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Effectiveness of Endorser Types in Real Estate Advertisements

Student : Chien-Ni Chang Adviser: Dr. Jen-Hung Huang

Institute of Master Program of Management Science
National Chiao Tung University

ABSTRACT

Advertisement is the important marketing communication tool between
consumers and companies. Endorserment advertisings are used common and
are applied to varied products. In Taiwan, there are many real estate
advertistments are communicated by endorsers. This study intends to
explore the effectiveness of endorsertypes.inreal estate adverstisements .

This study is using dummy real estate advertisment as an experimental
object, a 4x2x2 experimental design was conducted under conditions which
varied endorsers and consumers. - We-designed fitting questionnaire to
explore the consumers and collected 553 valid samples. The data were
analyzed by analysis of variance (ANOVA) and Scheffe.

The major findings are:

1. The advertistments with endorsers significantly influences in recall
toward the advertisement and attitude toward the endorser than
advertisements without endorsers.

2. The endorser types significantly influence in recall toward the
advertisement and attitude toward the endorser.

3. The consumer gender significantly influence in recall toward the
advertisement, attitude toward advertisements and attitude toward
product.

4. The consumer education level significantly influence in recall toward
the advertisement, attitude toward advertisement, attitude toward
product and attitude toward endorsers.

Keywords: real estate advertisements, effectiveness of endorser types,
effeciveness of advertisting, endorser types
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