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[bookmark: _Toc214814702]Task 1 – Research and Synthesis
Sun (2025) and Jun et al. (2023) both examine how efficient celebrity endorsements are but have different approaches. Both sources agree that celebrity endorsements do not guarantee success; rather, their effectiveness depends on specific circumstances. Sun (2025) states that celebrities’ cultural worth and the company’s identity must be strategically aligned, meaning the celebrity must match the brand symbolically and narratively. Jun et al. (2023) also stress that the celebrities’ traits affect the endorsement, showing that positive celebrity connections transfer onto the brand and make its meaning stronger. This shared focus on meaning transfer is a fundamental point of collaboration.
However, the two sources differ in expression and method. Sun (2025) uses qualitative case studies to assert that context and cultural alignment influence endorsement outcomes. Jun et al. (2023) utilise multiple quantitative studies to demonstrate how particular associations influence brand perceptions. Sun (2025) maintains that narrative consistency and cultural alignment significantly influence endorsement efficiency. In contrast Jun et al. (2023) highlight psychological processes, demonstrating how celebrity associations impact consumers’ evaluations. There are also minor issues and differing opinions. Sun (2025) states that celebrities might fail or lose popularity if their cultural identity does not match the brand. This emphasises misalignment as a major risk. Jun et al. (2023) offer a more positive claim: that endorsements usually improve brand associations if the associations are relevant. This suggests that psychological transfer can still happen without full cultural linkage. Sun (2025) is more careful and strategic, while Jun et al. (2023) present a more consistent benefit model.
The sources collectively suggest that symbolic alignment (Sun, 2025) and psychological association transfer (Jun et al., 2023) are important in determining effectiveness. Both should be considered when using celebrity endorsements.  These results also show that marketers need to be very selective when choosing celebrities whose image fits with the brand and the values and expectations of the target audience. Taking both of those ideas into account can generate a more successful endorsement and lower the risks. Furthermore, understanding how celebrity associations affect how individuals think might help marketers create more focused ads that resonate more effectively with consumers.
When combined, they offer a more complete idea of how endorsements work. Sun highlights external fit between brand and celebrity, while Jun et al. (2023) strengthen the analysis by examining internal cognitive impacts.
Endorsement success depends on cultural-symbolic match and psychological associations. This means both viewpoints are useful for businesses seeking positive endorsement results.

CRAAP TEST
Sun (2025)
Currency: Published in 2025, very recent.
Relevance: Direct focus on celebrity endorsements and their effectiveness.
Authority: Published in Advances in Economics Management and Political Sciences, indicating academic credibility. 
Accuracy: Uses qualitative case studies supported by evidence. 
Purpose: Aims to explore strategic alignment between brand and celebrity.

Jun et al., (2023) 
Currency: Published in 2023, current. 
Relevance: Studies how celebrity traits affect brand perceptions. 
Authority: Published in the Journal of Business Research, peer-reviewed journal.
Accuracy: Supported by multiple quantitative studies.
Purpose: Explores psychological processes behind endorsement effectiveness, intended for academic audiences.
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This essay will examine the importance of celebrity endorsements in commercial marketing and will critically assess all factors that influence their effectiveness. It will examine the impact of symbolic alignment between the celebrity and the brand, as well as psychological factors including social connections and reliability, on consumer perceptions and purchase behaviour. The essay will additionally explore the potential challenges and risks of celebrity endorsements, such as misalignment, excessive publicity, and damage to the celebrity’s reputation. It aims to demonstrate that celebrity endorsements may improve brand recognition and customer involvement; yet their success is dependent on strategic selection, thorough management, and awareness of context. Additionally, this essay adds recent research to provide a more comprehensive understating of both the benefits and limitations of celebrity endorsements. 
Celebrity endorsements have long been an important part of marketing strategy, allowing firms to use public personalities’ celebrity to increase exposure, credibility, and customer engagement. According to research, endorsements can bring significant value, especially when brands are new or there is not much product distinction. Analytical evidence suggests that celebrity endorsements improve attitudes towards brands and influence behavioural intentions, although the extent of these effects varies depending on factors such as celebrity credibility, appearance, and compatibility with the endorsed product (Jun et al., 2023). Jun et al. (2023) also argues that celebrity endorsements can build brand equity by transferring symbolic value and motivational traits from the celebrity to the brand. The findings demonstrate that celebrity endorsements can be useful when used strategically, proving their continued popularity in marketing practice.
However, the success of celebrity endorsements is far from certain. Symbolic alignment, or the connection between a celebrity’s persona and the brand’s identity, is an important factor of effectiveness (Sun, 2025). Moreover, Sun (2025) states that cultural or narrative misalignments between the celebrity and the brand can weaken the endorsement and potentially harm brand equity. According to recent studies, both functional fit and image fit have a significant impact on brand attitudes and buying intentions (Liang, Hsu and Chou, 2022). According to Schouten, Janssen, and Verspaget (2020), consistency has a positive effect on advertisement attitudes and purchase intentions, whereas inconsistency affects credibility and persuasiveness. This demonstrates that even a well-known celebrity cannot ensure marketing success without careful consideration of values, image, and narrative. Brands that fail to consider alignment run the risk of wasting marketing funds and damaging their reputation.
In addition to symbolic alignment, psychological mechanisms influence endorsement outcomes. Parasocial interactions, described as one-sided relationships between consumers and celebrities, increase endorsers perceived credibility and trustworthiness, which improves brand evaluations (Chung and Cho, 2017). This is further supported by Zhang and Hung (2020) who discovered that natural celebrity-brand connections enhance parasocial relationships and increase long-term brand attitudes. Consumer perceptions of celebrity attributes such as knowledge, attractiveness, and likeability can increase appreciation and recognition, reinforcing favourable brand associations (Gong, Ye and Yu, 2024). Moreover, the emotional connection created by these associations can improve memory recall, making consumers more likely to consider the brand in future purchasing decisions.
The simplicity and authenticity of the recommendation also influence its impact. Li and Tian (2021) find that endorsements regarded as authentic, such as celebrities using a product in everyday life or through informal social media posts, are more appealing than highly manufactured or explicitly commercial promotions. Gong, Ye, and Yu (2024) agree that authenticity promotes parasocial ties and improves brand attitude, emphasising the significance of narrative incorporation in marketing strategies. As a result, successful endorsements are more than just transactional; they must connect emotionally with customers and correspond with the whole brand story. Additionally, authentic endorsements can also increase word-of-mouth marketing, as consumers are more likely to share content that feels genuine.
Celebrity endorsements, while their potential, are not without any risks. Scandals, overexposure, or alterations in public opinion can all result in unfavourable associations with the brand, lowering credibility and trust (Hussain et al., 2023). According to Thomas and Johnson (2019), even consistent and appealing celebrities can fail if their integrity is called into doubt, emphasising the importance of due diligence. Furthermore, relying too heavily on celebrity attraction rather than actual brand value might lead to superficial engagement and limited long-term influence. Alharbi et al. (2022) discover that when celebrity’s public behaviour contradicts a brand’s ideals, consumer-brand trust decreases, particularly if consumers believe the celebrity was selected just for their popularity.
The practical application of these ideas advises that marketers use a dual strategy. Symbolic alignment should influence celebrity selection, ensuring that their values, public image, and cultural background are consistent with the brand and target audience. For example, luxury firms entering emerging regions may profit from collaborating with celebrities with local cultural capital to ensure relevance and narrative coherence (Yang, 2024).
Psychological relevance should be fostered through parasocial participation, trust, and real content. Social media platforms allow brands to strengthen customer connections by releasing behind the scenes content, encouraging celebrities to reveal themselves, and creating relational storylines that build trust and credibility (Um, 2022). 
In conclusion, celebrity endorsements remain an effective tool for company marketing, capable of increasing brand equity, altering customer views, and driving purchase behaviour. Their effectiveness, however, depends on careful consideration of symbolic alignment, psychological mechanisms, and authenticity. While the attraction of celebrity is powerful, evidence shows that smart selection, narrative integration, and trustworthiness are critical for achieving meaningful results. Brands that use celebrity endorsements wisely, balancing both benefits and risks, can maximise their potential to build long-term, positive consumer relationship and brand value. 
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