(Factorial Design)

(Corporate Credibility)

(Experimental Research Design)

2
(Endorser Credibility)
2

3 (Main Effects)

4 (Interaction Effects)

« 1

Credibility)
(Laboratory Experiment)
Variables) 2

2X2
1

(Endorser

(Independent



41

A2

A3

Ad

41

130
40.0

32
13

Al

A2

2* 2 Factorial Design

A3

A4

2

(Experiment Instrument)

32
Al

32
A2

32
A3

34
A4

130

15
19

1
12
1
52
8 60.0
Al
VA A2 32

A3 32



19

41

31-40 36
15.4 (

4.2

21-30
31-40
41-50

21-30
41-50 [
31-40 !
, 21-30
41-50 3
31-40

23

42)

130
15
A2

2
Ad
il

124

A4 34 15
1
52 40.0
78 60.0
130 100.0
1
21-30 74 56.9,
21.7 41-50 20
1
74 56.9
36 21.7
20 154
130 100.0
Al 1 I
31-40 10
21-30 20
41-50 5, A
31-40 8
21-30 18
41-50 5
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(Manipulation Check)

(Preparation stage) Independent Samples
[-test
(/[128] = 4.011P < .05)
5 , (3.28)
(2.80) ( 4.3)
4.3
M SD t of p
3.28 0.71 4.15 128 00
2.80 0.67
5-pomted Scale 1= ; 5=
4.4 Independent Samples
f-test ,
(/[126] = 1.90, P = .05) (3.07)
(2.87)
44

M D t of p

3.07 0.52 1.90 126 .05
2.87 0.68

5-pointed Scale 1= 5=



(Attitude toward the Ad) 3
Brand) 3

5-pointed Scale
5
88
4.5
(Treatment)
Al
2(A2)
A2
3 (A3)
A3
4 (Ad)
A4

(Attitude toward the
(Purchase Intention) 3

(Reliability Coefficient)

1 (A1)

290, 2.97

3.01,2.96

83,

90

3.25,3.22

2.86

281

2.98, 2.89

3.16

2.69

126



(Advertising Effectiveness)

(Attitude toward the Ad)

(Attitude toward the Brand)

f

(Purchase Intention)

4.6

5-pointed Scale

070 290 067 301 054 298

070 297 100 296 083 289
090 286 121 281 112 269
1= 5=
(Main Effects) 2
2)
1
1

(tr12e] = 068, » >0

127

A
SD
0.65

0.79

112



4.6
M
3.07
2.99
5-pointed Scale 1=
1
47)
4.7
M
3.10
2.92

5-poimed Scale 1=

4.8

(f[127] = 117, P >.05)

128

(1127] = 1.17,» >.05) (



48
M
3.01
2.75
5-pointed Scale 1=
)
1
(1 [128] = 169, » 2.05) (
49

M

3.13
2.94

5-pointed Scale 1=

0.63
0.65

49)

93



410
(1127] = 117, >.05)
410
M D t
3.09 0.77 1.09
2.93 0.89
« : 5-poi ted Scale 1=
1
(tr128) = 1.69,P > 05)
411
M D t
2.98 0.96 1.13
2.177 1.16

5-pointed Scale 1=

4.11)

130

28

.26



Variance

Error

Total

4.12

412

Source

Sum of
Square
0.20

1.20
0.85

51.97
1250.33

(Interaction Effects)

Two-way Analysis of

(=11, 130 = 207, » > .05)

df Mean F P

Square
1 0.20 0.47 49

1 1.20 291 91
1 0.85 2.07 15

126 041
130

413



Error

Total

Error

Total

413

414

Source

4.14

Source

(F[L, 129] = 040, » >.05)

Sum of
Square
091

081
0.28

89.87
1256.00

. 1302 020, » >05)

Sum of
Square
2.21

1.42
0.22

143.72
1223.56

cf

1

125
129

of

126
130

Mean
Square
0.91

081
0.28

0.70

Mean
Square
2.21

1.42
0.22

1.14

131
1.16
0.40

1.94
1.24
0.20

12

.26
28
53

17
27
.66



2
Credibility)
(Independent Variables) 2
4.2 2
Bl
B2
2
(Experiment Instrument)
Bl Rl
B2 33

(Corporate

4.2

2* 2 Factorial Design

B3

Bl

B2



B3
B4
2
1
4.15
ol 39.2
60.8
Bl 33
14
13 19
2
415

33

34

130

130
12
18
B4

ol
&
130

B3
33

21-30

&

il

32

2(

B3

B4

B2

39.2

60.8
100.0

80

12

4.16)

134

32



61.5 ' 31-40 3 26.2
41-50 20 123
4.16 2 2
&4
21-30 80 615
31-40 A 26.2
41-50 16 123
130 100.0
130 AL '
21-30 17 31-40 12
41-50 4 A2 21-30 19
3140 7 41-50 6 , A3
21-30 20 31-40 10
41-50 2 A4 21-30
24 3140 5 41-50 4
2
(Independent Variables) (Dependent Variables)
(Internal Validity)
2 \|

(Participants) 2
Chi-square Test



136

( 4.17)
417 2
1 2
52 5l 103
78 & 157
130 130 260
1 =0.16,P=.90
( 4.18)
2
F 1357 >.05)
4.18 2
1 2
21-30 74 80 154
31-40 36 34 10
41-50 20 16 36
130 130 260
'y E135P=.85
(Manipulation Check)
(Preparation stage)
Independent

Samples f-test



(F[128] = 2.71, » <.05)

3.10
2.87

137

287) ( 4.19)

Independent Samples f-test

(3.10)
419
5-pointed Scale 1=
=4.40,P < 05)
(2.94)
4.20
M
3.33
2.94
5-pointed Scale 1=
2

4,20
(F[127]
(333)

D t of P

0.47 4.40 127 .00

0.53
— 13—



1
5-pointed Semantic Differential Scale 1
5
(Reliability Coefficient)
83,88 .90
2 (Treatment)
421 1(B1)
Bl
355,358 337
2 (B2
B2
314,307 294
3(B3)
B3
3.02,
321 3.25
4 (A4)
B4
305288 268
3

2 (Main Effects) 2

138



1)
)
421
2
Bl
(Advertising Effectveness) —,  ¢p
3% 073
(Attitude toward the Ad)
358 080
(Attitude toward the Brand)
' 337 088

(Purchase Intention)

5-pointed Scale 1=

4.22

(F[128] = 2.75, p < .05)
(3.35)
(3.04)

139

B2 B3 B4
M SO M SD M  SD
314 054 302 081 305 045

307 053 320 074 288 074

294 089 325 067 268 109



(3.04)
4.23)
4.22
M
3.35
3.04
5-pointed Scale 1=
423
M
3.33
3.04
5-pointed Scale 1=
4.24

140

(333)

(L[128] = 2.22, P < .05)

SD t df D

0.67 2.15 128 01
0.65

...................

SD t df P

0.73 2.22 128 03
0.75

(1]128] = 1.23,¢ > .05)
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(Partial Support)

4.24
M SD t df P
3.16 0.90 1.23 128 22
2.96 0.95
5-pointed Scale N ' 5=
2)

(t[128] = 1.66,p > .05) ( 4,25)

4.25

M SD t df P
3.29 081 1.66 128 10
3.10 0.50

5-pointed Scale 1= 5=



4.26
332, F<) 05)
(3.39)
(2.97)
4.26
M SD t
3.39 0.79 3.32
297 0.65
5-pointed Scale 1= (
2
(f [128] = 3.24, F? 05) ( 427)
(3.31)
(281)
4.21
M SD t
331 0.78 324
2.81 0.99

5-pointed Scale 1=

142

(F[128 =
df p
128 .00
5=
df P
128 .00



Two-way Analysis of Variance

4.28

Source

Error

Total

(Interaction Effects)

4.28

(F[L, 126] = 157, p = .05)

Sum of
Square
3.23

117
1.57

5281
1385.78

df Mean F

Square
1 3.23 1.69
1 117 2.80

1 157 314

126 0.42
130

0
10

05

143



(3.56)
( 429)
4.29
3.56
3.5
3.35
5-pomted Scale 1=
2
4.30

(F[11126] = 0.24, p > .05)

(315)

3.02
3.05
3.04

4.3

3.29
3.10
3.19

144



Estimated Marginal Means

Error

Total

29

4.3

......

FEAUG

4.30

AN daReresaAng

Source Sum of
Square
2.56

5.63
0.24

63.91
1390.89

431

(F[L, 126] =0.15, » > 05)

df

126
130

STAUAN

Mean
Square
2.56

5.63
0.24

0.70

145

g v
ATUAIASIRUAN

AMANRIIAUANGY

F

5.05
11.10
048

03
00
49

— AUAIMTIRUAGN



431

Source

Error
Total

Sum of
Square
1.20

8.28
0.15

101.04
1321.22

df

126
130

Mean
Square
1.20

8.28
0.15

0.80

1.50
10.32
0.19

146



(Correlations)
2
(Pearson Product Moment Correlations)
1
55
64 ( 4.32)
4.32
1
[
06
55
4

66

00
00
00

147



148

2
4.38
(r=59, P < .05),
(r =50, P < .05)
(r =.61, P <.05) (
4.33)
4.33
2
r P
59 .00
50 .00
61 .00
2
6 2
2

Independent Samples t-test



4.34

(Endorser Credibility)
Credibilty) 2

(t[127] =-2.32, P < 05)

(335)
(3.07)

(¢ [129] =0.38, P > 05)

4.34

3.07
3.35
2.99
3.04

5-pointed Scale 1=

Independent Samples f-test

SD

0.70
0.67
0.59
0.65

(Corporate

t df
2321
-0.38 129

149

02

a1



(1 [126] =-1.66, p > .05)

(t [129] =-0.86, P > .05)

( 4.35)
4.35
M SD t d p
3.10 0.86 -1.66 126 10
3.33 0.73
2.92 0.80 -0.86 129 39
3.04 0.75
5-pointed Scale 1= [ 5=
4.36

(0 [127] =0.85, p > 05)

([129] =-1.26,p > 05)



4.36
M D t cf
3.01 1.07 -0.85 127
3.16 0.90
2.75 1.06 -1.26 129
2.96 0.75

5-pointed Scale 1= 5=
2)

Independent Samples t-test

437

1 2
( [127] =127, 0 > 05)

2 (t [129] =156, p > 05)

151



152

437

M D t o P

1 313 063 -1.27 127 21
2 329 081
1 29 065 -156 129 12
2 310 0.50
5-pointed Scale 1= 5=
1 2
(t[127] =-2.23, P < 05)
2(339)
1(3.09)
1
2 (t [129] =-156,
P> 05) ( 4.39)
4.38
M s t o P
1 3.09 077 -223 127 .03
2 339 0.79
1 293 089  -0.34 128 12
2 297 0.65

5-pointed Scale 1= 5=



439

2(331)
1(2.98)

(t [129] =-0.17, P > 05)

439

5-pointed Scale

1=

N = Y -

M

2.98
331
2.17
2.81

153

1

( [127] =213, < 05)

D

0.96
0.78
1.16
1.00

1
t o P
213 1271 04
017 129 86
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