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ABSTRACT
Recently Korean movies and comedies have penetrated into Taiwan’ s media indus-tries and become a “ Korean vogue,” which
thoroughly changed Taiwanese’ s consump-tion behaviors. In this research, Cosmetics originated from Korea are selected as
objects to study the influence of spokesperson image and media-culture industry on purchase intention.
According to the research problems and the results of relative literature review, there are three research assumptions were made in
this research. First, it is a study of media-culture industry’ s influence on spokesperson image. The second is the influence of
media-culture industry on purchase intention. Next, the study on relative effect be-tween spokesperson image and purchase intention
is carried on. Finally, the differences between personal background variables and research variables are emphasized for fur-ther
analysis and explanation.
Culture-media not only is becoming a more important social resource, in this re-search but also has significant influence on
spokesperson. According to the results of analyses in this research, it has significant impact on the fame, attraction and reliability of
the spokesperson and the degrees of impact vary with age group. By the dissemina-tion of media-culture, consumers know more
about Korean culture and that would sig-nificantly affect purchase intention. Due to the quality of spokesperson image affecting
purchase intention, when introducing new products to the market enterprise always use the fame and image of the spokesperson to
give its products additional splendor. For consumers with different sexes and educational degrees, the degrees of impact vary.
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