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A Comparative Study on Taiwan and Malaysia’s Consumer
Cognitive Dissonance affect by Advertising

Endorser and Perceived Risk

Student: Tuz-Rong Chen Advisor: Prof. An-Tien Hsieh
Chinese Culture University
ABSTRACT

The consumer cognitive dissonance is an important factor in marketing. In
practical management, endorser advertising is.most popular tools in marketing field.
Therefore, the purpose of this- study was to explore the different national culture,
different endorser in advertising ‘and.perceived risk of product whether to stimulate both
of the Taiwan and Malaysia’s \consumers-on vary, degree cognitive dissonance by
different culture.

A quasi-experiment was conducted in this study. Different Endorser was assigned
into three print advertisements (the celebrity, the expert and the typical consumer) with
mobile phone to judge consumer's response. The data collected with convenience
sampling from the Taiwan and Malaysia’s consumers. 321 questionnaires of
Taiwanese’s consumers are return and valid, the effective returns-ratio 84.5%; The
Malaysia’s consumer questionnaires were return 220, 199 valid, the returns-ratio
reaches 90.5%. The findings of this study that are much difference between Taiwan and
Malaysia’s consumer cognition dissonance, when endorser is the celebrity or the expert,

while the typical consumer is not.

Keywords: endorser advertising, perceived risk, cognitive dissonance,
ii
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