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The Effect of Sport Brands Ambassadors for Intention of
Customers’ Consumption — A Case Study on the Artistic

Ambassadors of Reebok and Adidas in Taiwan

Wei-Che Lo / Aletheia University
Yu-Hsiang Peng / Aletheia University
Wen-Yu Tswng / Aletheia University

Abstract

Ambassadors are very important bridges that link sport brands and consumers. These
ambassadors are very popular figures, and they help to increase sales through media exposure.
This study aims to explore if popularity, good-image, media exposure, and the replacing of
Reebok and Adidas artistic ambassadors based in Taiwan would affect intention of consumers’
consumption in sport products. In order to move beyond pure subjective and opinion, this case
study has a sample size of 400 which was analyzed using SPSS system. The results show that
the popularity of artistic ambassadors whether well-known or not and that long-term media
exposure does affect intention of consumers’ consumption. The results also show the effect of
gender differences and replacing ambassadors. From the results, we look forward to providing
to the major sports brands as a marketing reference in order to achieve the greatest benefit for
sports brand sales.

Keywords : Sport Brands, Ambassadors, Reebok, Adidas, Customers
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