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The current experimental study was a 4 x 2 factorial design. its objectives were
to examine the main and interaction effects of four spokesperson types (i.e., celebrity,
typical consumer, employee, and spokes-character) and two service types (hedonic-
oriented and utilitarian-oriented service businesses) on consumer's advertising
perception. Elaborately, five characteristics of advertising perception were measured.
They were source credibility, source attractiveness, advertising attitude, brand attitude,
and purchase intention. Two hundred and fifty-five master students at Ramkhamhaeng

University were served as the experimental participants.

The results presented that different types of spokesperson and different types of
service business separately effected consumer's source credibility, source
attractiveness, advertising attitude, and brand attitude significantly. Besides, the
interaction effects of spokesperson types and services types on consumer's advertising
perception (source credibility, source attractiveness, advertising attitude, and brand
attitude) were found.





