“THE BRANDS, RANGING FROM HEELS TO CELLULITE REDUCTION
CREAM, MAY HAVE BEEN FINANCIALLY SUCCESSFUL, BUT IN THE LONG
RUN THEY HAVE BUILT ZERO TRACTION IN TERMS OF BRAND STAYING POWER”
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By Daniel Scheffler (@danielscheffler)

Advertisers have for decades attempted to quantify and qualify
the use of celebrities in their marketing campaigns by gauging
the influence on buying behaviour
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Let’s look at some sports examples. First

Lance Armstrong was next with a doping
scandal that was propelling the man to
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will his ever-loyal brands stick with him?
So far some have. Although Nike was first

the weight then the brand’s merit
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