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ABSTRACT
The aim of this study was to explore the influence of extrinsic cues on smart-phone purchase intentions. Moreover, this study used
product involvement as modera-tors to examine the relationships between brand awareness & purchase intentions, and
word-of-mouth communication on internet & purchase intentions, respectively. The questionnaire survey was implemented by using
purposive sampling method and answered by Taoyuan County government employees and teachers. A total of 380 questionnaires
were distributed, and 320 valid questionnaires were collected. Data were analyzed by descriptive statistics, reliability analysis, factor
analysis, chi-square test, Pearson correlation analysis and hierarchical regression analysis. This research has discovered that the
influence of extrinsic cues affect customers’ purchase intentions. In other words, higher brand awareness, more purchae intentions
for consumers. When the word-of-mouth communication on internet is positive, there will be more customers with higher purchase
intentions. In addition, level of customers’ product involvement affect the brand awareness, and purchase intentions. Nevertheless,
customers’ product involvement does not affect word-of-mouth communication on internet, and purchase intentions. Last, the
conclusion of this study provides some prac-tical recommendations for enterprises managers.
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