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ABSTRACT

The purpose of this study is to examine the effect of the cause marketing on fashion brand
credibility, purchase and words of mouth ("WOM") intentions. This study adopted a survey meth-
od with the questionnaire. Data were collected from respondents who were graduated from high-
er than elementary school students. The data were analyzed by using statistic methods such as
frequency analysis, factor analysis, reliability test and structural equation modelling.

The results of the data analysis of this study are as follows; firstly, brand familiarity and cus-
tomer attitude have a directly positive effect on the credibility, purchase and WOM intentions.
Fashion business companies should work up the ways of communications with the customers be-
sides cause marketing for the brand familiarity. It is necessary for customers to be known about
how the fashion business companies participate in cause marketing to enhance the value of pos-
itive brand attitude. Secondly, while the brand familiarity on the credibility, purchase and WOM
intentions are effective to female customers, the brand attitude is effective to male customers.
Thirdly, even though it was showed that the credibility of fashion brands have no significant ef-
fects on purchase and WOM intention, it is due to its own nature of fashion business and it is
founded in preceding research that high-involved fashion products may have different results in
comparison with the practical products.

Key words: cause marketing(5%] v}l ), customer attitude(4:8] 2} Bl X), brand familiarity(A &
& E), credibility(412)), word of mouth(WOM)-purchase intentions(F3d - v ¢ )
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