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ABSTRACT

The major purpose of this study is to analyze the credibility of athlete spokespersons in their product endorsement, and its

advertisement effect. It is also to identify if there are any variances in credibility of spokespersons and advertisement effect from

different genders. By using student group consumers in Taiwan area (covering Taipei, Taichung and Kaohsiung) as the study object,

110 effective responses of the questionnaire survey were received and following the statistic analysis, the results are as below： (1) As

analyzed according to the different sources for credibility of a spokesperson and advertisement effect, it was found that except for the

professionalism of a spokesperson which did not show measurable advertisement effect, the relevant coefficients of other dimensions

of a spokesperson’s credibility all indicated measurable relevance (p
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