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Both Jun et al. (2023) and Al-Romeedy & Zaki (2024) examine how celebrity endorsements can impact consumer behaviour, and they examine slightly different stages of the marketing process. Jun et al. (2023) examine how celebrities help create or enhance important brand associations, and they explain that endorsement creates degreed effectiveness based on whether the celebrity ritual of endorsement through some factor is similarly matched in identity, and hence value, to the brand identity. For example, a celebrity who embodies fitness and exercise will do better in aligning a sports brand than a comedian might, the authors contend being the “fit” is to be one of the most significant means of conveying positive brand associations.
Al-Romeedy & Zaki (2024) study celebrity endorsed livestreaming in the travel domain, which shows that celebrities can appropriately impact impulsive buying behaviour when the audience trusted and admired the celebrity personality being endorsed. Rather than study brand associations, the focus is on emotional reaction of experiences associated with impulse or consumer psychology of buying behaviour. The authors demonstrate that when audiences trust the celebrity, and generated excitement or happiness during the stream, that the propensity to engage a gifting travel purchase is minimal.
Although the specific context is different between traditional celebrity endorsement to livestreaming, the studies are aligned on several ideas. Both studies discuss that endorsements most potent when the audience has a strong positive reaction when the celebrity accordingly, and those psychological measures are more favourably experienced. The authors also highlight that a celebrity’s ability to heighten brand competence is only significant if the celebrity meets the brand endorse value (as Jun reports) or if the celebrity can create an emotional engagement with their personality as reported by Al-Romeedy & Zaki. In terms of brand endorsement value, the retention is dependent on a celebrity endorsement factor positively keeping hype, otherwise the impulse value leaves.
The studies differ, however, in what both authors perceive as the primary cause of influence. Jun et al have branded celebrity alignment in context, while Al-Romeedy & Zaki obtain importance to the emotions of the audience. In totality, these studies foreshadow an area in which celebrity endorsement provides strong connections to brand identity an engagement of purchases, as well as implications to marketers selecting relatable celebrities that can build trust and positive emotion.
	CRAAP Element
	Jun et al. (2023)
	Al-Romeedy & Zaki (2024)

	Currency
	· Published in 2023.
· Very recent and up to date.
	· Published in 2024.
· Extremely current.

	Relevance
	· Directly relates to celebrity endorsement and brand associations.
	· Focuses on celebrity-endorsed livestreaming and buying behaviour, relevant to marketing.

	Authority
	· Written by well-known marketing researchers, published in a top journal (Journal of Business Research).
	· Written by recognised researchers in tourism marketing, published in Journal of Vacation Marketing.

	Accuracy
	· Based on strong data and clear methodology; peer reviewed.
	· Uses empirical data to test trust and emotions; also, peer reviewed.

	Purpose
	· Aims to understand when celebrity endorsement works best. Academic and objective.
	· Aims to explain how celebrity livestreams influence impulsive buying. Academic and research focused.
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Celebrity endorsement is a typical characteristic of contemporary business marketing, where brands frequently use famous people to garner interest, capture attention, and persuade consumers. While celebrity endorsement may be commonplace, there continues to be some debate around the actual value of celebrity endorsement, because, invariably, not all endorsements will reasonably lead to improved performance or sales of a brand. Some endorsements are successful because the consumer identifies in some way with the celebrity or sees a natural connection between the celebrity's persona and the brand. Conversely, some endorsements fail because the connection simply feels disingenuous or extraneous. Utilising the 4As as a framework, this essay will show, although celebrity endorsement has been shown positive effectiveness, it only works when there is a strong alignment between the celebrity, the brand, and the target audience. Through academic literature and a consideration to possible counterarguments, this essay will show, based on the research, that the outcome of celebrity endorsement is contingent on effective planning and not merely a result of exploiting fame.
The strongest case for celebrity endorsement rests upon the concept of congruence and the degree of fit between the celebrity and the brand. A greater congruence equates to higher levels of consumer belief and acceptance of the endorsement message. Research also shows endorsement is more powerful when the endorsement celebrity does in fact strengthen brand associations or supports the meaning of the brand (Jun et al., 2023). An example of this is that of a professional athlete endorsing an athletic good or sports equipment, the athlete has true credibility because of their expertise they possess as a professional athlete. Further investigations reveal that congruence also enhances the consumer/brand relationship. This happens when consumers feel more positive about the endorsement when the celebrity/brand pairing seems to occur smoothly (Albert, Ambroise and Valette-Florence, 2017). This body of research helps to reinforce the idea that celebrity endorsement is more than adding a famous face to the product, it is an endorsement from a person that complements the brand image, particularly when the celebrity's profile reflects positive characteristics of the brand.
When investigated more deeply, the emotional and psychological aspects are almost equally important to the brand fit. Celebrities commonly activate emotional responses that influence consumer thoughts and actions. For example, research on the livestreaming atmosphere noted that the celebrity-influenced trust and emotional bond led to impulse buying behaviours, which were particularly heightened during exciting and engaging live-streams (Al-Romeedy and Zaki, 2024). This argument illustrates that celebrity endorsement has an effect of influencing purchases that is not tangible and transcends rational decision-making processes involving consumers. The same effect holds for in-store purchases, as celebrity use when situated in the retail environment increased attention to the brand, enjoyment of the shopping experience, and unplanned purchases (Parmar, Mann and Ghuman, 2020). Again, this information shows that celebrities can influence the total emotional atmosphere, as well as play a role in influencing decision-making. This highlights the multiple benefits of celebrity endorsement to influence consumer behaviour at multiple levels.
Finally, another consideration for the impact of endorsement is that it provides additional strategic positioning benefits for brands. Celebrity endorsements attract media and increased brand visibility and opportunity for storytelling. Their public persona can connect brands with vast new markets or younger consumers; ideally, celebrities serve as cultural signifiers for a lifestyle or value system in which the brand wants to symbolise. This lends scale and support to endorsement practices, not just for short term sales, but also in support of long-term brand building. Narrative reviews place celebrity endorsement amongst methods for improving brand recall and perception of brand equity, ultimately contributing to brand positioning, through targeted use (Rocha, Oliveira and Giraldi, 2020). Thus, in addition to leveraging powerful and influential emotional effects, these increases indicate that celebrities can also carry and amplify experiences and extend reach, even in hyper-competitive, crowded marketplaces.
Nonetheless, using the 4A's framework still invites the contemplation of opposing perspectives. Critics reject various aspects of celebrity endorsement, claiming that the endorsement takes too long to manifest sales to return on investment, is relatively expensive, and most importantly, is often ineffective. More now than ever, consumers are aware that celebrities are being compensated to promote lifestyle products, which is a risk for brands. For many younger consumers, also, they claim that social media influencers are much more relatable and trustworthy than traditional celebrities. The latest trends in marketing among youth consider the value of acceptability the consumer feels towards the authenticity and the circumstances (i.e. whether anything was staged). Social media influencers often appear more "real" than celebrities. Next, review studies indicate that endorsements can fail and draw attention away from the brand if the celebrity behaves poorly or is embroiled in controversy, which may impact the brand (by association). Analysing research exists as long retrospectives of endorsement studies, insisting endorsement effectiveness is considered irrelevant across culture and industry (Wang and Liu, 023). These concerns imply that companies need to be careful and not assume that celebrity endorsements will succeed. 
The last step of the framework requires responding to these concerns. While concerns are valid, most research still supports celebrity endorsement when the execution is appropriate. The important factor is not a celebrity but rather a well-designed and executed brand strategy. When the celebrity compliments the brand values, while consumer's feel trust or emotional attachment, then the endorsement carries a great deal of influence. Even though influencers are gaining relevance, celebrities still have strong cultural relevance, broadly recognised in social contexts and media in ways that influencers do not. Additionally, studies show that celebrity endorsement supports brand identity, increases purchase intention, and promotes consumer engagement in many situations (Hung, 2021). Ultimately, the issue is not a lack of endorsement relevance, it is the execution. Poorly matched endorsements do not work, well matched or planned endorsements can still be a powerful tool in contemporary marketing.
What is clear is that celebrity endorsement can be extremely effective; however, it is under very specific conditions that relate to congruence, trust, or emotional engagement. Studies show that when a celebrity is a good fit with a product, it elicits a more positive response in consumers towards the message. Emotional responses such as excitement, trust, and admiration contribute to consumer behaviour. Critics have argued that endorsements do not work as well or that influencers are supplanting celebrities, but research demonstrates celebrity endorsement can be effective when its execution or strategic use is considered. Endorsements do not work as well when they are poorly matched and the "audience" target audience does not connect, created the proper match between brand, celebrity, and consumer has continued to be a powerful marketing tool.
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Introduction:
Celebrity
Endorsement
in Modern
Business

Celebrity endorsement is a marketing practice in which
brands team up with a famous person to persuade
consumers to buy their products.

Today it matters because celebrities are often the people
who create trends, to build trust, and most importantly,
brands need to differentiate themselves in a crowded
marketplace (Wang & Liu, 2023).

Today's marketing practices place value on authentic
marketing and emotional engagement and celebrities can
help elevate both practices as well (Rocha et al. 2020).
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Kim Kardashian
& SKIMS

Kim Kardashian
SKIMS
Israel + Kim Kardashian is the co-founder of SKIMS and
the brand ambassador.

+ Due to her large number of followers worldwide
and her influence on the world of fashion, the
company developed market awareness and drove
initial sales.

+ Kim makes statements about SKIMS on social
media posts and advertising, but she also talks
about the brand in person at events; this helps to
build trust and engagement with consumers.

* The body positivity and inclusivity messaging since
launch by Kim speaks directly to the store's brand
relevant values and builds the brands’ authenticity.
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Strengths:

» The alignment of a celebrity with a brand can
create credibility, through the emotional appeal
of the celebrity, which can enhance credibility.
(Wang & Liu, 2023).

Kim's credibility strengthens consumer trust and
increases the likelihood of purchase (Adam &
Hussain, 2017).

SKIMS has access to high-level exposure
through Kim's continuous presence on social

uation of medis,

e Marketing
Approach
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