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Abstract

Advertising is the usual means in integrated marketing, can let consumers understand
the information of products. A product is unavoidable to rely on "the spokesman” for
communicating. Therefore, which kind of spokesmen can promote consumers advertising
believability, and which kind can increase purchase intentions? This is an interesting issue,
however, still has no clearly answer. This study adopted the experimental design. We picked
“can-tea’ up as the experiment sample, the spokesman’s types of (typical consumer/ the
expert) as the independent variable. For pretest, we selected the “typical” and “expert”
spokesmen. Total 218 of questionnaires were valid (87.2%). With the matrix of the coefficient
correlation, ANOVA, we found that: Expert, relative to typical consumer, had higher
advertising believability. However, typica consumer, relative to expert, had a higher
relationship between advertising believability and purchase intentions.
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