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Abstract: This study uses gender as a match-up factor and applies factorial experimental design to
examine the match-up of spokesperson and product types and the resultant ad effectiveness based on
Match-up Hypothesis, and finds that product types have significant impact on ad effectiveness, while
spokesperson types don’t.  The utilitarian product type causes better ad effectiveness than the hedonic
one. The interactive effect of spokesperson and product types is also one of the main findings. In
terms of ad effectiveness, an ad for the utilitarian product that uses an athlete and politician as its

spokespersons is better than an ad for the hedonic product. Also, it is the most effective for the hedonic
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product to choose an actor as its endorser and for the utilitarian product to use a politician as a
spokesperson, but there is not significant different ad effectiveness between a hedonic and a utilitarian

product when an actor and an entrepreneur are used as an endorser.
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RO AT - LRI SRR R AV - I EE 3R e R E A > FERtE A
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B [R91; Liebert et al., 1986)» & Ll A Ay A B 20 MERY A 8 5 B G S Bl 3£ 57 HilEAHolland (1973)
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SRR A U REELEP(5 - Mandler (1982) 3R 4B EREZ ISR NS - 3R pa
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FC (a5 Bt v DIE IR A4 A BT 7 B _E 2§35 - Parekh and Kanekar (1994) #aHl 14h&
e 5 | 7 B s AR 7 et A AR « BF9E8 90 Al AR 5 | RS e BN LR 5 | gAY 547
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Ry 1203 > HRAEEERF 100% -
(Z) AR
(1) EESLATHIEER
FEREMEST - BB % Ry 172 2
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(—) EECERE
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(D) EERERE
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DL TR EEGERIES r@iﬁ?%ﬁﬁﬂf;‘ifﬁbﬁ%J - NERIESGTREEYEE ,

"BiRFERIESNER TN, - TREFEAESREAR B T RESERESRERS A
AR FNERE .ﬁéx/ﬁ%ﬁmﬁfi&ﬁﬁﬁimﬂz”
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4. REHER

41 B3 AR A SHURR 2% LB
411 % 2R 4 5%%

RIS S 4L B SR TS 1 S0 2 PO - BT + BUBDAS )
BEMETESL » FURARCRALE  HUORII AR EIEIES: - BEARREER TN
5 IS BRI E SRS, « R R OER S IRIER « B 8RR
LS « FEARBOSTRR SIS - TR AR S BB LRSI - B DR
P EHBUE R B I SRR TN VPt B T8 X 2 O AR

= @

R 1 BHEREBR PR

JBVE MR A IhREMEEE FR R E N
RIER 2.991(6) 3.090(5) 3.040
HENE 2.616(8) 3.239(2) 2.927
BUAH 2.916(7) 3.320(1) 3.118
FEE 3.168(3) 3.116(4) 3.142
TR - A 2.922 3.191

it TR R
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x 37/ —— FUAR
%2_5 i —o— FEE
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B2 5 NSRS E SR R SR /R A

412 A3 AR ALFAURRE 2252 S R L L &4 1 (MANOVA)

AT RAAE NIHEL L SR B U T 2 BB T - HAS SRR 2 iy
T o fRIBER 2 RE AR B S R 1R (Wilks’ lambda=0.957, F=1.180, p=0.305) »
I an A e 15 R A A BEE 2% (Wilks” lambda=0.934, F=5.596, p=0.001) - HAR#EHE 1 -
IHREMEEE SRS A Ry 3.191 » T ENE MEEE SR S5 Fy 2.922 » HUThAEMEEE AR S5 0R
BEE R RVE M B 500 - IREISZRE HL o Ak - 3% 2 WRTRAE NS E A
R B RENT EAER (Wilks’ lambda=0.894, F=3.018, p=0.002) » 7RE[I7 5 H2 -
413 #3 AFARESFARAR $ %223 12

FH S N B SR R S R A B R AR AW TR — D (T B A 2%
5 (simple main effect) fE - HAERAFE 3 s - fHEE 3 EBEANNVE WEAIABEE SR
Bk 1 0iE 2 > EE) B S TIREME iV EE 5280 Fy 3.239 BEE KN HAE BB M2 S
ERR 2.616 - BUBRANHIEMSEIVERIE AR - BREBR 1 BE 2 BUaRRSUREEED
RS2 By 3.320 BEE AN HA S BUE M L EE AR 2.916 - MHAREHIN S AR R
HART fofeE By R 22 B > USRS SR 005 H5 B H6 » 1 H3 B HA SRIET R -

R2 SEEBRERBIOTHIGER

Wilks’ lambda (A) F p
(AN=P =iA 0.957 1.180 0.305
JEE 0.934 5.596 0.001**
HE NI 0.894 3.018 0.002**

5 TR p<0l
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*®3 EANERHEEMENNEQEERFME —FERR

SRR DF SS MS F p-value
4HN 243 67.59 28
1 E TN A A 1 14 14 52 472
A Ef) 5 Y EE R 1 5.96 5.96 21.44 .000™"
BUAZ N EE SR 1 2.53 2.53 9.08 013"
FHE N E S 1 .07 .07 26 611

#E: TFORp< .08, TR p<.0l

4.2 %3 BRI i T

DI T2 e HIUMETER A E  (Test of Between-subjects Effects) » 4554017 4 Fiow »
= 4 BURE SRRV E SRR (F(1, 240) =7.665 » P {E=0.006) - mEEEE (F(1, 240) =13.428 » P
{g=0.000) KEEEERA (F(1, 240) =13.734 » P {§=0.000) B EZEAIREE - HINREM A LAY E S
REJEE ~ an PR B B RRR 7 1) Ry 3.139, 3.366 f 3.076» B RN RVE MEAE MmN E SRR (2.919)
nnfERRESE (3.111) BUREERE (2.715) - SbIFTaS RSl HL » IAh » (U AJSUY B e A S g
5REE(F(3, 240) =3.853 > P {£=0.010) ~ fHHERERE (F(3, 240) =5.563> P {§=0.001) K= =R (F(3,
240) =4.004 - P {£=0007) JREHBIEHTCEIE - DU FHIMSHEIEAC B IER » (TP
537 -

R4 ZHEEBERIEE

AR HREE SS H MS F{E P{E

AN=P N = tid RELAERE 1.188 3 .396 1.065 .365
Lo a,%r; 1.170 3 .390 1.307 273
fEEER 4,965 3 1.655 2.771 .042
B LAY REARERE 2.851 1 2.851 7.665 .006*
L EREE 4.007 1 4.007 13.428 .000*
B e = 8.201 1 8.201 13.734 .000*
RENERIxE EEEE 4.300 3 1.433 3.853 .010*
TeE Rl rmhRRE 4.980 3 1.660 5.563 .001*
Eﬁ“ﬂﬁ 7.334 3 2.445 4.094 .007*
Erye B REE 89.274 240 372
mﬂﬁ,%g: 71.616 240 .298
i = 143.307 240 597
HEF FEEREE 97.616 247
RS 81.813 247
S = 163.503 247

=¥ "% p<Bonferroni ¢ =.05/3= .017
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432 ¢ART AT IRASFUAAR L BRAVR

HF S N B 2 S SR R AR A R S AR A AW SeiE— 20 1T BRAT £ Y
S (simple main effect) fziE » HLAERANTR 6 Ak - RIBFR 6 (EiES A NV E I RE 2R
HARIR 7 BifE 4 EE) S S DIRE MR MnH Y SRR Ry 3.250 i AN RS N E M mHE
HREE 2.606 - M HEERERAVAE ARIAGREAS M E s S g AR BT FuaE R E S
H5 - HERAY H3 ~ HA Bl H6 B RIE(S S5 -

44 S AFANAASFURSHERL T (72
441 & EPEMRIER
RIEE 4 (5 N E A S RS A WIS A EA » AT 24 &40 2 mhias
RN 7 Bl 4 For o B S > AIDIBUER RS IRt My - HinRS i fE
IR P B E TR ED - FERAREEASERERED - B AREFS I
in ~ BABREEZASUREREDL - EAEEMEZASTREREMD - FLRABUGZEA
SEEMEL  MEFHERSEEMELRIGRE - I IRt EmHBUER A SHmPEEE
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U
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*6 EANBREEMENNEQEERFRE -HERE

SRR DF SS MS F p-value
4HAN 240 89.27 37
1 E T Y A 1 25 25 .68 412
A Ef) 5 Y EE AR 1 6.78 6.78 18.23 .000%*
BUAZR Y EE s A 1 A1 A1 31 579
FEHE N EE A 1 .01 .01 .02 879

5 TR p<0l

R 7 BHARRRRE ISR

DIREMEE BV E MEZE i TR R s N
BFEXR 3.262(5) 3.213(6) 3.237
HENE 3.400(2) 2.853(8) 3.159
BUGZ 3.510(1) 2.987(7) 3.253
FKHEE 3.267(4) 3.364(3) 3.320
TR e 3.366 3.111
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HF S N 22 S SR L R S A BEE S AR AT ST — 20 1T B AT £ 35
S (simple main effect) fiie » HATRAIFR 8 Ak - fRI5FR 8 » (£1HE) RMEUAR NI EM A
REER > HMRER T BiE 4 HE RS IR ME A iR REE By 3.259 BIE AN HASRE
PR i hRRERE 2,606 5 BUAZ S DIREMEAE MY mARRERE &y 3.510 BIF RN HA S RUE ME
e SRR 2.987 o [ HERERIEI S A SRS MR S A R - TR
£ H5 81 H6 > [T H3 8 HA JIIRIESFs -

45 RF A gAR A B AEMAE AL (v
451 & w4y LB
MRIESE 4 (U AJEAY S L ST SRS B R R B RS AR AHZe 25 S 4H 2 T E

FESPH SRR 9 Bl 5 Ao - BASM S RILIBUER S IRt E s - RS B RE -
HExXRFeEaESRENEL - B2 REFENS IR ER - B HREERS RN

*®8 N ANERHEEMENNEQEERFE — miFRE

SRR DF SS MS F p-value
4N 240 71.62 30
1B E T Y A 1 .03 .03 12 734
A E]) 5 Y EE AR 1 4.63 4.63 15.50 .000%*
BUAZR Y EE s A 1 4.18 4.18 14.01 .000%*
FEHEE NI EE A 1 20 20 .65 419

5 TR p<0l



628 EHBLZL
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® 10 REANEREEMERNEQIENF BT - EEEHE

SRR DF SS MS F p-value

4HN 240 143.31 .60
1 E T Y A 1 19 19 33 569
A Ef) 5 Y EE R 1 6.57 6.57 11.00 .001%*
BUAZR Y EE s 1 8.38 8.38 14.04 .000%*
FHE NI EE A 1 10 .10 17 684

5 TR p<0l
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