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ABSTRACT

Previous studies has rarely examined the advertising effects of
computer-generated imagery. To address the research gap regarding
spokescharacters, this study examined the rarely discussed influence of
speech synchronization on online advertisements. This study tested the
effects of different types of virtual character on advertising effectiveness,
which was measured according to ad credibility, attitude toward the ad, and
attention toward the ad. The primary experiment included 8 conditions in
which each character had a different gender (male vs. female), face type
(human-like vs. cartoon-like), and speech synchronization (adult voice vs.
child voice), thereby representing a hedonic animated online advertisement.
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By using an analysis of variance, this study revealed that cartoon-like
female spokescharacters with child speech synchronization exhibited the
highest effectiveness in online advertisements.

Keywords: Spokescharacters; Online Advertisements; Animation; Face
Type; Speech Synchronization

1. INTRODUCTION

Based on advanced computer technology and Internet development,
online advertising plays a crucial role in promotional campaigns®?.
However, consumers may think that online advertisements without a
traditional interface or familiar endorser are insincere. Therefore, using an
endorser to transmit messages may increase consumer confidence toward
online advertisements and encourage consumers to purchase products
online. Businesses are beginning to use virtual spokescharacters, which
are electronically generated endorsers, to promote products and brands;
this demonstrates the importance of the Internet in modern life 3*°.

Callcott and Lee® proposed that animated characters as endorsers can
be attractive to audiences. In addition, using virtual spokescharacters to
endorse products or brands can strengthen product accents and brand
images®"®. Unlike spokespeople and movie stars, virtual spokescharacters
are created by computer-generated graphics and are not real people®;
hence, virtual spokescharacters seldom exhibit negative behavior or
generate negative publicity. An increasing number of businesses have
therefore developed spokescharacters in recent years®. In fact, after the
late 1800s, many nonhuman characters have become successful endorsers,
including human-like spokescharacters such as Stila Girl, Ronald
McDonald, and the colonel of Kentucky Fried Chicken, and cartoon-like
spokescharacters such as the Poppin' Fresh Pillsbury Doughboy, Fujiya
Cake Shop Peko, and the Michelin Man. As company character identities,
these spokescharacters have established strong brand recognition and
evoke brand concepts of community®%**2.

Previous studies have proven that spokescharacters are related to
consumer trust®*®*. The different face types of spokescharacters produce
different consumer perceptions and different degrees of trust. On the
Internet, human-like males and cartoon-like females generate more
consumer confidence than cartoon-like males and human-like females do®.
Spokescharacters with actions and a voice can create a deep impression on
consumers™*,
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Many studies have demonstrated that different spokescharacter face
types produce different reactions in people®. These studies have indicated
that the visual and audio attributes of spokescharacters influence audience
attention toward advertisements*®. Luo, McGoldrick, Beatty, and Keeling’
confirmed that consumers consider human-like male characters and
cartoon-like female characters to be more credible than other types of
characters on the Internet. In addition, Folse, Netemeyer, and Burton™
found that spokescharacters featured in advertising campaigns can
strengthen equity-related constructs that are vital for enhancing
consumer-brand relationships. However, these previous studies did not
consider the effects of spokescharacter speech synchronization and the
interactions among spokescharacters’ face type, gender, and speech
synchronization. Moreover, few studies have discussed how
spokescharacter face types and speech synchronization influence
advertising effectiveness. Advertisers frequently use spokescharacters to
influence consumer perceptions**#'*. Ad credibility and audience
attention lead to positive impressions™®®*’. Petty and Cacioppo®®
indicated that the effect of endorsers has often been associated with
attitude changes, which are connected with an audience’s attitude toward
the ad. These conclusions indicated that a successful advertising
spokescharacter affects advertisement effectiveness in three ways: ad
credibility, attention toward the ad, and attitude toward the ad.

Previous studies on advertising campaigns that use spokescharacters
have discussed the face type and gender of characters* and confirmed that
spokescharacters significantly affect advertisement effectiveness*®?%%.
However, these studies have discussed only dubbed advertisements, which
are suitable in English or the first language of bilingual international
markets??. Studies have seldom included speech synchronization in
descriptions of spokescharacters and have seldom discussed the
advertisement effect on consumers. It can be seen that there are relatively
few studies have tested the role of consumer-virtual spokescharacter
relationships in endorsement process. Some questions are lack of detailed
exploration. For example, will a certain kind of relational bond between a
consumer and a virtual endorser affect the endorsement effectiveness?
How do consumers’ interactions with a virtual endorser affect their
attitude towards the virtual spokescharacter-endorsed advertisement? Will
the face type, speech synchronization and gender of the virtual
spokescharacter help to produce a relationship with the consumer before
affecting his or her advertisement attraction? Does a consumer’s
relationship with a virtual spokescharacter help to build a relationship
with the advertisement? These questions are hindered by a lack of
empirical evidence and comprehensive interpretation. Which factors can
trigger a preference of the animated spokescharacters in the advertisement
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still remained to be determined. The majority of relevant research on
animated spokescharacters focuses on the relationships of brands,
advertising, and consumption effects, attention to the consumer®®?*. To
address the research gap, we examined the relationship between
advertisement effectiveness (according to ad credibility, attitude toward
the ad, and attention toward the ad) and the face type, speech
synchronization, and gender of spokescharacters.

There are three objectives of this study: (1) to examine how the face
type, speech synchronization, and gender of spokescharacters affect
consumer perceptions of online advertisements, (2) to determine the type
of spokescharacter that is most suited to online advertising and that
produces the most effective advertisements, and (3) to conduct an online
advertisement simulation experiment and use an analysis of variance
(ANOVA) to analyze the data. The results are expected to help advertisers
and company character identities designers create effective
spokescharacters and to contribute to relevant studies and future research.

2. LITERATURE REVIEW

2.1 Spokescharacters

Four familiar categories of endorsers are often used in advertising:
spokescharacters, celebrities, employees, and customers®. Advertising
content and profiles must be adaptable and coordinated to various product
and brand demands®?®. Hedonic advertisements with spokescharacters
generate more effective promotions and consumer involvement than
utilitarian advertisements do?**%. Garretson and Burton®® found that
spokescharacters can be effective marketing tools. These findings imply
that using spokescharacters in hedonic advertisements can create desirable
outcomes. The correlation between a spokescharacter’s image and a
hedonic atmosphere, which might influence advertisement effectiveness,
is significant®:*2.

Since the eighteenth century, marketers and advertisers have used
spokescharacters in promotional campaigns and on product packages to
attract consumer interest>. Exploratory studies have indicated that
consumers adore, have confidence in, and even respect spokescharacters™*.
Spokescharacters are not originally created for animated movies, cartoon
programs, or comic strips. Instead, they are created to promote products
and brands. Although spokescharacters are not human, they may produce
equivalent or even superior advertisement effectiveness®>>*%". In addition,
consumers seem to assess the external attributes of spokescharacters as if
they were real people, apply their knowledge on spokescharacters®, and
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demonstrate favoritism in artwork and animation. Consumers often regard
spokescharacters as real people with personalities®*’.

Many studies on spokescharacters have confirmed that
spokescharacters are effective in promoting products and are symbolic of
brands®?***% Spears, Moéwen, and Chakraborty*’ used the content
analysis method to study commercials and advertisements with
spokescharacters. Their results indicated that particular types of
spokescharacter were usually featured with particular products, and that
consumers appeared to accept the spokescharacters with relevance to the
advertised products.

In recent years, noncelebrity spokescharacters have appeared more
frequently than celebrity characters. The advancement in animation
technology may be a cause for the increase in the use of animated
spokescharacters*2. Another reason might be that some advertisers prefer
to design their own spokescharacters to create popularity, exclusivity, and,
subsequently, brand equity®®.

Animated characters are increasingly used in the advertisements of
international brands. Several modern advertisements appear to use
spokescharacters as an alternative to celebrity endorsements. In addition, a
benefit of using spokescharacters or animated characters to endorse brands
is that there is no need to manage their off-stage behavior*>*.

2.2 Human-like versus cartoon-like characters

Some researchers have indicated that spokescharacters with human
or cartoon appearances have different effects on an audience’s attitude and
responses toward online advertisements®>*"“°. Spokescharacter face types
might be a crucial factor for credibility and consumer acceptance®, which
influence consumer purchase intentions*®.

Furthermore, Takeuchi and Nagao*’ indicated that consumers are
more likely to connect with spokescharacters that have face types that to
those that do not have face types on a computer interface. Lester et al.*®,
McBreen and Jack®® and Walker et al.®® have stated that onscreen
characters with a strong visual presence and face type are more likely to
engage consumers watching online advertisements.

When watching advertisements produced only by computer
programs, consumers may be more patient with the limitations of cartoon
characters and have lower expectations of them than other type of
spokescharacters®. Using animated characters is therefore an effective
method for reducing consumer expectations regarding the conversational
abilities of spokescharacters®. Masterton® claimed that consumers are
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more likely to accept advertisements with a degree of anthropomorphism
than advertisements with full personification. This is because consumers
might lower their expectations of a cartoon-like character’s
communication abilities because of current technical limitations®*>. Thus,
cartoon-like spokescharacters might be more suitable for an online
interface than completely human-like spokescharacters®.

2.3 Online advertising

One of the major challenges in advertising is to provide different
tangible elements in electronic marketing®®. Advertisers use various
strategies to achieve tangibility, including visualization of qualities or
consumer benefits; relevance to an additional product, person, affair,
place, or object; physical performance of the service; and facts or
explanations regarding service characteristics™. Spokescharacters
strengthen tangibility and create a point of difference by attracting
attention®°.

Using the spokescharacter to promote a product or brand image is
challenging because the spokescharacter might not become a suitable
representation of advertisements in the defining visual cues. An effective
advertising campaign depends on suitable spokescharacters that deliver a
convincing message through adaptable media. Creating an effective
spokescharacter is a complex process based on the need to increase
advertising effectiveness (ad credibility, attention toward the ad, and
attitude toward the ad) and to tailor the characteristics of the
spokescharacter to product and brand images®*%.

Three dimensions, which may be complementary, are usually used to
measure advertisement effectiveness: ad credibility, attention toward the
ad, and attitude toward the ad. We examined the effects of different face
types, gender, and speech synchronization on these three dimensions of
advertisement effectiveness and also analyzed their interdependencies.

2.4 Ad credibility

Many variables affect consumer trust toward advertisement
spokescharacters. Research has shown that character nostalgia and
expertise influence consumer trust in spokescharacters*****’. Character
nostalgia is a positively valanced complex feeling, emotion, or mood
produced by reflection on things (objects, persons, experiences, ideas)
associated with the past.

Spokescharacters are often beneficial to brands, especially when
introducing new brands or original products®®. Spokescharacters have also



Ya-Hui Hsu, Hsiang Chen, Yi-Lan Lu and Wen-Chang Fang 167

been used to help brands conform to consumer expectations®*°. In

addition, spokescharacters can facilitate effective brand and advertisement
recall®®. Ad credibility is defined as the consumer perceives claims which
made the brand in the ad to be truthful and believable®. Generally,
credible sources created by spokescharacters are persuasive in
communications terms®. Several studies have indicated that credible
spokescharacters are more accepted in unfavorably inclined audiences®.
However, these spokescharacters should be employed for favorably
inclined audiences as well®®®. When spokescharacters appropriately
deliver the intended message, they increase the audience reception of an
advertisement®’.

Research on the face type of spokescharacters demonstrated a clear
connection between physical design factors and elicited emotions.
Character credibility can be successfully developed and established in the
first consumer—character interaction. Therefore, a consumer’s first
impressions of a spokescharacter may strongly affect the character’s
credibility, and the graphic elements of a spokescharacter’s face type are
the most likely to convey credibility in online applications**2%. Hence,
this study proposed the following hypothesis:

H1a: The face type of spokescharacters influences online ad credibility.

Many character speech-synchronization applications may be used in
Internet activities, video communications, and virtual reality. Some of
them include accurate face illustrations of intelligent talking agents,
interactive gaming, automatic film dubbing, and compression of facial
images for video communication®. Moreover, a major emphasis in online
advertising is credibility. Only when online activities are credible can they
amplify the effect of advertisements.

Isbister and Nass®® suggested that people prefer and trust
spokescharacters with personalities that are similar to their own. Studies
have discussed the relationship between spokescharacters and consumer
trust'®**, Women are more likely to consider credibility, security, and
confidentiality as crucial elements in building a desirable online
relationship than men. Kolsaker and Payne®® suggested that both men and
women take equal notice of security in the general environment; however,
different genders of spokescharacters on a website influence consumer
preference®”. The gender of a virtual character influences the perceptions
of computer users, especially regarding trustworthiness®. Hence, the
gender of spokescharacters might affect ad credibility. This study
proposed the following hypothesis:

H1b: The gender of spokescharacters influences online ad credibility.
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Neeley and Schumann®® proposed that the speech synchronization of
spokescharacters increases advertisement familiarity and is therefore a
vital factor in consumers’ preferences and choices for products and
brands. Therefore, speech synchronization is still regarded as a vital
feature of spokescharacters, and it is especially vital for the credibility of
Internet advertising. This study proposed the following hypothesis:

H1c: The speech synchronization of spokescharacters influences online ad
credibility.

2.5 Attitude toward the ad

Chaiken®® confirming that the physical face type of characters
influences consumer attitude showed that attractive communicators are
generally adept at persuading consumers. However, Berry and McArthur®®
indicated that facial babyishness is an element that has a strong influence
on consumer impressions. Mature-looking communicators are more
persuasive than baby-faced communicators when expertise is in doubt™.
Therefore, the attitude toward the ad might be influenced by the physical
characteristics of characters, including the face type'® of both human-like
and cartoon-like characters. This study proposed the following hypothesis:

H2a: The face type of spokescharacters influences the attitude toward
online ads.

Males and females appear to exhibit different attitudes and behaviors
toward online advertisements’"’2. Based on the theory of attraction
between heterosexuals, men are more likely to connect with female
characters in advertisements and have a positive attitude toward them. By
contrast, women tend to respond more positively to male characters. Thus,
character designers must consider the type of message a male character
and female character can deliver to male and female consumers. This
study proposed the following hypothesis:

H2b: The gender of spokescharacters influences the attitude toward
online ads.

Consumers usually have a more positive attitude toward audiovisual
advertisements than toward video-only advertisements®®”®. Particular
accents in speech synchronization may create different consumer
perceptions®. For example, some consumers may consider an adult voice
to be featureless but still persuasive. Therefore, each type of speech
synchronization, including child voices and adult voices, generates
different attitudes toward an advertisement. This study proposed the
following hypothesis:
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H2c: The speech synchronization of spokescharacters influences the
attitude toward online ads.

2.6 Attention toward the ad

In some situations, people may be attracted by a character but not
take it seriously, especially in utilitarian advertisements. Some characters
may be attractive but not inspire credibility*?. Audience attention may be
related to consumer impressions of a character's appearance; moreover,
oepinions of spokescharacters may differ according to levels of attention
374 Using spokescharacters can impress audiences and attract their
attention, especially in hedonic advertisements®***°.

Some communication studies on children and television have
suggested that an audiovisual format may achieve an attention from
children. Because of the interaction between visual and verbal factors,
different animation characteristics such as visual actions and sound effects
can consistently increase the attention of preschool-aged children’"®"".

However, spokescharacters and animated advertisements attract
adults as well as children®. Moreover, the face types of spokescharacters
(e.g., human-like and cartoon-like) may capture varying degrees of
attention®. Generally, cartoon-like spokescharacters attract more attention
than other types because they are not human’®. Hence, this study proposed
the following hypothesis:

H3a: The face type of spokescharacters influences attention toward online
ads.

Researchers have indicated that the ability of audiovisual information
to attract attention is affected by message stimulus complexity’®®8",
Visual complexity is typically ascribed to the presence of numerous
objects or movements in a visual scan®*®#28 - Auditory complexity is
traditionally characterized by many changes in sounds that are heard
through the aural channel®*®. When advertisers engage in commercials,
they often produce colorful, action-oriented animated spokescharacters
with elaborate voices and sound effects™®,

The difference in spokescharacter gender is more obvious when
message cues attract more attention®™. Marketers find the gender of
spokescharacters interesting for several reasons. A study showed that
gender segmentation may be effective even when male and female
audiences have similar interest and knowledge in the message of an
advertisement®. Spokescharacters receive varying levels of attention
according to differences in consumer gender®”. Therefore, when
advertisers design spokescharacters, the gender of the spokescharacters
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should be considered seriously. This study proposed the following
hypothesis:

H3b: The gender of spokescharacters influences attention toward online
ads.

Speech synchronization is essential in multimedia applications, and it
involves synchronizing the movements of a spokescharacter’s lips with
the spoken voice. The results of a previous study suggested that the
interaction between aural and visual media is strong®. A child voice
combined with an adult-like face and an adult voice combined with a
cartoon-like face are obviously contrasting combinations that might
generate attention. Hence, this study proposed the following hypothesis:

H3c: The speech synchronization of spokescharacters influences attention
toward online ads.

3. METHOD

3.1 The conceptual framework of the study

This study focused on three dimensions that might influence ad
credibility and an audience’s attitude and attention toward an
advertisement with spokescharacters:

(1) aspokescharacter’s face type (human-like or cartoon-like)
(2) aspokescharacter’s gender (male or female)

(3) a spokescharacter’s speech synchronization (adult voice or child
voice)

These three spokescharacter dimensions can generate eight types of
character: human-like/female/adult voice (HFA), human-like/female/child
voice (HFC), human-like/ male/adult voice (HMA),
human-like/male/child voice (HMC), cartoon-like/female/adult voice
(CFA), cartoon-like/female/child voice (CFC), cartoon-like/male/adult
voice (CMA), and cartoon-like/male/child voice (CMC).
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Three dimension of Ad Credibility
spokes-characters: H1

1. Face type (Human-like cartoon-like) H2 .
——— | AdAttitude
2. Gender (Male or Female)

3. Speech synchronization N
(Adult voice or Child voice) Ad Attention

Figure 1. Conceptual model

Figure 1 shows the three dimensions of spokescharacters, namely
face type, speech synchronization, and gender that might influence
advertisement effectiveness.

3.2 Pretest

This study involved virtual spokescharacter design, advertising
scenario writing, questionnaire design, and conducting a pretest as well as
reliability and validity tests. On the basis of face types and gender factors,
the experiment in this study involved four types of spokescharacters. To
select the most adaptable characters for this experiment, a pretest was
necessary.

To ensure that the test was fair and comparable, the similarities of the
character styles were measured at the character design stage. Care was
taken to ensure that respondents received equal amounts of information on
all characters. In addition, differences between the characters were
considered in the design stage to provide a range for selection.

The pretest involved administering a questionnaire addressing four
character types. Four characters were created for each type; hence, a total
of 16 characters were designed using Adobe Photoshop 7.0. Figure 2
depicts the 16 characters used to collect data on the degree of fit between
respondents' perceptions of each spokescharacter and an advertisement
scenario.
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3.3 Selection of spokescharacters and speech
synchronization

To ensure that the virtual spokescharacters’ traits were consistent
with respondents’ cognitions, the respondents selected the most
appropriate character for the advertisement script. The respondents
selected one character from each category. These four characters
represented each type of spokescharacter investigated in this study and
were tested at the next stage of the experiment.
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Figure 2. 16 Spokes-characters
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A total of 50 Internet users were invited to join the pretest.
Depending on the results of the pretest, four characters (A-3, B-3, C-4,
and D-2) were selected from the original 16. They represented each type
of spokescharacter in this study. The four spokescharacters’ images are
displayed in Figure 3.

To match speech synchronization with each spokescharacter and the
advertisement scenario, several voice actors were solicited from an
Internet community of lip-syncing fans and experts named "TWvoice" to
optimize speech synchronization. The voice actors recorded an adult or
child voice for each spokescharacter. Each spokescharacter was integrated
into eight advertisements that were tested in the next stage of the
experiment.

[\

Sy

~

A-3 B-3 c4 D-2
Figure 3. Four Spokes-characters selected from the pretest

3.4 Research design and procedure

Eight advertisements were produced using animation, background
music, and speech synchronization, and an online questionnaire survey
was conducted.

The primary research technique in this study was the quantitative
method. To produce a realistic experiment, eight advertisements with
identical messages but different spokescharacters were created to examine
the online advertisement effectiveness of the spokescharacters. The
advertisement content was fabricated by a simulated journey agency
named “Happiness Travel.” The advertisement scenario was a journey of a
person encountering their lover. The advertisement advocated that people
can meet their “Mr. Right” or “Ms. Right” by going on a journey. The
advertisement used a 2D animation that was designed using Sony Vegas
5.0 and Adobe Photoshop.
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The test advertisement was inserted in a Vlog, which is a video blog
that usually displays supporting text, images, and additional metadata.
Eight advertisements were shown in the Vlog, "I’ mtv". Each respondent
was asked to connect to the website and watch the advertisements in the
Vlog. The respondents then completed the online questionnaire on
advertisement effectiveness. Moreover, because the experiment subject
was online advertisement, all respondents were Internet users. The sample
comprised college students, young employees, and unmarried people, who
are attracted more easily by the idea of finding true love than children and
older people.

3.5 Measures

For consistency, all responses were measured using a Likert scale,
where 1 = strongly disagree, 4 = neutral, and 7 = strongly agree. The
questionnaire comprised four parts. The first part contained measurements
of ad credibility; the second part measured attitude toward the ad, and the
third part measured attention toward the ad. The final part gathered
descriptive data on the respondents (including age, gender, network
experience, and the amount of time they spend on the Internet per day).

Credibility is the extent to which the information in an advertisement
is trustworthy and was measured according to perception, belief, and
bias®’. Some researchers have considered ad credibility as the perception
of ad trustworthiness. This study used the measure developed by
MacKenzie and Lutz®, which is a three-item scale measuring the degree
to which an advertisement is convincing, believable, and unbiased.

Regarding attitude toward the ad, this study adopted the three-item
measure developed by MacKenzie and Lutz®’, which assesses the degree
to which an advertisement is good, pleasant, and favorable.

To measure attention toward the ad, this study used the measures
developed by Chang and Thorson™ measures, including “the
advertisement caught my interest” and “I paid close attention to the
advertisement,” to measure respondent attention toward the ad.

3.6 Data collection

The respondents were sampled from a population of volunteer
Internet users, and the main subjects were selected using the purposive
sampling method. Because our advertisement scenario was designed to
encourage people to pursue romantic love by going on a journey,
unmarried college students and young employees constituted our major
respondents.
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The respondents visited a Vlog site called "I’ mtv" and were
randomly assigned to watch one of the eight advertisements. They then
provided demographic information in the questionnaire. Everyone had to
leave the email account and cell phone number to ensure or verify that no
duplicative participation. In total, 700 questionnaires were received; 36
invalid samples who are under 18 years old or had married were excluded,
and the remaining 664 (94.9%) questionnaires were used for analysis. Of
the 664 respondents, 337 were men (50.8%) and 327 were women
(49.2%). The age range was skewed toward younger groups, reflecting the
age tendency for Internet use*®®: 18-24 years (N = 386; 58.1%); 25-34
years (N = 226; 34.0%); 35-44 years (N = 29; 4.4%); and 45 years and
older (N = 23; 3.5%). Most respondents (92.1%) were aged younger than
35 years. The average Internet experience was 4.8 years, and the average
Internet use time was 5.4 hrs. per day.

4. RESULTS AND ANALYSIS

4.1 Descriptive statistics, reliability, and validity

Descriptive statistics for eight spokescharacters including the sample
size, mean, and standard deviation are provided in Table 1. Data were
analyzed using SPSS 10.0 for Windows to examine the reliability, validity,
and descriptive statistics. The samples for HFA, HFC, HMA, HMC, CFA,
CFC, CMA, and CMC spokescharacters consisted of 83, 78, 82, 81, 90,
75, 92, and 83 respondents, respectively.

Table 1. Descriptive statistics on eight spokes-characters by group

D.V. AD Credibility AD Attitude AD Attention

Group N Mean S.D. Mean S.D. Mean S.D.
HFA 83 3.93 1.24 451 1.40 4.14 1.53
HFC 78 3.95 1.10 4.60 1.39 3.99 1.44
HMA 82 3.85 1.30 451 1.41 3.86 1.51
HMC 81 4.07 1.17 4,72 1.32 4.08 1.47
CFA 90 4.12 1.33 4.62 1.33 4.15 1.56
CFC 75 455 1.20 4.98 1.48 4.53 1.61
CMA 92 417 1.17 4.70 1.26 4.19 1.51
CMC 83 4.16 1.29 4.61 1.33 4.00 1.61
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All reliability scores (Cronbach’s a) for credibility, attitude, and
attention were above 0.8 (Table 2), indicating that the measurements had
high reliability.

Table 2. Scales items and reliability coefficients

Cronbach's a

Scale items® HFA  HFC HMA HMC CFA CFC CMA

CMC

1.Convincing
Credibility 2.Believable 086 084 093 087 091 089 0.88
3.Unbiased

0.86

1.Good
Attitude 2.Pleasant 0.88 0.94 0.89 0.87 0.90 0.94 0.91
3.Favorable

0.92

1. The
advertisement
caught my
Attention interest. 0.84 0.81 0.89 0.85 0.80 0.91 0.89
2. | paid close
attention to the
advertisement.

0.84

Note:  Rated on scale from 1 (strongly disagree) to 7 (strongly agree)

Table 3 shows that the correlations between paired constructs were
significantly positive and lower than 1; thus, the scale met the
discriminate validity criterion suggested by Bagozzi, i, and Phillips®® and
Segars and Grover™.

Table 3. Correlations of the constructs

Constructs AD Credibility AD Attitude
AD Attitude 0.695**
AD Attention  0.664** 0.715**

4.2 Hypotheses testing

A multivariate statistical analysis and ANOVA were performed to
explore differences in the ad credibility, attitude toward the ad, and
attention toward the ad elicited by the eight spokescharacters. A three-way
(2 x 2 x 2) ANOVA was conducted to analyze the effects of
spokescharacters’ face type, gender, and speech synchronization on each
dependent variable. The complete results are shown in Table 4.
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The first hypothesis comprised Hla, H1lb, and Hlc. The ANOVA
showed that the face type (F = 9.817, p < .001) and speech
synchronization (F = 3.020, p < .01) of spokescharacters had a significant
positive influence on ad credibility. Hla and H1c were supported. The test
also showed that the gender of spokescharacters did not significantly
influence online ad credibility (F = 0.602, p = .438). H1b was not
supported.

The second hypothesis comprised H2a, H2b, and H2c. The test
showed that the face type (F = 1.737, p = .188), gender (F = 0.164,
p = .686), and speech synchronization (F = 1.832, p = .176) of
spokescharacters did not significantly influence attitude toward the online
ad. H2a, H2b, and H2c were not supported. However, each group’s mean
score for attitude toward the ad was above the medium (4; Table 1). This
result demonstrated that the audience still had a positive attitude toward
thesezgdvertisements and was consistent with that reported in a previous
study*”.

The third hypothesis comprised H3a, H3b, and H3c. The test showed
that the face type of spokescharacters positively influenced attention
toward the online ad (F = 2.830, p < .01), but the gender (F = 1.992,
p = .159) and speech synchronization (F = 0.288, p = .592) of
spokescharacters did not. H3a was supported, but H3b and H3c were not
supported.

The interaction effect (facial appearance xgender x lip-
synchronization) was also positively influences ad credibility (F = 2.890,
p <.01) and ad attention (F = 3.890, p < .01).

A least significant difference (LSD) post hoc analysis revealed the
mean differences in ad credibility between CFC characters and all other
characters. The mean differences in attitude toward the ad occurred among
CFC, HFA, and HMA characters. Differences in attention toward the ad
were evident among CFC, HFC, HMA, and CMC characters. The
aforementioned findings are summarized in Table 5, and no mean
differences among spokescharacters were observed.



178

International Journal of Electronic Commerce Studies

Table 4. ANOVA results

Dependent variable Sources of variation DS MS  F-value
Face type 1 14.80 9.82***
Speech-syncronization 1 4.55 3.02**
Gender 1 0.91 0.60
AD Credibility FA*SS 1 0.34 0.22
FA*Gen 1 1.37 0.91
SS*Gen 1 0.57 0.38
FA*SS*Gen 1 4.35 2.89**
Face type 1 3.23 1.74
Speech-syncronization 1 3.40 1.83
Gender 1 0.30 0.16
AD Attitude FA*SS 1 3.20 0.00
FA*Gen 1 1.82 0.98
SS*Gen 1 1.70 0.63
FA*SS*Gen 1 3.42 1.85
Face type 1 6.63 2.83**
Speech-syncronization 1 0.68 0.29
Gender 1 4.67 1.99
AD Attention FA*SS 1 0.14 0.06
FA*Gen 1 0.93 0.40
SS*Gen 1 0.39 0.17
FA*SS*Gen 1 9.11 3.89**

Note: *p<0.05; **p<0.01; ***p<0.001; FA=Face type; SS=Speech-syncronizayion;

Gen=Gender
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Table 5. Results of the LSD post hoc analysis on spokes-characters

HFA HFC HMA HMC CFA CFC CMA CMC

AD Credibilit
O M=393 M=3.95 M=385 M=407 M=412 M=455 M=417 M=4.16

HFA M=3.93

HFC M=3.95

HMA M=3.85 -0.33 -0.32

HMC M=4.07

CFA M=4.12

CFC M=4.55 0.62** 0.60** 0.70** 0.48* 0.43* 0.38* 0.39*

CMA M=4.17

CMC M=4.16

HFA HFC HMA HMC CFA CFC CMA CMC

AD Attitude
M=4.51 M=4.60 M=451 M=4.72 M=4.62 M=4.98 M=4.70 M=4.61

HFA M=4.51

HFC M=4.60

HMA M=4.51

HMC M=4.72

CFA M=4.62

CFC M=4.98 047> 0.38 0.47* 0.37 0.38

CMA M=4.70

CMC M=4.61

HFA HFC HMA HMC CFA CFC CMA CMC

ADALENton 1114 M=399 M=3.86 M=4.08 M=415 M=453 M=419 M=4.00

HFA M=4.14

HFC M=3.99

HMA M=3.86

HMC M=4.08

CFA M=4.15

CFC M=4.53 0.54* 0.67** 0.44 0.53*

CMA M=4.19

CMC M=4.00

Note: *=Statistically significant (*p<0.05; **p<0.01; ***p<0.001); means differences between

spokes-characters
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5. DISCUSSION AND CONCLUSION

This study provides insight regarding the factors that influence the
positive impact of spokescharacters on advertisement effectiveness. In
summary, H1 and H3 were partially supported, but H2 was not supported.
The findings complement prior research illustrating the effect of
spokescharacter type on advertisements. It demonstrated that face type
positively influences ad credibility and attention toward the ad, and speech
synchronization positively influences ad credibility. In addition, the
interaction effect (face type x gender xspeech synchronization) positively
influences ad credibility and attention toward the ad. Convincing the
audience to believe the content of an advertisement is undoubtedly
essential to increasing promotion effectiveness. However, an effective
advertisement must first attract an audience’s attention before it can
proceed to establish ad credibility. Although spokescharacters’ face type,
gender, and speech synchronization did not influence attitude toward the
ad in this study, the respondents generally had a positive attitude toward
the advertisements.

The results of the LSD post hoc test revealed that cartoon-like
spokescharacters increase ad credibility and attention toward the ad more
than human-like spokescharacters do. Spokescharacters with a child voice
attract more attention toward the ad than spokescharacters with an adult
voice do.

5.1 Contributions and implications

This research offers three distinct contributions. First, this study
simultaneously examined the effects of the face type, gender, and speech
synchronization of spokescharacters on consumer perceptions of online
advertising according to ad credibility, attitude toward the ad, and
attention toward the ad. Although attitude toward the ad is not affected by
the face type, gender, and speech synchronization of spokescharacters,
audiences still have a positive attitude toward advertisements containing
spokescharacters. Many prior studies have confirmed that celebrities and
spokespeople can generate positive attitudes toward an ad*??>03:91929394
but have less directly demonstrated that spokescharacters elicit desirable
attitudes toward an ad. The results of this study suggest that using
spokescharacters in advertisements positively affects ad effectiveness. The
different characteristics of spokescharacters elicits different levels of ad
credibility and attention toward the ad.

Second, this study revealed that spokescharacters with a cartoon-like
face type and child-voice speech synchronization generate more ad
credibility and attention toward the ad. In addition, female
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spokescharacters produce positive attitudes toward an ad. Because
credibility, attitude, and attention are essential elements of advertisement
effectiveness, these results implied that cartoon-like female
spokescharacters with a child voice (CFC) should be designed to increase
the effectiveness of hedonic online advertisements.

Third, this study designed an online advertisement simulation
experiment. Several studies*®® have discovered that people prefer
interacting with onscreen characters that exhibit a human-like face type.
Luo, McGoldrick, Beatty, and Keeling* confirmed that the gender of a
spokescharacter as well as its face type affect consumer trust. However,
although transmitting messages by voice is crucial to the success of virtual
spokescharacters in advertisements, speech synchronization was
insufficiently explored in previous research. Because of the lack of related
studies, speech synchronization was integrated into this work. The results
suggest that the interaction effect of spokescharacters’ speech
synchronization, face type, and gender influences online advertisement
effectiveness.

5.2 Conclusion

In summary, this study was the first to examine the effects of virtual
spokescharacters’ speech synchronization, face type, and gender on
consumer perceptions of online advertisements. Experiments were
conducted to examine the respondents' reaction toward the ad with regard
to the multiple factors of the eight spokescharacters. The results of this
study suggested that the interaction effect of spokescharacters’ speech
synchronization, face type, and gender influenced ad credibility and
attention toward the ad. Moreover, a female cartoon-like spokescharacter
with a child voice (CFC) was determined to the most adaptable
spokescharacter type for online advertisements. Although more research is
necessary to clarify the effects of virtual spokescharacters, the results may
help advertisers and company character identities designers create virtual
spokescharacters as well as contribute to relevant studies and future
research.

5.3 Limitations and suggestions for future research

The study had several limitations. First, many prior studies have
suggested that spokescharacters are more useful for hedonic
advertisements, which were used in this study, than utilitarian
advertisements®; hence, future studies should compare the advertisement
effectiveness of spokescharacter types in hedonic advertisements with that
of spokescharacter types in utilitarian advertisements. Second, the study
used a single ad with a single scenario and message designed for a
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hypothetical travel agency; hence, the results might be affected by the
respondents’ individual biases. Other advertising contents, topics, or
scenarios are worth examining in future research. Third, Human-like
characters may be more professional. Female characters may be more
attractive and friendly. Child-like may be more trustworthy and likeable.
However, no any pilot studies are implemented to check whether the
chosen materials, i.e., A-3, B-3, C-4, and D-2 are the same (at least
insignificant) in any (or some) of the already-known factors, i.e.,
professional image, attractiveness, friendliness, trustworthiness, and/or
likeability, although the respondents were considered acceptable for this
type of experimental research, prospective study should use a national and
cross-sectional sample. Fourth, the study broadcasted advertisements on
the Internet (I’ mtv), which is a suitable media for virtual
spokescharacters*; however, endorsers (e.g., celebrities, spokesperson, or
mascot) may suit different media for different advertisements. Future
research can test various spokescharacter types by using different media.
Finally, this study only focused on adult voices and child voices for voice
discrimination of spokescharacters; other factors such as emotion, tone of
voice, and background music probably influence audience perceptions as
well.
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