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Evaluation of Sources Using the CRAAP Test
C – Currency
The article by Jun et al. (2023) is a new article in the Journal of Business Research, which captures the contemporary trends in marketing including the BTS-McDonald’s campaign. It is useful due to its timeliness in learning about the effects of celebrity endorsements on contemporary consumer behaviour. Although the article by Foong and Yazdanifard (2014) is older, it is still relevant because it describes the initial adoption of social media in celebrity marketing, which offers background information on the digital interaction with consumers.
 R – Relevance
Both articles are very pertinent to Celebrity Endorsements in Business Marketing. Jun et al. (2023) discusses the transfer of celebrity characteristics, which allow, attract, and enrich, to brands and provides psychological understanding. Conversely, Foong and Yazdanifard (2014) concentrate on the practical marketing results, demonstrating how celebrities increase the sales, trust, and brand awareness via media and the Internet. Collectively, they integrate theoretical knowledge and marketing views.
 A – Authority
The article by Jun et al. (2023) is well-written and has a strong authority, as it is written by researchers of the most prestigious universities, including Middlesex and Imperial College London, and it is published in a peer-reviewed journal. Foong and Yazdanifard (2014) are connected with the well-known institutions, such as Southern New Hampshire University and HELP College of Arts and Technology, and they back their research with the reliable secondary sources, such as Nielsen and Forbes, which makes their work academically reliable.
 A – Accuracy
Jun et al. (2023) study is a credible source of empirical data based on three quantitative studies that examine the influence of celebrity attributes on brand image. Foong and Yazdanifard (2014) rely on the factual marketing data and examples of successful endorsement campaigns, including the ones by Cristiano Ronaldo and Nike. They are both true and backed by verifiable facts.
 


P – Purpose
The study by Jun et al. (2023) has an academic purpose, as it contributes to theoretical knowledge of how celebrity associations can improve brand perception, whereas the study by Foong and Yazdanifard (2014) is aimed at guiding the marketers by showing how to use endorsements to improve brand perception and minimise risks. They are both informative and objective and make a significant contribution to the research of celebrity endorsement in business marketing.
 Synthesis of Ideas
Both articles concur that celebrity endorsements can have a powerful impact on brand image and consumer attitudes but do so in different ways. Jun et al. (2023) concentrate on the why, and their 3E model (enabling, enticing, enriching) explains the psychological transfer of celebrity characteristics to brands. They find that the most influential are enriching benefits, values that create inspiration and admiration. Foong and Yazdanifard (2014) concentrate on the how, showing the marketing processes that ensure the success of endorsements, including social media promotion, co-branding, and media publicity.
Both sources focus on the significance of a plausible and fitting celebrity-brand relationship. Whereas Jun et al. describe the emotional and cognitive mechanisms of successful endorsements, Foong and Yazdanifard demonstrate how they can be used in practise to reach market growth. The combination of them provides a complete picture of celebrity endorsement as a psychological and strategic marketing instrument.
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 Introduction
The use of celebrity endorsement has become a popular business marketing approach in the contemporary world. Companies employ the services of well-known personalities to market their brands since celebrities are attractive and can influence the choices of consumers. The popularity of a celebrity can make products appear more desirable and credible. According to Jain, Jain and Jain (2024), celebrity endorsements can be used to enhance business performance by influencing consumer preference and loyalty. On the same note, Ekasari, Diposumarto and Muharam (2024) claim that celebrity endorsing can improve brand image and encourage customers to purchase. Nevertheless, Hariningsih et al. (2025) mention that such a strategy is also risky when celebrities are involved in scandals or controversies. This essay applies the 4As model - Argument, Analysis, Alternative, and Application - to explain why celebrity endorsements are beneficial to businesses, what are the challenges, and how companies can use this strategy to their advantage.
 4As Model
Argument: Celebrity Endorsements Build Brand Image and Trust
Celebrity endorsements are useful in creating a favourable brand image and gaining consumer confidence. When a famous personality endorses a product, it is likely that people will relate the reputation of the celebrity with the brand. Jain, Jain and Jain (2024) argue that companies have been employing celebrities to convey quality, success, and prestige, which prompts consumers to purchase. According to Clifford and Kavitha (2024), online food companies that employed celebrities had increased sales due to the fact that customers believed in brands associated with celebrities. In the same manner, Awah, Mfon and Ibok (2024) found out that Generation Y consumers are very sensitive to celebrity endorsers, particularly in betting and entertainment industries. This demonstrates that consumers usually assume that when a celebrity uses or recommends a product, it must be useful and trustworthy. Celebrity endorsements generate emotional attachments which enhance brand recognition and consumer trust.
Analysis: The Impact of Celebrity Endorsements on Consumer Behaviour
The power of celebrity endorsement on consumer buying behaviour is high both in the online and offline markets. Ekasari, Diposumarto and Muharam (2024) discovered that when celebrity endorsements are used in combination with good brand image and online promotion, the purchase intention is boosted because it creates a sense of quality and authenticity. Yuspitaand Anggarini (2024) also demonstrated that Instagram ads with celebrities assist small businesses, including florists, to gain more customers and increase online sales. Moreover, Idris and Ladan (2025) emphasise that the celebrity endorsement is a mediating variable in social media marketing, which increases the effectiveness of online content and consumer interaction. Collectively, these studies indicate that endorsements do not only create awareness but also produce emotional appeal and trust, which are critical in making sales.
But endorsements also have their downsides. Hariningsih et al. (2025) caution that when the celebrities are caught in a scandal or unethical behaviour, it may damage the brand image. On the same note, Clifford and Kavitha (2024) warn that consumers might question the genuineness of the endorsements in case they feel that the celebrity is merely driven by money. According to Jain, Jain and Jain (2024), a business is advised to select endorsers who align to the values of the product to ensure credibility. These results indicate that endorsements are effective but should be handled with care to prevent destruction of consumer confidence.
 Alternative: Other Marketing Approaches and Their Effectiveness
Celebrity endorsements are effective but other forms of marketing can also create good customer relationships. According to Idris and Ladan (2025), the content of social media in itself tends to affect purchasing behaviour more than the popularity of the celebrities. Micro-influencers who have smaller yet dedicated audiences are able to build more trust and authenticity than big celebrities (Hariningsih et al., 2025). Yuspita and Anggarini (2024) also discovered that high engagement can be attained in interactive online campaigns that do not involve celebrities when the brands are honest in their communication. Moreover, Awah, Mfon and Ibok (2024) observe that celebrity endorsements are costly and cannot be applied to small businesses. Clifford and Kavitha (2024) further note that high expenditure on celebrities does not necessarily lead to long-term loyalty. Other approaches like influencer marketing, user-generated content, and sincere communication can provide the same benefits at a lesser cost and risk.
Application: Using Celebrity Endorsements Effectively in Business
Careful use of celebrity endorsements should be made to attain good marketing outcomes. According to Jain, Jain and Jain (2024), the effectiveness of an endorsement is determined by the fit between the celebrity and the brand image, e.g., a fitness star endorsing sportswear. Ekasari, Diposumarto and Muharam (2024) also contribute that social media can complement these endorsements by making interactions and engagement with followers more active. Nevertheless, companies should be ethical and open regarding paid promotions (Hariningsih et al., 2025). According to Idris and Ladan (2025), it is advisable to revise endorsement deal on a regular basis to align with consumer expectations. Clifford and Kavitha (2024) also emphasise that it is not celebrity fame but good products and customer satisfaction that leads to real success. The endorsements must be a part of a balanced marketing approach that creates trust and emotional connexion.
 
Conclusion
When used properly, celebrity endorsements can be an effective marketing strategy that can raise brand awareness, consumer confidence, and sales. The 4As framework shows that the effectiveness of celebrity marketing is supported by strong arguments, the analysis of the topic shows both positive and negative aspects, the alternatives reveal the potential of authentic influencer marketing, and the practical examples indicate how the business can use (application) endorsements in an ethical and strategic way. Celebrity endorsements continue to be a significant aspect of contemporary business marketing, as Jain, Jain and Jain (2024), Ekasari, Diposumarto and Muharam(2024) and Hariningsih et al. (2025) support. Nevertheless, their success is determined by the choice of the appropriate celebrity, authenticity, and the fact that marketing activities remain transparent and consistent with the values of consumers.
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                                            INTRODUCTION TO CELEBRITY ENDORSEMENTS    •Celebrity endorsement means when a famous person promotes a product or brand to attract more customers (Jain, Jain and Jain, 2024). •It matters because people trust celebrities and often want to buy the same products they use (Awah, Mfon and Ibok , 2024). •In modern business, this method helps brands stand out in competitive markets ( Hariningsih et al., 2025). •Social media has made celebrity endorsements even more powerful, reaching millions of followers online (Idris and Ladan, 2025).  
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Key Findings From Research

*A strong match between the celebrity and the brand makes the
marketing more successful (Jain, Jain and Jain, 2024).

*Celebrity endorsements improve brand image and increase
customer trust and loyalty (Ekasari, Diposumarto and Muharam,
2024).

sResearch shows that Generation Y is strongly influenced by
celebrity advertisements when buying products (Awah, Mfon and
Ibok, 2024).

*Online promotion and word of mouth play a big role in spreading
these messages to wider audiences (Ekasari, Diposumarto and
Muharam, 2024).
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I Real-World Example

*McDonald’s used BTS, a popular K-pop group, to promote the
“BTS Meal,” which became a global success (Hariningsih et al.,
2025).

*The collaboration increased McDonald's sales and attracted
younger customers worldwide (Jain, Jain and Jain, 2024).

#Social media fans shared photos and videos of the meal, creating
huge online attention (Idris and Ladan, 2025).

*This example shows how celebrity endorsements can connect
emotional appeal and business goals effectively (Clifford and
Kavitha, 2024).
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Evaluation And Conclusion

*Celebrity endorsements are effective for improving
brand recognition and sales (Yuspitaand Anggarini,
2024).

eHowever, they can be risky if the celebrity faces
scandals or loses popularity (Hariningsih et al., 2025).

*Businesses should carefully select celebrities whose

image fits their brand values (Jain, Jain and Jain, 2024).

*When used wisely, celebrity endorsements can be a
powerful and profitable marketing strategy (Awah,
Mfon and Ibok, 2024).
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person promotes a product or brand to attract
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