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Celebrities and Product Promotion
The use of celebrities and stars to promote a product is another strategy of building your brand awareness and credibility. Such an association with popular names boosts sales especially when customers get to believe that the person endorsing the products uses it. However, the truth is that the celebrity may not be using the product as they claim. This makes the strategy have risks since it has the potential of harming than good to the product involved and the company at large (Choi  & Rifon, 2012). Therefore, this paper seeks to explore the various questions that we ought to ask ourselves way before we get into the endorsement deal with an individual.

Should Celebrities Use the Product Regularly Before they are Allowed to Claim Endorsement?
Yes, they should. Celebrities should have regularly used the product before they can be allowed to endorse it. This is important to avoid scenarios where the person endorsing the product is acting under deception and thus promoting deceptive advertising. The use of the product before endorsement allows the celebrity to know the limits as they promote the product in question, failure to which leads to overrating of the products which would wrongly lure people into purchasing what does not fit suit their needs. Furthermore, endorsement goes further than just making people purchase the product but is also an evidence that the quality of the product is good and acceptable to the general public. Failure to test the product can, therefore, put the celebrity's image at stake and affect their popularity which therefore makes it necessary that they use the product. Furthermore, the law should hold them responsible for any deceptive advertising thus causing them to use the product to protect the state citizens and also their images (Dzisah & Ocloo, 2013).
Assigned to Sell a Product “Sweet Treats” with the Slogan, “So Sweet, but with a thought that the Product Tests Sour
If I am assigned such a task when I clearly know the product doesn't taste sweet, the best I can do is to turn down the offer. This is deceptive advertising which would have a negative implication on my name and reputation. The cost of a tarnished name would be higher for me compared to what I would gain by getting into such a deceptive way of promoting the product. Unless the company in question allows me to tweet what I feel about the product, then the best response would be to turn down the offer. This is also because social media has many individuals and some may have used the product and therefore my deceptive statements would be used especially by those who are against me to fight me back with the aim of putting down my integrity altogether.

Line Between Harmlessly Implying that Someone is Promoting a Product, and Someone Dishonestly Claiming that they Genuinely Believe the Product
The line between someone harmlessly implying that someone is promoting a product and someone dishonestly claiming that the product is genuine is in the exact specifications and the quality of the product. In both cases, the line that makes us identify whether there is genuineness in what is being claimed is in the exact product quality. The product always draws the line. Therefore, it does not matter whether dishonesty or harmless implication of product promotion is in question, at the end of it the product tells it all (Dzisah & Ocloo, 2013).
In conclusion, there is a need to take a lot of care when promoting products through celebrities. They should be allowed to use the product before endorsing it which removes the issue of deceptive advertising and dishonesty. This is key to both the company in question and the integrity of the celebrity in the long run. Therefore, people should exercise honesty and genuineness to ensure everything they uphold about the product reveals the exact quality in the product.
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