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Findings: Studies indicate that Canadian audiences
are more likely to trust brands associated with credible
and relatable celebrities, especially in campaigns
addressing social or environmental issues. Effective
endorsements lead to improved brand perception, with
authenticity and alignment between the celebrity's
image and the brand's values being critical factors.
However, the impact can be negative if the celebrity is
involved in controversies, highlighting the need for
careful selection.
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INTRODUCTION

Effectiveness of PR campaigns are highly effective when they combine targeted messaging, digital
engagement, and social responsibility. In the USA, Nike's "Dream Crazy" campaign, which
featured athlete Colin Kaepernick, proved to be an effective PR strategy. The campaign sparked
national conversations on social issues and led to a 31% increase in online sales during the
campaign period (Nike, 2020). Similarly, in the UK, the John Lewis Christmas campaign is a
hallmark of successful PR, consistently generating positive brand perception. In 2020, their ad,
which featured a young girl’s journey to find a lost dragon, led to an 8% increase in online searches
for John Lewis products in the days following its release (John Lewis, 2020). These campaigns
highlight the importance of aligning PR efforts with public values, and how brands in developed
economies leverage social issues and emotional storytelling to resonate with their audience,
effectively enhancing brand perception and engagement.

In Germany, BMW’s PR campaign "The Future is Now" showcased its electric vehicle range with
a focus on sustainability and innovation. The campaign included virtual events and social media
integration, resulting in a 20% increase in online engagement within three months (BMW, 2020).
In Japan, Uniqlo’s "LifeWear" campaign emphasized functionality and affordability, using
targeted messaging to highlight how its clothing fits various lifestyles. The campaign boosted
Uniqglo’s domestic market share by 10% and increased international brand recognition (Uniglo,
2020). These examples demonstrate how brands in developed economies leverage cutting-edge
technology and localized strategies to enhance consumer trust and engagement, reflecting their
ability to stay relevant in competitive markets.

In Canada, Tim Hortons' "Roll Up the Rim to Win" campaign used an interactive approach to
engage customers. By incorporating mobile apps and digital rewards, the campaign achieved a
15% increase in customer participation, especially among younger demographics (Tim Hortons,
2020). In Australia, Qantas Airlines' "Fly Away" campaign focused on emotional storytelling,
connecting with Australians’ longing for travel post-pandemic. The campaign resulted in a 25%
surge in ticket bookings within a month (Qantas, 2021). These campaigns highlight how innovative
use of digital platforms and emotional connections enable brands in developed economies to
strengthen consumer loyalty and drive engagement.

In developing economies, PR campaigns often focus on affordability, cultural relevance, and social
issues to create effective communication strategies. In India, the "Share the Load" campaign by
Ariel, a Procter & Gamble brand, encouraged men to share household chores and gained
significant traction. The campaign was seen as progressive and resonated with many, increasing
Ariel's market share by 5% within the first few months (Procter & Gamble, 2020). In Brazil, the
"#VamosJuntas" campaign by O Boticario, a Brazilian cosmetics brand, advocated for gender
equality and inclusivity, contributing to a 15% growth in sales for the brand during its launch (O
Boticario, 2021). These PR campaigns successfully address local cultural values and issues,
driving positive brand perception in developing economies. They showcase how brands effectively
use PR to engage with consumers on emotional and socially relevant topics to enhance their market
position and build loyalty.
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In Indonesia, Gojek's PR campaign "Go Local" emphasized supporting local businesses during the
pandemic. This campaign increased Gojek's daily transactions by 12%, showcasing the brand's
ability to align its initiatives with public needs (Gojek, 2021). In Mexico, Coca-Cola’s "Mexican
Heritage" campaign celebrated local traditions by incorporating Day of the Dead themes into its
branding. The campaign resonated deeply with the audience, contributing to a 7% increase in sales
during the festive period (Coca-Cola Mexico, 2021). These examples illustrate how brands in
developing economies effectively incorporate cultural themes and socio-economic issues into their
PR campaigns to build strong emotional connections with consumers.

In Thailand, Thai Airways’ "Love Knows No Boundaries" campaign targeted international
travelers by promoting cultural inclusivity and luxury services. The campaign increased
international bookings by 18% within six months (Thai Airways, 2021). In South Africa,
Shoprite’s "Act for Change" campaign focused on providing food security and poverty alleviation
during COVID-19, increasing the brand's trust rating by 20% (Shoprite, 2021). These campaigns
emphasize the role of PR strategies in addressing pressing societal issues and promoting cultural
values, which help developing economies enhance brand visibility and customer trust.

In Sub-Saharan economies, PR campaigns are particularly effective when they integrate local
cultural values, community engagement, and social responsibility. In South Africa, the "Share a
Coke" campaign by Coca-Cola was adapted with local names and resonated well with the
population, resulting in a 10% increase in sales during its execution (Coca-Cola, 2020). Similarly,
in Nigeria, MTN’s "Y'ello Hope" campaign, which emphasized community support during the
COVID-19 pandemic, was well-received and strengthened the brand's relationship with local
consumers. The campaign led to a 15% increase in customer engagement, highlighting how PR
campaigns that focus on solidarity and social support can be particularly effective in Sub-Saharan
markets (MTN, 2021). These campaigns show that brands that successfully engage with local
communities and respond to current issues with a culturally relevant message can enhance their
brand perception in Sub-Saharan economies.

In Kenya, Safaricom’s "M-PESA Super App" PR campaign highlighted the app’s ability to
simplify digital transactions. By addressing key consumer pain points, the campaign led to a 20%
increase in app downloads within the first quarter (Safaricom, 2021). Similarly, in Ghana,
Guinness’s "Made of More" campaign used storytelling and community involvement to promote
the brand’s values of resilience and innovation. This approach enhanced brand loyalty, with a
reported 15% rise in sales during the campaign (Guinness Ghana, 2020). These examples show
how brands in Sub-Saharan economies can create impactful PR campaigns by leveraging digital
tools and connecting with consumers on cultural and practical levels.

In Nigeria, Dangote Cement’s "Build with Confidence" campaign emphasized the quality and
reliability of its products. This increased market share by 12% within a year (Dangote, 2020). In
Tanzania, Vodacom’s "M-Kulima App" campaign targeted rural farmers by promoting mobile
solutions for agricultural productivity, boosting customer subscriptions by 30% (Vodacom, 2021).
These examples demonstrate how PR campaigns tailored to local needs and industry challenges
can significantly enhance brand perception in Sub-Saharan economies.
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Celebrity endorsement is a marketing strategy where well-known public figures are used to
promote a brand, product, or service to enhance its visibility and appeal. This strategy leverages
the popularity, credibility, and influence of celebrities to create a positive association with the
brand. Four key types of celebrity endorsements include product testimonials, social media
partnerships, cause-based advocacy, and ambassadorship programs. These endorsements are
particularly effective in PR campaigns as they boost audience engagement, enhance trust, and
create a lasting impact on brand perception (Dwivedi et al., 2021). For instance, testimonials by
celebrities create relatability and authenticity, while social media partnerships reach a broad
demographic, making campaigns more impactful.

The effectiveness of PR campaigns using celebrity endorsements is evident in the increased
consumer engagement and trust. Cause-based advocacy, where celebrities align with social or
environmental initiatives, resonates deeply with audiences, improving the brand’s reputation and
societal impact. Ambassadorship programs, where celebrities act as the face of the brand over a
prolonged period, foster brand loyalty and consistency (Junaid, 2020). For example, Serena
Williams' ambassadorship for Nike highlights empowerment and innovation, strengthening the
brand's global appeal. Thus, celebrity endorsements remain a powerful tool in PR campaigns,
bridging the gap between brands and their target audiences.

Problem Statement

Celebrity endorsement has become a cornerstone of public relations (PR) campaigns, leveraging
the star power of celebrities to enhance brand visibility, credibility, and consumer trust. However,
while this strategy has proven effective in many cases, its success is not guaranteed and often
depends on factors such as celebrity-brand alignment, audience perception, and the authenticity of
the endorsement (Dwivedi, 2021). Misalignment between a celebrity’s image and the brand’s
values can lead to reputational risks, diluted messaging, and wasted resources. Moreover, the
increasing scrutiny of celebrity behavior on social media can amplify the potential for backlash,
negatively affecting the brand's reputation (Junaid, 2020). Despite the growing use of celebrity
endorsements in PR, limited research explores the nuanced factors that influence its effectiveness,
creating a critical knowledge gap for PR professionals navigating this dynamic landscape.

Theoretical Framework
Source Credibility Theory

Originated by Hovland and Weiss (1951), this theory posits that the effectiveness of
communication depends on the perceived credibility of the source, which includes expertise and
trustworthiness. In the context of celebrity endorsements, a credible celebrity can enhance the
audience’s trust in the brand and improve the effectiveness of PR campaigns. For example, a
celebrity with a positive public image and expertise related to the endorsed product will likely
resonate more with the audience (Dwivedi, 2021). This theory highlights the importance of
selecting celebrities whose credibility aligns with the brand’s message.

Match-Up Hypothesis

Proposed by Kamins (1990), this theory suggests that the effectiveness of a celebrity endorsement
increases when there is a good fit between the celebrity’s image and the product or brand. For PR
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campaigns, a well-matched celebrity reinforces the brand message and creates a stronger emotional
connection with the target audience. For instance, an athlete endorsing a sports brand creates
authenticity and appeal (Junaid, 2020). This theory underscores the importance of strategic
alignment in celebrity-brand partnerships.

Social Learning Theory

Developed by Bandura (1977), this theory emphasizes that individuals learn behaviors and
attitudes through observation and imitation of role models. In PR campaigns, celebrities serve as
influential role models whose actions and endorsements shape consumer attitudes and behaviors.
For instance, a celebrity advocating for sustainable products can influence audiences to adopt eco-
friendly practices (Zafar, 2022). This theory underscores the power of celebrities in shaping public
opinion and driving consumer behavior.

Empirical Review

Dwivedi 2021) examined the role of celebrity endorsements in enhancing brand credibility and
equity within public relations campaigns. The study aimed to understand how consumer trust is
influenced by the perceived credibility of celebrities in endorsement roles. Utilizing a survey-based
methodology, they collected data from over 1,000 respondents across multiple demographics to
assess their perceptions of celebrity-endorsed brands. The findings revealed that credible
celebrities significantly enhance consumer trust and brand loyalty, particularly when their public
persona aligns with the brand's core values. Furthermore, celebrity endorsements were found to
amplify brand equity by creating stronger emotional connections between the brand and its
audience. The study emphasized that poorly chosen celebrity endorsements could lead to negative
consumer perceptions and even harm the brand’s reputation. Based on their results, the authors
recommended that brands conduct rigorous background checks and public sentiment analyses
before engaging celebrities in endorsement deals. They also advised aligning the celebrity's image
with the brand’s messaging to maximize authenticity and relatability. The research concluded that
the strategic use of celebrity endorsements could be a powerful tool in public relations campaigns
when executed carefully. Additionally, they highlighted the importance of ongoing monitoring of
the celebrity’s public image to mitigate risks associated with controversies or scandals. The study
offers valuable insights for PR professionals navigating the complex dynamics of celebrity-brand
relationships. Their findings underline the critical role of credibility in driving effective
endorsement strategies. It also provides a framework for measuring the success of such campaigns
in terms of consumer trust and brand equity. The study serves as a guide for brands aiming to
leverage star power to enhance public perception effectively.

Junaid (2020) explored how consumer trust in a celebrity impacts engagement with the brand and
its message. The researchers conducted interviews with 500 consumers and analyzed secondary
data from existing PR campaigns to assess the relationship between trust and endorsement
effectiveness. Their findings indicated that consumer trust in the celebrity serves as a critical factor
in determining the success of PR campaigns. Campaigns featuring trustworthy celebrities
experienced higher engagement rates, increased brand recall, and enhanced customer loyalty.
Conversely, endorsements by celebrities with questionable credibility often led to skepticism and
lower campaign effectiveness. The authors emphasized that brands should align their values with
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those of the chosen celebrity to maintain authenticity. They also suggested that PR campaigns
integrate transparency into their strategies to further build trust. Moreover, they highlighted the
importance of monitoring consumer sentiment regarding the celebrity throughout the campaign’s
duration. Based on the findings, the study recommended that PR professionals invest in pre-
campaign evaluations of celebrities' public personas. The research further advised brands to foster
a sense of relatability in their endorsements by selecting celebrities who resonate with the target
audience. The study concluded that building consumer trust through credible endorsements is
essential for fostering meaningful engagement and sustaining positive brand perception.

Zafar (2022) explored the role of celebrity endorsements in shaping consumer behavior using the
lens of social learning theory. The study aimed to determine how endorsements by celebrities
influence public attitudes and behaviors, particularly in campaigns promoting social or
environmental causes. The researchers adopted a mixed-methods approach, combining surveys
and focus group discussions to gather insights from a diverse sample of 1,200 participants. Their
findings indicated that consumers are more likely to emulate behaviors modeled by celebrities they
admire, especially when the message aligns with their values and aspirations. For instance,
celebrities advocating for sustainable products significantly influenced participants' attitudes
toward eco-friendly consumption. The study emphasized that PR campaigns leveraging celebrity
endorsements must ensure authenticity and consistency in messaging to maintain consumer trust.
Additionally, they found that campaigns featuring celebrities with a strong moral reputation had a
higher likelihood of driving behavioral change among audiences. The authors recommended that
brands choose celebrities who embody the values of the campaign and maintain a strong
connection with their audience. They also advised integrating interactive elements into campaigns,
such as social media engagement, to maximize the reach and impact of endorsements.
Furthermore, the research highlighted the importance of ongoing communication to sustain the
campaign's influence over time. The authors concluded that celebrity endorsements could
effectively shape consumer attitudes and behaviors when backed by strategic planning and cultural
relevance. These insights are particularly valuable for brands seeking to promote social
responsibility through PR campaigns.

Ahmed & Khan (2019) examined the effectiveness of celebrity endorsements in digital public
relations campaigns. The study aimed to understand how digital platforms amplify the impact of
celebrity endorsements on consumer engagement and brand awareness. Using content analysis,
the researchers evaluated 50 online PR campaigns featuring celebrity endorsements across various
industries, including fashion, technology, and health. Their findings revealed that campaigns
leveraging digital platforms such as Instagram, Twitter, and YouTube experienced significantly
higher engagement levels compared to traditional media. Celebrities with active online presences
were found to be more effective in generating interest and interaction with the brand's content. The
study also noted that authenticity in the celebrity’s online persona played a critical role in
influencing consumer perceptions. Ahmed and Khan recommended that PR professionals develop
integrated strategies that combine traditional and digital platforms to maximize campaign impact.
They also emphasized the importance of aligning celebrity endorsements with the brand’s core
messaging to ensure consistency and relatability. Additionally, the study suggested that brands
monitor trends in digital engagement to optimize their PR campaigns continually. Their research

27


http://www.iprjb.org/

International Journal of Communication and Public Relation ( !!~ ) I PRJ B
ISSN 2520-7989 (Online) \ e D

Vol.10, Issue 1, No.3, pp 23 - 33, 2025
www.iprib.org

concluded that the digital landscape offers immense opportunities for amplifying the effectiveness
of celebrity endorsements when approached strategically. By leveraging analytics tools, PR
practitioners can gain insights into audience preferences and tailor their campaigns accordingly.

Lee & Kim (2020) explored the importance of celebrity-brand fit in public relations campaigns
and its influence on consumer attitudes. The study sought to determine whether the perceived
alignment between a celebrity’s image and the brand’s identity affects campaign effectiveness.
Utilizing a survey-based methodology, the researchers collected data from 1,000 participants
across five major global markets. Their findings revealed that celebrity-brand fit plays a critical
role in shaping consumer perceptions, trust, and engagement with PR campaigns. When celebrities
embodied the values and persona of the brand, consumers perceived the endorsement as authentic
and credible. On the other hand, mismatched endorsements were associated with skepticism and
reduced campaign effectiveness. The study concluded that achieving a high level of celebrity-
brand fit is essential for building strong emotional connections with audiences. Lee and Kim
recommended that PR practitioners conduct thorough compatibility assessments when selecting
celebrities for endorsement deals. They also emphasized the importance of involving celebrities in
the creative process to ensure their personal brand aligns seamlessly with the campaign narrative.
Furthermore, the study highlighted the need for consistent messaging across different media
platforms to reinforce the perceived alignment.

Garcia & Gonzalez (2021) assessed the role of cultural relevance in celebrity endorsements for
public relations campaigns in Latin America. The study aimed to investigate how culturally
tailored endorsements impact audience engagement and brand perception. Using case studies of
PR campaigns executed in Mexico and Brazil, the researchers analyzed the effectiveness of
endorsements featuring local celebrities. Their findings indicated that culturally relevant
endorsements significantly enhanced the relatability and resonance of campaigns among local
audiences. Celebrities who reflected the cultural values and traditions of the target market were
more successful in building trust and loyalty. The authors emphasized the importance of
conducting in-depth cultural research before selecting celebrities for endorsements. They also
suggested that PR practitioners collaborate with local influencers to ensure authenticity and
cultural sensitivity in their campaigns. Additionally, the study recommended that global brands
prioritize long-term partnerships with local celebrities to establish stronger connections with the
community. The research concluded that cultural alignment is a crucial factor in the success of
celebrity-endorsed PR campaigns.

Toth & Heath (2020) explored the long-term effectiveness of celebrity ambassadorships in public
relations campaigns. The study aimed to understand how sustained partnerships with celebrities
influence consumer loyalty and brand engagement. Through a longitudinal analysis of campaigns
in the United States and Europe, the researchers found that consistent and well-maintained
relationships with celebrity ambassadors resulted in higher levels of brand loyalty. Consumers
perceived these partnerships as more authentic and trustworthy, which enhanced their emotional
connection to the brand. The study also revealed that long-term ambassadorships reduced the risks
associated with one-off endorsements, such as short-lived impact or negative publicity. Toth and
Heath recommended that brands invest in nurturing long-term relationships with celebrities who
align with their values and vision. They also emphasized the importance of periodic evaluations to
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ensure the partnership remains relevant and effective. Furthermore, the study suggested that brands
integrate these partnerships into broader PR strategies to maximize their impact. The findings
highlight the potential of sustained celebrity endorsements to drive long-term brand growth and
consumer trust. This research provides actionable insights for PR professionals seeking to build
durable and impactful campaigns.

METHODOLOGY

This study adopted a desk methodology. A desk study research design is commonly known as
secondary data collection. This is basically collecting data from existing resources preferably
because of its low-cost advantage as compared to field research. Our current study looked into
already published studies and reports as the data was easily accessed through online journals and
libraries.

FINDINGS

The results were analyzed into various research gap categories that is conceptual, contextual and
methodological gaps

Conceptual Gaps: While these studies provide valuable insights into various facets of celebrity
endorsements, they largely focus on factors such as celebrity credibility, brand fit, and trust.
However, there is a limited exploration of the psychological mechanisms underlying consumer
behavior in response to celebrity endorsements, such as the role of emotional contagion or implicit
biases. Additionally, most studies emphasize the direct relationship between endorsements and
brand metrics like equity and loyalty but do not adequately address the mediating effects of social
media interactivity or cross-cultural influences. For instance, Zafar (2022) applied social learning
theory but did not explore how different cultural settings might moderate these effects, leaving a
significant conceptual gap.

Contextual Gaps: Many studies, including those by Dwivedi (2021) and Lee & Kim (2020),
focus on endorsements in the context of global or high-income markets, often neglecting the
unique challenges and dynamics of emerging markets. While Garcia & Gonzalez (2021) discussed
cultural relevance in Latin America, there is a lack of comparative studies analyzing how cultural
factors in Sub-Saharan Africa or Southeast Asia influence the effectiveness of celebrity
endorsements. Additionally, the impact of digital-first PR strategies involving micro-celebrities
remains underexplored, particularly in industries such as technology and healthcare.

Geographical Gaps: The majority of research cited, such as studies by Toth & Heath (2020) and
Ahmed & Khan (2019), predominantly focuses on developed economies, including the U.S. and
Europe, with limited data from developing or underrepresented regions like Sub-Saharan Africa
or South Asia. While Garcia & Gonzalez (2021) examined campaigns in Latin America, the
nuanced dynamics of local markets in these regions remain under-investigated. Moreover, there is
a need to evaluate the role of regional influencers or niche celebrities in countries outside the
traditional focus of research, such as Kenya, Nigeria, or Indonesia.
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CONCLUSION AND RECOMMENDATIONS
Conclusions

The influence of celebrity endorsements on public relations campaigns is a multifaceted
phenomenon that plays a critical role in shaping consumer behavior, brand perception, and
campaign effectiveness. Credible celebrities who align with a brand’s values significantly enhance
trust, emotional connections, and loyalty, as supported by numerous studies (Dwivedi, 2021;
Junaid, 2020). These endorsements amplify the impact of PR strategies, especially when executed
through digital platforms, which offer broader reach and higher engagement (Ahmed & Khan,
2019). However, the success of such campaigns hinges on careful alignment between the
celebrity's image and the brand's messaging, as misalignments can lead to skepticism and
diminished effectiveness (Lee & Kim, 2020).

Furthermore, cultural relevance and long-term ambassadorships are essential for building
sustainable relationships with diverse audiences (Garcia & Gonzalez, 2021; Toth & Heath, 2020).
While much research focuses on developed economies, there is a pressing need to explore how
celebrity endorsements influence PR campaigns in developing and underrepresented regions,
where unique cultural and market dynamics may yield different outcomes. Ultimately, leveraging
celebrity endorsements effectively requires a strategic approach that balances authenticity, cultural
sensitivity, and digital integration to maximize impact and foster lasting brand loyalty.

Recommendations
Theory

Future research should extend the current theoretical frameworks on celebrity endorsement by
integrating emerging media technologies, such as virtual influencers and Al-generated
personalities. This would offer new insights into how celebrity endorsements in PR campaigns are
evolving in the digital age. Furthermore, scholars should explore the psychological and emotional
mechanisms at play when consumers form trust-based relationships with celebrities, integrating
theories from social psychology and behavioral economics. This integration would contribute to a
more holistic understanding of celebrity endorsement dynamics, particularly in the context of
rapidly changing consumer behavior across diverse digital platforms.

Practice

PR professionals should carefully select celebrities whose personal values and public image align
with the brand’s mission to ensure authenticity in the endorsement process. Brands must conduct
thorough due diligence and continuous monitoring of celebrities’ public personas, especially on
social media, to avoid risks from potential controversies. Integrating digital media platforms, such
as Instagram, Twitter, and TikTok, into celebrity endorsement strategies is critical, as these
platforms foster higher consumer engagement and interaction. Furthermore, brands should invest
in long-term partnerships with celebrities rather than relying on one-off endorsements, which can
yield short-lived impacts. PR campaigns should focus on cultural relevance, tailoring celebrity
endorsements to resonate with local audiences, especially in diverse or emerging markets.
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Policy

Policymakers in the advertising and public relations sectors should consider establishing ethical
guidelines around celebrity endorsements, especially regarding transparency, authenticity, and
accountability. Public disclosure of endorsement deals should be mandatory, ensuring that
consumers are aware of paid partnerships to avoid misleading advertising. Additionally,
regulations regarding the age and demographic appropriateness of celebrity endorsements could
be enacted to prevent exploitation, particularly in campaigns targeting younger audiences. Finally,
there should be policies to address the potential negative impact of celebrity scandals on brand
reputation, advising brands to develop crisis management strategies that account for these risks.
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