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E WA a2 F i g o
RO RA S %%ﬂ@m4§7T-w¢ukﬁﬁﬁ+&m?ﬁa1%§,ﬁ
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The Differentiation of Celebrity vs. “Tatsujin” and its Influence on
Consumers’ Purchase Intention
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Abstract

When the trend of marketing is changing from mass marketing to precision marketing,
many companies turns to ‘“Tatsujin marketing” besides traditional endorsers. For example,
PayEasy invited Niuer and Kevin to promote for its Website and products; Lion Travel
cooperated with “Traveling Tatsujin” to jointly plan for traveling packages.

Therefore, this study wants to figure out whether ‘“Tatsujin” possesses higher credibility,
and its influence on consumers’ purchase intention. Moreover, this study will explore the
relation between credibility of endorsers and consumers’ purchase intention with different
degrees of product involvements. According to all the discussions and analyses, developing
the principle which may provide enterprises a meaning and sense of management in their
decision making process is the most critical part in the study.

The experimental design method is employed in this study, and 338 effective samples are
collected. By ANOVA and Regression Analysis, the following conclusions are derived:

In the low product involvement situation, the celebrity’s attraction and credibility are
both higher than Tatsujin, and the purchase intention is stronger when endorsers possesses
higher attraction. So celebrities will be more appropriate when consumers’ involvement with
products is lower. On the other hand, with high product involvement, Tatsujin’s expertise is
higher than celebrity’s, and the credibility of Tatsujin is also higher due to the interaction
between product involvements and endorses. Furthermore, expertise is the factor which has
significant impacts on consumers’ purchase intention when they are buying high involvement
products. Therefore, if enterprises are considering the adoption of “Tatsujin marketing,” it
will be more effective if the products are high involvement products for consumers.

Keyword: Tatsujin, endorser, credibility, purchase intention, product involvement



