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ABSTRACT

Previous studies of spokesperson endorsement have shown that brand image or advertising effect has a positive relationship with

consumer’s purchase intention. However, these studies seldom touched upon sport-related commodities. Therefore, this study not

only focused on branded sport shoes but also included working-class people as subjects, because people now have more time for sport

and recreational activities, and sport shoes have become a fashionable product. This study aimed to investigate the impact of

endorser credibility and promoting methods on consumer’s purchase intention as well as the impact of the fit of brand and product

on consumer’s purchase intention. Questionnaires were distributed to consumers in Central Taiwan. A total of 312 copies were

collected, and 260 copies were valid, making the valid response rate 83.3%. The collected data were further analyzed by SPSS. The

research findings showed that expertness, attractiveness, and trustworthiness of spokesperson have positive influence on consumer’s

purchase intention, and among the promoting methods, price promotion has the highest influence on consumer’s purchase

intention. Besides, when purchasing sport shoes, the primary factor that consumers consider is shoe brand and the secondary factor

is the fit of shoe type and brand. It was expected that the research results could be a reference for marketing staffs for sport products

to make a more comprehensive plan.
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