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Abstract

This study tried to construct the persuade model for NPO social advertising and
focuses on the elaboration process persuade effect when the audience received that
NPO advertising endorse by spokesperson. This study used smoking cessation as
social marketing issues. Obtain 468 valid questionnaires by quota sampling and a
linear structure analysis be used to test the model. The results showed audience be in
an endorsement NPO ads, attitude towards advertising affect idea cognition and the
responsible thinking, and via the responsible thinking affect the acceptance of the idea,
and the this central route elaboration is significantly better effects than the edge route
effects. The credibility of spokesperson affect advertising attitudes significantly better
than NPO, and transfer (spillover) effectiveness for spokesperson also significantly
higher than those NPO obtained in social advertising of celebrity endorsement.
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