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Celebrity endorsement is a marketing strategy where celebrities associate themselves with brands for organizations to help them achieve their marketing goals. It is embraced by many countries as it is considered a powerful marketing tool. Studies show that celebrity endorsers effect product recognition, buying intentions and marketing effectiveness. A significant number of companies in the tourism and hospitality firms have begun employing celebrities to expand their market share and grow their customer base.
Using celebrity endorsers draw great attention to ads and increase the purchasing intentions of customers. This is because the preconceived image that the consumers normally have to the celebrity is transferred to the product and consequently the companies make financial benefits. However, the use of this strategy has potential dangers. Like in the case of the celebrity being implicated in a scandal, research indicates that the undesirable information can result in adverse perception on the product.
Selection of the endorser is the most critical and sensitive aspect that requires an effective and efficient method to be deployed. The article presents three models: the source attractiveness model, the match-up hypothesis and the meaning transfer model. The source model focuses on the celebrity the information source and argues that the endorser has an important impact on message receptiveness. Therefore, the endorser should be trustworthy and have sufficient expertise in the field. The match-up hypothesis suggests that there must be a congruent connection between the celebrity and the product.
In the tourism and hospitality industries, the endorsers need to show genuine support to the product. This is because these industries market intangible and perishable that have psychological and social risks associated with their purchasing. The consumers only rely on eternal clues because they cannot feel or touch the product when purchasing. 
    In a nutshell, a large amount of money is expended in celebrity endorsement strategies and therefore designing an appropriate method for selecting the endorser is imperative and can reduce financial loss for companies. Many scholars have recently drawn attention to research in this marketing strategy especially in the hospitality industries.
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