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ABSTRACT
This study intended to examine the impact of spokesperson image on consumer trust, perceived risk and purchase intention.
One survey instrument was used to collect data from customers who have watched Japan and Korean travel TV advertising. There
were 303 usable questionnaires among 437 retrieved. The findings are as follows: (1) the spokesperson image relates to consumer
trust and consumers’  purchasing intentions, (2) the spokesperson image nega-tively relates to perceived risk, (3) the spokesperson
image has influence on consumers’  purchasing intentions through consumer trust and perceived risk.
Finally, this study brings up some suggestions to the government and business-men. It also offers advice on marketing strategies and
the management of Taiwan’ s Tourism.
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