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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
Source 1: Wang & Liu (2023)
The 2023 article is quite recent and on trend for modern marketing practice. It is clearly relevant as it assesses how celebrity endorsement has evolved over time from 1960-2021, it also outlines relevant strategies and concurrent gaps in related studies. The article is published in a recognised journal, Asia Pacific Journal of Marketing and Logistics, and is presented by two credible marketing researchers. The research design uses systematic bibliometric analysis, which supports rigor and reliability. The intent is academic to inform researchers and marketers rather than to persuade, indicating low risk of bias.  
Source 2: Nzuva (2021) 
This is a source that is recent as it was published in 2021 and is clearly useful for understanding current marketing practice. The article examines whether celebrity endorsement is still effective for businesses of medium and large size, which makes this study relevant to the current inquiry. The journal was less recognisable for this writer, though still academic, and provides practical implications when outlining the results. The author supports the findings with the inclusion of real business case examples, which adds validity and rational meaning. The purpose was to assess effectiveness, and not to promote a product, which indicates low bias.
Both articles show that a celebrity endorsement continually influences business marketing, but the authors both approach the topic differently. Wang & Liu (2023) investigate the long-term trend of celebrity endorsement, supporting their discussion by exploring how this marketing approach has been followed by marketing researchers for over sixty years, and consumer behaviours continue to show this is promotional approach. In addition, Wang and Liu (2023) continue by suggesting that it is a powerful method of marketing because it enhances trustworthiness, recall from a branding perspective, and generates emotional presence between the customer and the marketing scheme. However, Nzuva (2021) concurs and suggests that celebrity endorsements remain of use, especially for medium to large businesses that want to inform their clients of the product quality or their mission from their competition. However, Nzuva (2021) places more emphasis on practical dangers of celebrity endorsements, such as their financial costs to hire celebrities, and the liability associated with the force against the celebrity's notoriety against a company. Both Wang and Liu (2023) and Nzuva (2021) work together to present a real-life view, complemented by Wang and Liu's (2023) broader academic view of the same topic. Both articles accommodated habit and long-term trends in favour of celebrity engagements, however Nzuva (2021) discusses a celebrity's engagement from planning to its practical value versus inhabiting trend patterns in daily life activity. Overall, both articles communicated that celebrity endorsement is positive, however it becomes an effective marketing option when the goals are thoughtful, loyal to brand alignment while at the same time considering the associated risks of hiring a celebrity.
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Celebrity endorsements have emerged as a significant feature of business marketing that has influenced consumers’ perceptions of brands and affected their purchasing choices. Although changes in the marketing environment (due to digital media and influencer culture) have shaped marketing practices and strategies, celebrity endorsement still is an important part of brand promotion. The argument is that celebrity endorsement can remain an effective marketing strategy that increases brand recognition and sales when used responsibly and strategically in market contexts. The effectiveness of the endorsement depends on making relevant celebrity–brand alignments, working through the associated risks of endorsing a celebrity, and responding to shifts in consumer expectations. This essay will argue that celebrity endorsement is a powerful strategy, which should be deployed prudently, using the 4As framework in modern brand marketing. 
The first main point is that celebrity endorsement contributes to enhancement of brand awareness and awareness in purchasing through management of consumer perceptions.  Celebrities that are known and recognisable create visibility and allow for easy identification within saturated product/brand offerings. Often if consumers are familiar with and have some affinity towards a celebrity, that same attitude will transfer towards the endorsed product and facilitate subsequent purchasing behaviour. Evidence suggests that endorsement is an important driver of consumer preference, in addition to providing improved business performance through instant recognition and trust (Jain, Jain and Jain, 2024). Research suggests celebrity among other endorsements can enhance the apparent quality of a brand image which is influential in purchases, especially among younger consumers who tend to admire and follow the life of public figures (Annissa and Paramita, 2021).This all indicates that celebrity endorsement is more than just raising product awareness but actually creates emotional ties that allow brands to compete more efficiently.
To further analyse this, celebrity endorsement does benefit from deeper psychological effects that occur long-term. The more consumers see the celebrity associated with the brand the more unequivocal the recall and familiarity will be leading to a greater likelihood of opting for that brand over another option. Academic research has studied and articulated that celebrity branding has grown over decades, but it remains relevant as it is associated with aspirational behaviours, identity and trust (Yang, 2018). Many consumers perceive celebrities as role models and this social influence can propel them to try a recommended product when it comes from someone they admire. Additionally, businesses can use their celebrity partners to signal quality endorsement or reliability because they work within trust-based industries, such as fashion, beauty, or sports. This indicates that Celebrity endorsement is not simply a communication method, but rather, a strategic approach to influence how consumers will judge a brand. 
With limitations in mind, it is important to note that celebrity endorsement does not always entail success. Some businesses face limitations such as cost, incongruencies in their endorsements and damages that arise from celebrity scandals. Research has posited that medium to large organisations sometimes question whether it is worth to spend the funds when the results can be illusive, particularly as it pertains to volatility in marketplaces (Nzuva, 2021). There is also evidence that poorly matched endorsements can lead to regret or disappointment after the purchase especially where consumers feel driven by celebrity status to buy rather than sufficient quality of the product (Dankwah, Kwakwa and Ibrahim Nnindini, 2024). These weaknesses demonstrate that celebrity endorsement requires sound planning and an ethical approach to marketing. Brands cannot rely upon the power of celebrity status alone; they must ensure a degree of authenticity coupled with alignment to consumer expectations and contributed objectives within that endorsement. 
Further applying the 4As framework, it is apparent that celebrity endorsement can be optimise when organisations consider how to apply strategic endorsement. Companies must identify celebrities that are believed to correspond with their values and public persona. Once research has established a good match confidence existed with brand endorsement, the endorsement will be increased when the brand knowingly advocates for products and service. Match to celebrity status indicated a growth in emotional engagement signifying increased purchasing intention (Rocha, Oliveira and Giraldi, 2020).  Thus, brands see the effectiveness of the endorsement filtered through consumer judgement of authenticity. Throughout modern digital culture consumers have a well-earned ability to discern digital endorsement that have a flavouring of being forced or purely commercial. In effectively implemented endorsement a brand can generate a long-term partnership, the long-term platform supports the development of a genuine bond, which can create trust, augment loyalty and open options to co-create product, shared value practices, increase relevance though usage, long-term brand association over consumption etc. However, the traditional aspect of endorsement is still present. There is nothing stopping the endorsement from still describing consistent messaging, having a shared value and representing a clear brand narrative under which potential purchases and engagement will foster consumer knowledge, connection and relationships, leading to brand loyalty. These practices put some size to the risks associated with in endorsement and how businesses may contend the risks that can contribute value to the endorsement accepted by consumers as it does exist.   
In conclusion, celebrity endorsement continues to be a powerful marketing tool, however, the success of endorsement is derived from thoughtful, considered planning, clearly demonstrated authentic actions, and the application of consumer behaviour principles. Nevertheless, endorsement is science and art. Celebrity endorsement can grow a brand rather than reduce brand equity whilst delivering the increase in brand recognition and possible shaping and impact of buying consideration through brand trust and brand connection. The risks associated with endorsing including financial expenditure and resisting the possibility of negative celebrity notoriety is real, that said, managing the risks of endorsement, commensurate to what is obvious if considered and vetted proper endorsements can generate an impact on brand effectiveness. The evidence and discussion demonstrate that when brands adhere to the principles of alignment, credibility and authenticity in consumer endorsement, celebrity endorsement continues to be the best practical method for a brand to foster consumer engagement and create brand value rather than destroy brand equity.
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Introduction:
What Is
Celebrity

Endorsement
in Modern
Marketing?

Celebrity endorsement involves capitalising on the fame of public
figures, such as sports people, musicians, actors, and
influencers to market products or services.

Celebrity endorsements utilise the celebrity’s fame or likability to
try and gain consumer attitudes and purchase behaviors toward
a brand.

In business marketing, celebrity endorsement encompasses
more than a traditional static advertising placement; much
broader to see social platforms, longer partnerships with brands,
co-created products, and temporary partnerships, etc.

Using celebrity endorsement leverage brands to create trust,
increased awareness, and differentiation from competitor brands
in the market.
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Example: Steph
Curry & Under
Armour Partnership

Under Armour’s long-term partnership with Steph Curry:
represents a vibrant example of how endorsing celebrities
build consumer behavior and brand credibility.

Research suggests that celebrity endorsers have the
potential to increase purchase intention and bolster
consumers' connections with brands and product
categories (Calvo-Porral and Levy-Mangin, 2024).

Curry’s series of signature basketball shoes have sported
considerable success, proving the impact of an athlete's
persona in terms of consumer engagement and brand
loyalty (Mishra, 2023).

Along with the standard endorsement, Curry has received
stock options, signifying his success is thus tied to the
company's performance generating a deeper and more
authentic partnership.
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Conclusion

Celebrity endorsements remain a potent and influential
marketing tool. They add value to brand awareness, trust, and
consumer engagement. Successful partnerships, on an
extended basis (e.g. Steph Curry and Under Armour), illustrate
that authenticity is an integral part of brand trust and brand
loyalty.

Research repeatedly finds that celebrity endorsement
influences purchase intention as well as consumer behavior. In
short, working with the right celebrity helps a brand stand out
and connect with target consumers in a meaningful way.
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