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Abstract

The purpose of this research is to investigate the relationship among endorser
credibility, brand trust, fit, and purchase intention, taking Jin Cheng Wu/Takeshi Kaneshiro as
the endorser of EVA AIR and to investigate whether consumers’ brand trust and fit between
endorser and endorsed brand have a moderating effect towards the relationship between
endorser credibility and purchase intention.

We adopt convenience sampling and use paper and online questionnaires to collect our
data. The subjects of research are the consumers’ who know Jin Cheng Wu/Takeshi Kaneshiro
and EVA AIR. The places where we collect questionnaires include Singapore Changi
International Airport, Taiwan Taoyuan International Airport and Taipei Songshan Airport.

SPSS 20 and AMOS 20 statistical software are used to analyze collected data for this
research and use Structural Equation Modeling to test hypotheses. The results are found that (1)
Endorser credibility has a significant positive influence on purchase intention; (2) Brand trust
does not moderate the relationship between endorser credibility and purchase intention; (3) Fit
between endorser and endorsed brand moderates the relationship between endorser credibility

and purchase intention.
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