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ABSTRACT

As the open of the market in Taiwan, many countries’ beer brands enter Taiwan one by one. This makes many manufacturers use

all kinds of marketing strategy to advertise their products. In this way, advertisement wars will start. This makes people want to know

how manufacturers to select their spokesperson and then how to create good advertisement effect. Finally, consumer purchase

decisions will be influenced successfully. This study takes Taiwan Beer and Long Chuan Beer as an Example

The adults above eighteen years old Taichung in area were used as survey sample in this study. The pre-survey was distributed one

hundred questionnaires, which resulted with 85 valid samples, and 85% of response rate was generated. After some corrections,

formal questionnaire survey regarding to this study was administered to a sample of 400 participants, which resulted with 376 valid

samples, and 94% of response rate was generated. The data in the study was statistically analyzed by SPSS. Valuable finding from

the survey results are as following:

1. The spokesperson’s credibility has a positive effect on increasing consumer purchase decisions.

2. The spokesperson’s credibility has a positive effect on increasing advertisement effect.

3. The advertisement effect has a positive effect on increasing consumer purchase decisions..

4. The advertisement effect has a intermediary effect on spokesperson’s credibility and consumer purchase decisions.
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