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CRAAP Evaluation 
The initial source by Jun, Han, Zhou, and Eisingerich (2023) are a relatively new journal article and therefore has high value for modern marketing practice. The currency of the article is strong because it published in 2023, identifying trends in global and digital markets and marketing practice. The relevance of the article is also strong as it specifically describes the conditions under which a celebrity endorsement is effective and the way endorsers enhance brand meaning. In terms of authority, the article is published in the Journal of Business Research, a peer-reviewed and reputable academic journal and written by recognised researchers from established universities. The article provides a high degree of accuracy as it outlines their research methods, utilises large datasets, and provides rigorous and comprehensive analysis. The purpose of the article is academic and interpretive, focusing on education and analysis of the conditions when celebrity endorsements work. The source provides evidence-based insights that are minimally impacted by commercial bias, in turn providing trust and credibility. 
The second source by Chang and Ko (2016) also provides ideas that are relevant to celebrity endorsements, although the currency is somewhat lower because it is slightly older. The currency is acceptable because the topic remains relevant. However, due to the rise of social media since 2016, some aspects of marketing practice have evolved. The source does maintain a high threshold of relevance because the source investigates the concept of "fit." "Fit" has been shown to be one of the most important variables impacting the success of an endorsement. The authority is also high because the article was published in Psychology and Marketing, which is reputable, peer-reviewed journal. It is accurate because it outlines theoretical framework and simply tested it against the Associative-Propositional Evaluation (APE) model. The purpose of the article is academic and explanatory. 
Synthesis paragraph
Collectively, both articles suggest that celebrity endorsement may not automatically equal success in the marketing profession, but instead its success is determined by specific conditions. In the 2023 article, the researchers indicate that celebrities’ endorsers help reinforce important brand associations in cases of alignment, with what consumers BELIEVE the brand means, in summary, it means to be effective celebrity endorsement should help to deepen or reinforce brand meaning. In the 2016 article, the authors identify the importance of "fit." Specifically, consumers evaluated celebrity endorsements better when the celebrity had similar features to those of the brand or product being endorsed. In contrast to the 2023 article which used wholesales brand associations, the 2016 article reflects the importance of understanding the associated categorising of cognitive mechanisms. Overall, both articles demonstrated that effective celebrity endorsement is predicated on strategic alignment at the brand level and the consumer evaluation process. Though the two articles broadly differ in focus, meaning the more recent article focuses on brand meaning and the older article on cognitive mechanisms, they are both congruent in supporting the notion that endorsers must be selected with precision.
Reference List
Chang, Y. and Ko, Y.J., 2016. Reconsidering the role of fit in celebrity endorsement: Associative‐propositional evaluation (APE) accounts of endorsement effectiveness. Psychology & Marketing, 33(9), pp.678-691.
Jun, M., Han, J., Zhou, Z. and Eisingerich, A.B., 2023. When is celebrity endorsement effective? Exploring the role of celebrity endorsers in enhancing key brand associations. Journal of Business Research, 164, 113951.
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Celebrity Endorsements in Business Marketing

Consumers today are encountering an unprecedented number of products that all seem the same in terms of quality and price in a variety of markets. This has led marketers to seek using celebrities to make brands feel more personable and memorable. However, not everyone would agree that celebrities are the answer, especially when a celebrity ends up overshadowing the product, or worse, the brand can be tarnished if a celebrity is criticised. This essay will argue that celebrity endorsement is only useful when the image of the celebrity bears a close relationship with the identity of the brand, and in relation to audience perceptions. This essay will use the 4As as a framework to explore how endorsements work, why they work (or not), and how organisations can use them responsibly in the current marketing landscape. 
One aspect to the construction of this argument is the realisation that celebrities can help create emotional ties to consumers. Individuals are often fascinated by celebrities and consider them role models, causing a subsequent influence of how they perceive a brand. Research suggests that when consumers relate to celebrity meanings, they are better able to convey a sense of belonging, which then increases the influence of the endorsement message (Escalas and Bettman, 2017). When consumers feel connected to a celebrity, consumers will be able to transfer those feelings to the brand, creating an emotional bond. Such emotional ties will help brands create distinctiveness in competitive markets and make a buyer more comfortable in their product selection. For organisations with little means in crafting differentiation, simply having a celebrity attached may be a cost-effective way of making a sudden appearance and claiming validity, a temporary solution but one that the market will understand as a strategy. A more in-depth investigation demonstrates that celebrity endorsement can also generate brand equity by establishing a strong connection between the consumer and the brand. Research has shown that celebrity endorsement has a positive effect on self-brand connection and brand equity if consumers have the perception that the brand is part of their identity (Dwivedi et al., 2015). This suggests that endorsements serve a purpose beyond drawing attention: they can generate a long-term association with consumers. When the personality of the celebrity aligns with the brand’s values, the endorsement seems natural, and consumers are more likely to trust the endorsement. A match reduces the risk of confusion about what the brand stands for. For instance, sports brands often select athletes, since a clear match between the athlete’s lifestyle and the product exists.
Nonetheless, endorsement requires effective strategic planning to be effective. Businesses should consider which celebrities best match their brand values, audience, and marketing goals. Some researchers contend that having a clear strategy for celebrity selection enhances the effectiveness of the ensuing communication and supports long-term brand management (Ofori-Okyere and Asamoah, 2015). An endorsement may appear forced or random without a clear strategy, which nine times out of ten has a negative effect on the endorsement purpose. Fit is critical for celebrity endorsement, fit also describes the extent of congruence between the celebrity image and the characteristics of the brand personality or product. In some cases, a stronger fit improves how consumers evaluate a celebrity endorsement (Chang and Ko, 2016). This shows that hiring someone famous is not enough and must be sure that the endorser aligns with the brand.
There are advantages to celebrity endorsement, but there are also disadvantages. Celebrities are prone to unfortunate events, they may change their public persona, or they may simply be less popular, which may damage the brand. Companies take on a financial risk as well (Liu and Liu 2019). These risks demonstrate that an endorsement does not guarantee success. Brands also must keep in mind that the opinion of the public can change rapidly, and negative patterns may spread by social media quickly.
In addition to the risks described, today’s celebrities interact with consumers in new ways, while also using social media platforms. Parasocial interactions or one-sided relationships where someone wants to feel connected to someone, where the celebrity may not even know or directly be connected, contribute to celebrity endorsement strategies. Research explains that parasocial interactions make endorsements more powerful, particularly if the individual has high belongingness needs (Aw and Labrecque, 2020). Social media heightens the extent, or power, of an endorsement, but also provide rapid sharing of either positive or negative information. Brands need to effectively monitor the platforms to protect the brand reputation.
Bringing these concepts to the real world applies all the ideas discussed about celebrity endorsements working (when done correctly). An obvious brand would be in the footwear industry: Nike, and its relationship with athlete, Serena Williams. The celebrity endorsement is appropriate since both the athlete and the brand represent strength, performance, and resilience, so the fit is deeper than say a celebrity endorsing a fast-food brand because they are popular. The alignment between the athlete and brand creates a greater sense of authenticity, making it easier for the consumers to accept the endorsed message. Beyond just Nike selling more shoes and people being fans of Williams, many people admire her and resonate with her successes, potentially even having a more profound acknowledgement of her again connecting them as fans to the brand. Another consideration, Nike is protecting the brand from the high-risk events by being selective of the endorsers who share core values to the brand, have positive opinions towards the brand, and are more regularly active in positive public opinion or event.
In conclusion, celebrity endorsement is an integral part of modern marketing; they assist brands in creating emotional connections, building prominence in the minds of consumers, or building trust among consumers. To reiterate, brand endorsement can play a role in creating long-term brand equity when organisations select endorsers who align with their brand values for their target consumer. Brand endorsement serves an important function to an organisation’s branding and marketing strategy. Organisations must also consider the risks of having endorsers; risks include an unfortunate turn of events, selecting endorsers that do not match the brand, or costs associated. Overall, celebrity endorsement works, but they must consider strategic concerns and plan accordingly.
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* Many products in the marketplace today appear to be alike in look and feel.

* By using a celebrity that consumers already know and trust, or have some admiration for,
it helps to transform a brand to distinguish it from its competitors.

» A celebrity can help to shape a consumer's feelings towards brands and make the
message and images more memorable and impactful.

» Research shows that celebrity endorsement works best when the celebrity is aligned with
the brand's image and values (Chang and Ko, 2016).

* In addition, today's modern consumers not only view celebrities in traditional advertising,
but they now also connect with them via social media, which increases the emotional
dimension (Escalas and Bettman, 2017).




image3.svg
        Why Celebrity Endorsement Still Matters in Business Marketing   • Many products in the marketplace today appear to be alike in look and feel. • By using a celebrity that consumers already know and trust, or have some admiration for, it helps to transform a brand to distinguish it from its competitors. • A celebrity can help to shape a consumer's feelings towards brands and make the message and images more memorable and impactful. • Research shows that celebrity endorsement works best when the celebrity is aligned with the brand's image and values (Chang and Ko, 2016). • In addition, today's modern consumers not only view celebrities in traditional advertising, but they now also connect with them via social media, which increases the emotional dimension (Escalas and Bettman, 2017).
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+ Matching is key to effectiveness: Endorsement is a successful tactic
when the celebrity embodies the personality, behavior, and reputation of
the brand (Chang and Ko, 2016).

« Celebrity endorsements help build strong associations with the
brand: Endorsements transfigure the endorsement message of
consumers to enable them to assume further what they already believe in
the brand (Jun et al., 2023).

« Match will increase trust as brand will align: Brand, Product, and
Celebrity congruency will lead to stronger positive emotional responses
(Albert et al., 2017).

+ Emotional connections matter: Sometimes consumers may personally
connect to the celebrity more, thus increasing the overall impression from
the endorsement (Escalas and Bettman, 2017).

« Brands must be strategic: Brands must carefully consider who they
select to endorse, because wrong match, or scandal creating issues for
the brand (Sola, 2012).
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Nike and Serena Williams: Real-Life Example

« Serena Williams is featured in advertising messages for sportwear and
campaign messaging for Nike.

« High brand-endorser fit athletic success, empowerment, and global appeal.
+ Her commitment story supports the "Just Do It" persona of Nike.
Effectiveness

+ Increased credibility: consumers assume Serena Williams has used Nike
products.

+ Creates emotional appeal: consumers feel inspired by the fact of her success.
+ Provides a framework to facilitate long-term brand meanings and loyalty.
Challenges & Risks

« Very expensive celebrity contracts.

« The endorser can damage the brand if they are followed by scandal.

« The endorser can draw the consumer's attention as much as the product.

- TSRO
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