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ABSTRACT
The purpose of this study was the influence on sports products spokespersons to Brand-Conscious and Advertisement effects. The
subjects consisted of sports product consumers in Taipei, Taichung, and Kaochsiung. A total of 600 questionnaires were delivered ,
and 501 valid samples were returned. The data were analyzed by descriptive statistics, Pearson correlation analysis and regression(p
0 .05). The results were as follows: 1.Among valid questionnaires, the propotion of male to female participants is 52.5% to 47.5%.
Most of the participators were between 25 to 44 years old (49.9%). 2.Athletic spokespersons have more influence on the celebrity
credibility, brand-conscious and product advertisement than non-athletics spokespersons do. 3.Both of athletic spokespersons and
non-athletic spokespersons celebrity credibilities (attractiveness, trustworthiness, expertise) had significant effects on brand-conscious
and product advertisement effect(brand attitude and purchase intentions). 4.For the brand-conscious, the most important aspect for
both athletic spokespersons and non-athletic spokespersons celebrity credibility were expertises. 5.For the advertisement effect, the
most important effect for athletic spokespersons celebrity credibility is trustworthiness, while the most important effects for
non-athletic spokespersons celebrity credibility are trustworthiness and expertise.
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