Quantitative and Qualitative). Quantitative research focuses on gathering numerical data and generalizing it across groups of people or to explain a particular phenomenon. Qualitative research is an inquiry process of understanding based on distinct methodological traditions of inquiry that explore a social or human problem. The researcher builds a complex, holistic picture, analyses words, reports detailed views of informants, and conducts the study in a natural setting (Streefkerk, 2020).
[bookmark: _Toc75786350]Population and Sample 

[bookmark: _Toc75786351]Population is the entire group or people, events, or things that the researcher desires to investigate (Paul S. Levy, 2008). The population studied in this research comprises of youngsters in the age range of 15 to 23 years and Adults in United Kingdom, who use Adidas products. As many as 70 respondents will be chosen using the unrestricted probability sampling design, more commonly known as simple random sampling wherein every element of the population has an equal chance of being selected as a subject (Paul S. Levy, 2008).

[bookmark: _Toc75089546][bookmark: _Toc75089914][bookmark: _Toc75786352]Data Collection Method 

Primary Data that would be collected using 70 sheet questionnaires which would be sent to customers of Adidas, and eventually evaluated using the Likert scale which is associated to one's attitude towards something. And the secondary data will be collected by studying relevant literature in order to obtain a theoretical overview from books, journals, and other material available in libraries and the internet in order to understand the concept of the effect of celebrity endorsement on consumer purchase decisions (Dudovskiy, 2021).

[bookmark: _Toc75089547][bookmark: _Toc75089915][bookmark: _Toc75786353][bookmark: _Toc75089548][bookmark: _Toc75089916]Research Expenditure
[bookmark: _Toc75786354]There is no cost to this survey as there is no expense to sending out questionnaires to the individuals chosen.
[bookmark: _Toc75786355]Research Ethics
[bookmark: _Toc75786356]Ethics of research are most significant part of the research as they define standard of conducting the study. Research ethics are moral values that rule how researchers conduct the study within the prescribed guidelines as stated below.
•All questionnaires, and interviews are private and confidential, no names will be taken (Israel, 2015).
•All participants of this study will be informed of what the purposes of the research are and the way in which the information they provide will be used.
•A sensitive and ethical manner will be undertaken whilst collecting data on people’s personal consumer behaviour (Dawson, 2019).
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	Tasks
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	Research Methodology
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	Analysis
	
	
	
	
	
	
	
	

	Final draft
	
	
	
	
	
	
	
	




[bookmark: _Toc75089550][bookmark: _Toc75089918][bookmark: _Toc75786358]Conclusion
To concluded from the overall result in this research, Attractiveness, trustworthiness, and expertise of celebrity endorsers simultaneously and significantly influence the decisions made by youth consumers about purchasing apparel products manufactured by Adidas. Expertise of celebrity endorser has significant influence on consumers purchase decisions on apparel products of adidas.
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