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This thesis compares consumer recall and views of the credibility of
brand ambassadors for single products and multiple products, respectively.
The researcher’s objectives in this inquiry were to study (1) consumer recall
of products presented by brand ambassadors for single and multiple products,
respectively. Additionally considered was (2) the credibility of brand
ambassadors in the eyes of consumers in respect to those presenting single
and multiple products, respectively.

The sample population consisted of females working in the Sathon
district in view of the fact that this district is the major business center for

both products and services. In carrying out this investigation, the researcher
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collected and analyzed primary data obtained from administering a questionnaire
to 400 respondents. Additionally collected and analyzed were secondary data
from docurﬁents and other relevant research investigations.

Findings are as follows:

The subjects reported that they could most frequently recall products
presented by brand ambassadors who presented single products. Next in
descending order in frequency of recall were multiple products of the same
type presented by brand ambassadors for multiple products of the same type.
At the lowest level of frequency of recall were presentations of multiple
products of many types presented by brand ambassadors presenfing multiple
products. In testing the hypotheses posited for this investigation, the researcher
found that the degree of recall of single products by brand ambassadors who
presented single products and the degree of recall of multiple products
presented by brand ambassadors who presented multiple products differed at
the statistically significant level of .05. This finding was congruent with
Hypothesis 1.

In regard to respondent views of the credibility of brand ambassadors,
it was found that both brand ambassadors for multiple products and brand
ambassadors for a single product were held to be credible at a moderate level.
In testing Hypothesis 2, the researcher determined that respondent views of the
credibility of brand ambassadors for multiple products and brand ambassadors
for a single product did not show differences at the statistically significant

- level of .05. This finding, however, was incongruent with Hypothesis 2.





