A Study on Chien-Min Wang's Recommendation, Advertising Effect and Customers’
Willingness of purchase.
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ABSTRACT
The brilliant performance of Chien-Ming Wang in Major League Baseball(MLB) in recent years has earned him higher and higher
exposure rate in the media, gradually making him an advertising spokesman ardently sought by many enterprises. However, do the
advertisements endorsed by Chien-Ming Wang actually bring about the desired advertising benefits to enterprises or no? This is the
focus of our study, which aims to explore the correlation between the credibility and the advertising effectiveness of advertisements
endorsed by Chien-Ming Wang, and the purchasing desire inspired. The study is carried out on ordinary consumers in Taipei and
Taichung, the two most densely populated metropolises in Taiwan, by means of a questionnaires survey in which data are collected
with random convenient sampling technique and 380 valid copies of recovered questionnaires. The study results after statistical
analysis are as follows: (1) There is a significant positive correlation between the endorsement of Chien-Ming Wang to a brand and
consumers’  attitude towards the advertisement/product. (2) There is also a significant positive correlation between the
endorsement of Chien-Ming Wang to a brand and consumers’  purchasing desire. (3) There is no significant difference among
consumers of different sex, age, marriage, status, educational background, and average monthly income with regard to their attitude
towards the advertisement/product of brands endorsed by Chien-Ming Wang; however, there are significant differences among
consumers of different professions in their attitude towards the advertisement/product of brands endorsed by Chien-Ming Wang. (4)
There are also significant differences among consumers of different professions in their desire to purchase products endorsed by
Chien-Ming Wang. In the end, the study results are analyzed and discussed, and concrete suggestions are proposed to relevant
entities and follow-up researchers.
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