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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
Both Shafie et al. (2023) and Sambath and Jyh-Fu Jeng (2014) explore the role of celebrity endorsement in marketing from distinct perspectives. For Shafie et al. (2023), the context is larger, utilising bibliometric analysis to show how we know and understand celebrity endorsement research over time and context. They found that celebrity endorsement is becoming increasingly relevant because of social media, where celebrities become influencers who forge deeper emotional connections with consumers. For Sambath and Jyh-Fu Jeng (2014), the context of investigation is narrowed to psychological effect for endorsers on consumers. They found that a celebrity's credibility and attractiveness can influence a brand's personality, trust, and willingness to purchase. 
While Shafie et al. provide a macro-level context of the research space, Sambath and Jyh-Fu Jeng can provide micro-context of how endorsement works. They identify together that credibility and relevance are the most important elements for celebrity endorsement to be successful. However, Shafie et al. lay out trajectories and changing strategies of advancement in research, while Sambath and Jyh-Fu Jeng document the side of consumer access to celebrity, perceptions, and willingness to purchase. Together, they identify that celebrity endorsement is inherently strategic and psychological, and in turn, could communicate trust development in consumers, ultimately creating worth for brands.
Source 1
Currency:
· The material was published in 2023, which means it is current and should be viewed through the contemporary marketing lens. 
· There is also a discussion of the increased use of celebrities in endorsement linked with modern digital and social media. 
Relevance:
· The article discusses celebrity endorsement strategies as it pertains to our research topic. 
· The source is suitable to make projections of the patterns and developments in the research area. 
Authority:
· The article is written by researchers from reputable educational institutions. 
· The article is published by a peer-reviewed journal in management studies. 
Accuracy:
· The article uses bibliometric analysis of multiple articles and literature from academics. 
· This data-driven approach is trustworthy, verifiable, and backed by research. 
Purpose:
· The article provides an overview of celebrity endorsement trends and an evaluation of the changes in celebrity endorsement research. 
· The audience is academics and working marketing professionals. 
Source 2
Currency: 
· This material is older as it was published in 2014, but the foundational concepts are still low relevance. 
· It does not factor in more recent trends brought on by digital marketing. 
Relevance: 
· This study is looking at psychological problems with the celebrity endorsers on the consumers. 
· An understanding of endorsement effects is connected to brand loyalty about purchasing. 
Authority: 
· The article is written by academics from marketing and published in an academic conference book. 
· The research is supported with empirical evidence. 
Accuracy: 
· The quantitative review is without question reliable and engaging with familiar marketing terms such as brand loyalty and brand personality. 
Purpose: 
· Overall, the purpose of the article is to show the influence of celebrity endorsement on consumer action. 
· The source is mainly for marketing academics and practitioners.
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The endorsement of products via celebrities has been an integral marketing concept, and one that has shaped advertising and commerce influences for many years, about what products individuals consume and how they feel toward the products. Previously, this form of marketing was mostly limited to television ads or magazine ads; however, celebrity marketing now dominates social media and campaigns across the web. Businesses commonly invoke a known character when marketing, to stand out in competitive landscapes; to someone providing behind the scenes trust to a consumer within a familiar space. The efficacy of the endorsement goes beyond star power, but rather strategy, credibility, and emotion. Using the 4As framework (Attention, Attraction, Association, and Action) that continues to promote celebrity endorsement as one of the most persuasive marketing tools, but more importantly a substantive (authentic) connection between the celebrity and the brand.
To begin with, attention is the first step, and the major immediate benefit of celebrity endorsement. In a world of modern marketing, grabbing attention is tough, as audiences are faced with tons of advertisements in each day. Celebrities act as immediate attention triggers. The public, or audiences, are drawn to familiar faces, which leads to recognition, which is imperative for brands to disrupt the advertising noise. Several pieces of research indicate that a famous persona undeniably improves an ad recall and visibility (Arora and Sahu, 2013). Shafie et al. (2023) adds that the digital era has increased celebrity visibility through social media like Instagram and TikTok, where influencers can most rapidly spread messages of endorsement, especially to younger audiences, as a video, story, or post. Captured attention from a famous persona can shape even a base product, to look interesting. Even so, gaining attention from consumers is just the first step, then consumers need to be more engaged with the brand and not just a general attraction to the celebrity. 
After the consumer attends to the advertising, the next element is attraction. Attraction is not purely based on the celebrity's physical qualities but also considers personality and credibility as well. Audiences tend to transfer attraction to the product about which the celebrity is endorsing, particularly if they respect the athlete's beliefs, motivation, or accomplishments in their own sports career. For instance, an athlete endorsing an athletic apparel will most likely transfer thoughts of training discipline, athletic strength, or motivation, etc. Research suggests that attractive endorsers increase credibility to a brand or product and quality (Ramachandran and Kumar, 2016). However, attraction can be a double-edged sword. If endorsers have too large of a following, the message is about the celebrity and less about the brand; conversely, if the endorser's reputation declines, the brand could suffer, therefore. Marketers must tread carefully by utilising endorsers with an identity that complements the marketer's brand message and offer value for the consumer without it becoming about celebrity. 
The next stage is association, essentially determining if the endorsement is a good fit or contrived. If a celebrity fits into a product, or brand, it will be more acceptable, most commonly. In other words, it is more accepted for a musician to endorse a fashion brand as opposed to a medical brand association. It all boils down to an acceptable association. What is accepted relates to plausible authenticity because audiences can smell a transactional endorsement from a mile away. Rocha, Caldeira de Oliveira, and Giraldi (2020) discovered that a strong congruence between a celebrity’s public persona and a brand’s values enhance loyalty and recognition. Similarly, Sambath and Jyh-Fu Jeng (2014) found that when there is strong alignment between a celebrity and a brand, trust and intention to purchase increases. Specifically, when consumers perceive the celebrity authentically supports or uses the product, the marketing increases in its persuasiveness. In contrast, weak or false connections may backfire and cause distrust or ridicule online.
The last element, action, conveys the behaviour enacted by the celebrity’s endorsement. Ultimately, the goal of employing a celebrity is to facilitate consumer engagement towards a place of purchase or loyalty toward the brand. When the celebrity endorsement resonates with consumers, it may convert admiration toward the celebrity into buying behaviour. Sankar (2020) explained that creative collaborations, such as limited-edition products or interactive online challenges, often spark a behaviour change because consumers feel personally aligned with both the celebrity and the brand. However, as Duthie et al. (2017) described, attention does not necessarily guarantee a behaviour change. Attention may attain views or engagement however, if audiences do not believe or trust the message, this effort may lead to no sales. Therefore, for the action stage to be effective, the marketing must combine an emotional appeal with a believable story.
While celebrity endorsement can produce powerful results, they do come with risks. Relying heavily on a celebrity makes a brand vulnerable to a scandal or a shift in public perception. When a celebrity is involved in some type of controversy, reactions from the celebrity impacts the brand's perception as well. Shafie et al. (2023) identified social media as a contributing factor when they pointed out how quickly audiences can both react to and share negative perception. The other barrier to the effectiveness of a celebrity endorsement is cost. Celebrity endorsement is believed to cost a lot, and not all businesses can generate a good return on their investment. Ramachandran and Kumar (2016) noted that brand organisations may prioritise the use of celebrities more than product quality, which eventually reduces the credibility in the long term. Accordingly, there should be a well-published endorsement that also focuses on consistent brand values rather than solely relying on the fame of the celebrity.
Ultimately, the appeal and effectiveness of celebrity endorsement is related to the extent to which it fits within the framework of the 4As. Celebrities will create attention, emotional appeal, a meaningful association and cause action when the campaign is authentic and aligns. The framework may also fail if the endorsements lack credibility or disengage from the brand. Marketers must identify greater than fame when it comes to endorsers and rather identify endorsers that align with the brand purpose and audience. When done with intention, celebrity endorsement can create trust, build equity and create influence in the purchase discussion. When done poorly, it will not take long to negatively influence the reputation of the company. At the end of the day, the popularity of the voice is not nearly as important as the authenticity of the connection between the brand, celebrity, and consumer.
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Why Celebrities Shape business's
identity and value

Collaborations with celebrities have emerged as a

¥ il
fundamental building block of brand commitment to i
conveying identity and value.
Consumers frequently attribute aspects of celebrity Celebrit
persona, for example, confidence, style or success to Y
the products with which they are associated (Wang & Endorsement

Liu, 2023).

Because celebrities are agents of cultural change and
opinion influencing public sentiment, brands harness
their presence and consumption to develop better
visibility and emotional response (Yang, 2018).
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The Influence celebrity endorsement
has on businesses

Celebrity endorsements can increase consumers'
propensity to buy when the consumers have positive 3
sentiments towards the celebrity (Osei-Frimpong, Effective Strategies for Celebrity Endorsement

Donkor & Owusu-Frimpong, 2019).

The "meaning transfer” concept is one explanation for
why celebrity endorsements are effective, favorable
associations with the celebrity’s image transfer to the
brand’s image once it is used in the advertising
campaign (Halonen-Knight & Hurmerinta, 2010).

Authentic, well-matched campaigns tend to have
greater long-lasting effects and develop a stronger
loyalty from customers, (Yang, 2018).
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Versace and Dua Lipa to
design women’s collection

Case Study: Dua Lipa’s ‘La

Vacanza’ Collaboration with

Versace

* Dua Lipa worked with Donatella Versace co-designing Versace's 'La
Vacanza' clothing line, merging high fashion with pop star aesthetics.

= Given that Dua Lipa is a true fan and friend of the brand, the collaboration
feels natural and authentic.

* Versace was given exposure to a whole new audience of fans of Dua
Lipa, enabling the fashion house to better appeal to a wider audience,
particularly a younger and more diverse demographic.

* The partnership allowed Dua Lipa to step into her fashion design
ambitions, characterising the project as empowering and creatively
fuffilling.

= This plays into research that shows when celebrity values align with a
brand's values, endorsement messages are significantly stronger
(Halonen-Knight & Hurmerinta, 2010).
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