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ABSTRACT

In recent years, Internet platforms have developed rapidly, and with the
clicks of traffic, they have created amazing revenues. In the past few years,
advertising owners like to use professionals related to the advertising content as
spokespersons, which is different from general spokespersons. Among them,
professional spokespersons have knowledge, experience and positive image in

the field, and want to attract consumers to buy.

This study uses the convenience survey method to conduct questionnaire
surveys, and distributes online questionnaires to the objects. The research is for
consumers who know or know Christine Fan and GENQUO. If they don’t know,
they don’t fill in. After the survey is completed, use the analysis and statistics
software SPSS 22.0 and AMOS Software is used to analyze the interrelationships
between various variables in the research, mainly using project analysis,

reliability analysis, narrative confirmatory analysis, and structural mode.

The research results show that the credibility of the spokesperson has a
significant positive impact on brand identity, brand image on brand identity, and
brand identity on purchase intention, and brand identity will partially mediate
the relationship between brand image and purchase intention, but the perceived
risk The interference relationship was not supported in this study. In the
significant analysis of the dimensions of demographic variables, gender is only
significant for perceived risk, and males are more significant than females. In
terms of age, consumers aged 31-40 will be most affected by the credibility of
the spokesperson, brand image and purchase intention. In terms of occupation,

some workers will pay attention to the brand image when choosing products,



which will affect their willingness to buy, which is higher than the proportion of
students and unemployed. In terms of monthly income, the annual income of
purchasing GENQUO products is the highest in NT$700,000-899,999, and the
second is NT$500,000-699,999. In terms of the number of purchases, consumers
who have purchased more than 6 times (including) pay more attention to the
credibility of the spokesperson, brand image, brand recognition and purchase
intention, so it is necessary to improve all aspects to maintain consumers'

purchase intention.
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