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Abstract
The purpose of tourism is not only pursuing hedonism but also improving health. With
rapid growth of wellness tourism, combining recreational tourism and medical wellness gets
more and more prevalent. Tourism industry is a keen competition. Because wellness tourism
is a compounded industry, it’s much more complicated than the conventional simple tourism.

Product of tourism are intangible, therefore promotion of market is considerable
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importantAdvertisement has been preferred as a pivotal communication strategy. For
advertiser, advertisement is the best channel to provide messages and it’s also an important
factor to affect consumer’s purchasing decision. Spokesmen can facilitate enhencement on
acquainting advertiser for consumer and catch consumer’s eyes. It also helps developing
brand equity and reinforcement competition position of brand. In related advertisement
persuasion model, elaborate likelihood model (ELM) is familiar. For this reason, this study
based on ELM to design graphic advertisements for analyzing advertisement persuasion. This
study also discussed how diffierent advertising theme and endorser affect consumer
willingness.

The proposed methed is using experimental method to analysis with females as
respondents. In this study, independent variables are advertising theme and advertising
endorser while dependent variable is willingness of wellness tourism for customer.
Respondents are randomized distribute to six advertisements in this experiment, each
advertisement is distributed at least 30 respondents. The purpose is to measure defferent
advertisement effects by different motivations in experiment. The results show that the
advertising theme and endorser have a significantly positive effect on the purchase intention
of wellness tourism. Compared with the typical consumer, the expert endorser can elicit more
purchase intention in wellness tourism. In pratical application, results of this research can
provide information to wellness tourism and marketing personnel. The proposed method can
provide effect and interaction of advertising theme and endorser in wellness tourism’s graphic
advertisements to find an effective combination of advertisement. By analyzing results, we

can conform to demand of target market to achieve promotion effect.
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