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ABSTRACT

The purpose of this research intended to discover the relationship between endorser credibility, brand equity and purchase intention.

The search subjects are retail clerks and customers who have ever watched the Taiwanese TV show ‘WQueen’. 560 copies of

questionnaire were issued and 440 effective copies of questionnaire were returned with an effective return 78.6%. Based on the

statistical analysis, there are some results listed as following:

1.-Among different personal variables, there are significant differences between endorser credibility, brand equity and purchase

intention.

2.-There is a significant positive relationship between endorser credibility and brand equity for both retail clerks and customers.

3.-There is a significant positive relationship between brand equity and purchase intention for both retail clerks and customers.

Brand equity has positive influence on purchase intention and for customers that is stronger than retail clerks.

4.-There is a significant positive relationship between endorser credibility and purchase intention for both retail clerks and

customers. Endorser credibility has positive influences on purchase intention and for customers that is stronger than retail clerks.

For conclusion, there are some advices given to the cosmetics vendors and suggestions for the further research.
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