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DUNNTHAAYNNATA

The purposes of this stddy were to examine : 1) effects of endorser credibility
and brand equity on advertising effectiveness, and 2) effects of corporate credibility and
brand equity on advertising effectiveness. The dependent variable, advertising
effectiveness, was further divided into three parts--attitude toward the ad, attitude
toward the brand, and purchase intention. Two 2x2 factorial designed experiments were
conducted with 266 master students at Ramkhamhaeng University during March 2006.

The findings from the first experiment demonstrated that there were no main
and interaction effects of endorser credibility and brand equity on all measures of
advertising effectiveness. However, in the second experiment, different levels of
corporate credibility generated effects on consumer's attitudes toward the ad and the
brand. It was also found that consumer’s attitude toward the brand and purchase
intention was significantly greater when the brand equity level was high. Finally, there
was an interaction effect between corporate credibility and brand equity on consumer’s

attitude toward the ad.





