(Experiment Research Design) ~ 4x2 Factorial

Design (Independent Variables) 2
(Spokesperson Types) (Service Types)
4
(Celebrity), (Typical Consumer),
(Employee), (Spokes-character)
2 1
(Hedonic)
(Utiltarian)
(Laboratory Research)
272 255 1
8 30
41
4.1 4 x2 Factorial Design
( Tl T2 T3 T4
)
T5 T6 T/ T8
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2 (4x2)
(Treatment) 8

T1

T5
T6
T7

T8

«

1
(Manipulation Check)



, 8
(Main Effects)
!
4 (Interaction Effects)
!
5
6 (Correlation)
1
255
a€ 3.7
164 ( 64.3
) 41
4.1
0 §
o 3.7
164 64.3
255 1000
255 8
(Treatment) Tl
3 15 v, 1n '

3 6 5

T3

14



33

T4
2 T5
23 76
2 T7
16
16
4.2:
Tl
( 3
)
T5
( ) 31
1 675
325
4.3:
25-35
36 - 45

3l

78

43

33

12
31

16
33

172
83
295

3l

42)

33

T3
33

7
31

25-35
36-45
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15

T4
31

T8
33

83

675
325
100.0



(Manipulation Check)

5-pointed Scale

n
One-sample f-test

(2.60) 3.00

(t[126] =-4.79, pc.05)

(3.51)
3.00 (t (1271 = 6.29, p<05)
(Treatment)
4.4
|
' I
M SD t df
2.60 0.94 -4.79 126
3.51 0.91 6.29 127
5-pointed Scale 1=
’ 2= ’ 3= A=
, 9%
Test Value = 3

1) (Credibility)

.00

.00

156
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2 (Trustworthiness) /
(Expertise) ) (Attractiveness)
3 9
)
Semantic Differential Scale
5 1
( )2
3
, ( )
(Reliability)
Cronbrach's Alpha
911
8,
93, 8,
94
8
2
A — , .
, ) B
(
)
(Treatment) 8
(4x2) 45
(Source Credibility), (Source
Attractiveness), (Attitude toward the Ad), (Attituoe

toward the Brand), (Purchase Intention)



3.20

2.89

3.95,

(Treatment)

3.9,

2.06,

3.18,

351
3.00

3911

3.05,

3.39,

3.08,

3.26

200,

2.94

158



)
405,
318,
b
)
289, 350, 286, 303,
1
)
363,
291
B
)

357,

" 263,234,300, 312,

2.90,

3.89
282

2.92

3411

2.96,

159

2.90

321,

1

415

3.10,

3.32



45

(Advertising Perception)

(Source Credibility)

(Source Attractiveness)

(Attitude toward the

(Attitude toward the
Brand)

(Purchase Intention)

Treatment 1

M

3.08

3.91

3.29

3.26

3.20

SD

0.67

0.88

0.93

0.61

0.78

5-pointed Scale

1

Treatment 2

M

2.50

3.05

2.06

2.94

2.89

SD

0.64

0.89

0.59

0.53

0.97

Treatment 3

M

3.18

3.55

3.39

3.51

3.00

SD
0.66

0.73

102

0.81

0.85

Treatment 4
M SD
2.63 0.79
2.34 0.89
300 122
3.12 0.90
2.90 1.08

Treatment 5

M

2.90

4.05

3.18

3.89

2.82

SD

0.63

0.56

102

0.69

0.97

Treatment 6

M

2.89

3.50

2.66

3.03

2.92

SD

0.59

0.99

0.99

0.65

0.99

Treatment 7

M

3.27

3.41

3.63

4.15

2.97

SD

0.71

0.74

0.79

0.42

0.91

treatment 8

M

3.10

2.96

3.57

3.32

3.12

SD

0.69

0.89

0.99

0.77

0.91
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" (Main Effects) 2 )
)

( , ,

(Source Credibility), (Source Attractiveness),
(Attitude toward the Ad), (Attitude toward the
Brand), (Purchase Intention)
One-way Analysis of Variance (ANOVA) Post-hoc
LSD

ANOVA
[F[3, 251] =
6.43, pc.05) Post-hoc

(299)
(2.70) 2)

(322)
2.10) 3

(32)



(287) (

46)
4.6:
M SD F df D Post-hoc Test
(1) 299 065 643 3251 (00 12 323>
) 270 0.64
@ 32 068
@ 287 078
5-pointed Scale 1= 5=
(Source Attractiveness)
(F[3, 251} = 26.29, pc.05) Post-hoc
1)
(398)
(3:28),
(3.48), (2.66)
2)
(3.28)
(2.66) J)
(348)
(266) (

47)
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4.7:
M SD F ¢ i P Post-hoc Test
(1) 398 074 2629 3,251 00  1>2, 153, 1>4,
2) 328 0.96 254, 354
(3) 348 074
(4 266 094
48
ANOVA
(F [3, 251] = 1340, pc.05)
Post-hoc
1)
(324)
(247)
2)
(350)
(247) ¢)
(329)

(247)
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4.8:
M SD F df p Post-hoc Test
(1) 324 097 1340 3251 00 152,352,452
2) 247 001
3) 351 092
4 329 114
49
ANOVA
(F[3, 251] = 1684, p<-05) Post-hoc
]
1 1 ! [ |
(357)
(299)
(322) )
(382)
(299)

(32)



4.9:

410)

4.10:

D

165

F ' p Post-hoc Test

0.72 1684 3251 00 1>2 1>4,3>2,

0.60
0.72
0.83

D

0.89
0.98
0.87
0.99

3>4

F 0 p Post-hoc Test

020 3251 .90



toward the Ad),
(Purchase Intention)
samples f-test

411

(f253] = -2.09, p<05)

411

(Source Credibility),

(Source Attractiveness),
(Attitude toward the Brand),

( )
) 1 1 1
(3.04)
M
2.85
3.04
5-pointed Scale 1=

SD t
0.74 -2.09

0.67
—T12—-1J J,;

(Attitude

166

Independent-

df
253

1«"-5“:' —_

P
04

y T



[253] = -2.06, pc.05) |

4.12:

M
3.22
3.47
5-pointed Scale 1=

413

(f[253] = -2.75, pc.05)

4.13:

M
2.95

3.31
5-pointed Scale 1=

(3.47)

4.12)

SD
1.03
0.89

(3.31)

SD
1.09

0.99

-2.06

(2.95)

-2.75

(3.22)

df
253

df
253

.04

167



4.14

(f[253] =-3.89, p< 05)
4.14:

3.21
3.59

5-pointed Scale 1=

4.15)

4.15:

M
3.00
2.96

5-pointed Scale 1=
5=

)
(3.59)
SD t
0.75 -3.89
0.78
SD t
0.92 0.34
0.94
« TTZ »q,

(3.21)

253

df
253

168

.00

T4



!
toward the Ad),
(Purchase Intention)
Variance

4.16:

Source

Error

Total

169

(Interaction Effects)
!
! (Source Credibility),
(Source Attractiveness), (Attitude
(Attitude toward the Brand),
Two-way Analysis of

2 ,
!
(F[3, 2471 = 3.10, pc.05) ( 4.16)
Sum of df Mean F D
Squares Square
9.50 3 3.17 6.92 .00
2.39 1 2.39 5.24 .02
4.26 3 1.42 3.10 .03
112.99 247 0.46
2343.00 255



4.2:

4.2

170

Estimated Marginal Means

34 -
33
3.2
348

29 -
28
2.7
26 -
25 A

Estimated Marginal Means of Source Credibility

2.63

—@— Hup sl
UFTHINAR

- 4 - suang

24

Uszinnaasissn




Attractiveness)
2.69, pc.05) ( 4.17)
4.17:
Source Sum of
Squares
57.96
4.54
X 5.59
Error 171.37
Total 3094.60

4.3

df

247
255

(Source
(F[3, 247] =

Mean F
Square
19.32 27.85
4.54 6.54
1.87 2.69
0.69
3)

.00
01
.04



4.3:

172

Estimated Marginal Means

42

3.8 -

3.6
34

3:2 -

28 -

26
24

Estimated Marginal Means of Source Atrractiveness

4.05

o
—@— Hua il

LTIINAR]

- 4 - sunens

dszinnaaddasn

(Attitude toward the Ad)
(F [3, 247] = 2.65, pc.05) ( 4.18)



4.18; )

Source Sum of
Squares

40.21
8.85
X 7.36

Error 228.52
Total 2779.22

4.4

df  Mean F
Square
3 13.40 14.49
1 8.85 9.57
3 2.46 2.65
247 0.93
255
1
3)

.00
.00
04

173



174

4.4:

Estimated Marginal Means of Attitude toward the Ad

X 3.63
3.7 . .3.57
3.5 3.29 e
§ 3.00
=
é —&— Fuamwnsn
g mmﬁn'mﬁq:
3 ---
‘(-6 fUIAT
E =
i
2
(Attitude toward the Brand) (F [3, 247] = 2.69, p<.05) (

419)



4.19:
Source
X
Error
Total
45
1) 1
1
2)
3)

of
Square

21.12
9.78
3.83

117.30
3105.00

df

247
255

Mean
Square

9.04
9.78
1.28

0.48

F

19.03
20.59
2.69

175



4.5:

176

Estimated Marginal Means of Attitude toward the Brand
42 - W45 :
o | ¢ —0— Xwua sl
C 4 | -
o LSTENTART]
= a5g
fe - 4 - sunans i
S 36 -
=
B g - 3.32
©
£
o 92
w
3 - 3.12
28 1
S < Ny S
RS é‘x} @:@ é‘“f\: '
20 & & Q
N S N PN
Q Q N &
Qg‘ '{ﬁg I o0
> & ,@e‘
Uszinnuasissn
2
(Interaction Effect) (Purchase
Intention) (F[:3, 247] = 1.14, p>.05) ( 4.20)



i

4.20:
Source Sum of df Mean F D
Squares Square
0.49 3 0.16 0.19 91
0.09 1 0.09 0.11 14
X 2.99 3 0.99 1.14 34
Error 216.31 247 0.88
Total 2485.00 255
3
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25-35
25 45

25 - 35 36 -45 )

36-45 )

25 - 35 36 - 45
25-35

(Correlation)

25- 35 36 - 45



5.1

Independent-samples f-test

Credibility),
(Attitude toward the Ad),
(Purchase Intention)

421

179

(Source
(Source Attractiveness),
(Attitude toward the Brand),

(3.00)
2.92)
(f253] = 0.91, p>.05)
401 ! !
M SD t df -
3.00 0.69 0.91 253 .30
2.92 0.72
5-pointed Scale 1= TTL . I =g = 1"
(3.37)
(3.33) |

[253] = 0.3, p>.05)



4.22:
M
3.37
3.33
; 5-pointed Scale 1=
4.23
(3.11)
(3.14)
4.23:

M

3.11
3.14
5-pointed Scale 1=

4.24

(345)

(337)
(1[253] = 0.76, p>.05)

SD t df

096  0.33 253
0.98

(1 [259] = 021, p>.05)

SD t df

105 021 253
1.06

180

14
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4.24:
M SD t df P
3.45 0.75  0.76 253 A5
3.37 0.81
5-pointed Scale 1=
5=
(1[253] = 0.3, p>.05) | 4.25)
4.25:
M SD t df P
297 094  -0.03 253 98
2.98 0.93
5-pointed Scale 1= «
5=
5.2
2 25-35 36-45
25-3%
36-45

(Source Attractiveness),
(Attitude toward the Brand),

toward the Ad),
(Purchase Intention)
sample t-test

(Source Credibility),
(Attitude

Independent-



4.26

25-35  (2.92)
36 - 45
(f[253] = -0.79, p>.05)

4.26:
M
25 - 35 2.92
36 - 45 2.99
5-pointed Scale ~ 1-
5-35 (330
36-45
(t[253] = 052, p>.05) (
4.27.
M
25 - 35 3.37
36 - 45 3.30

5-pointed Scale 1=

(2.9

SD

0.74
0.66

4.27)

SD
0.91

9)

-0.79

(3:3)

0.52

df
253

df
253

43

.60

182
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4,28
2
25-35 (3.16) 36-45
(3.09)  [253] = 0.79, p>.05)
4.28;
M t df P
25 - 35 3.16 1.07 0.79 253 43
36 - 45 3.05 1.04
5-pointed Scale 1= 5=
2
( 4.29) 25
% (342)
36-45 (3:36)
[253] = 0,60, p>.05)
4.29:
M t df P
25 - 35 3.42 0.78 0.60 253 55
36 - 45 3.36 0.81

5-pointed Scale 1=



430)

4.30:

25 -35

36 - 45

M

2.98
2.99

5-pointed Scale 1=
5=

5

184

(F[259] =-0.09, p>.05) (

SD t df P
0.92 -0.09 253 .93
0.96

(Pearson's Product Moment Correlation Coefficient)

33

A3



( 431)
431:

38

4.32

33

33

0

A3

45

A5

.30

00

00

00

00
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4.32:

r P
38 00
33 00
Kl 00
)
» |
55 )
»H 43
433
433
[ P
) 00

A3 00



A3

4,34

4.34

»

A3

00
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