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Abstract

The objective of this research is to explain some of the concepts and concepts of
celebrity marketing and its role in customer relationship. The marketing of
celebrities is one of the most modern marketing concepts which have registered a
clear and increasing interest in recent years, making some marketers rely on them
to dispose of their products or attract customers to their organizations. for adding
a competitive advantage can distinguish them from others through which to
obtain a suitable market share in the markets.

There are many celebrity marketing activities depending on the nature of work
and the requirements of the public. Some companies use celebrities to promote
products and others use celebrities to earn a symbolic value for the company.
Others, especially in politics, use celebrities to gain public support. Self-image in
order to gain wider fame and gain more popularity from the public. So celebrity
marketing strategy is based on a number of variables (social communication
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channels, celebrity personal skills, celebrity public support, self-marketing for
celebrities) Based customer relationship management on a range of elements,
which were represented in this research b (customer knowledge, interactive
customer, customer value, customer satisfaction).

Our study included a sample of marketers sports products and who numbered 43
of the workers in the shops selling sports equipment in the province of Najaf.
The results showed that celebrity marketing has an influential role in increasing
the sales of products associated with these celebrities, which highlights the
importance of marketing celebrities as an influential marketing strategy and their
impact on customer relationship management processes in organizations.
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Model Summary

Adjusted R | Std. Error of
Model R R Square Square the Estimate

1 .680° 463 450 .35398
a. Predictors: (Constant), x
ANOVA?
Model SSum of df Mean Square F Sig.
quares

Regression 4.425 1 4.425 35.311 | .000°

1 Residual 5.137 41 125

Total 9.562 42

a. Dependent Variable: y
b. Predictors: (Constant), x
Coefficients®

| &laa

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) .081 674 120 .905
X .990 167 .680 5.942 .000

a. Dependent Variable: y
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