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Abstract

With the rapid growth of the Chinese cosmetics market and the continuous intro-
duction of new products into the market, beauty videos generated by other consumers,
that are by beauty vloggers, have become a major source of information for cosmetics
consumers. With the popularity of beauty vlogs in China, beauty vloggers have
become influencers who affect consumers’ information processing and attitude
development regarding cosmetic products and beauty routines. The current study aims
to explore the characteristics of beauty vloggers that affect consumers’ attitudes
toward both the beauty vlogs and the products featured in those vlogs. Based on
parasocial interaction theory, the study examines whether perceived characteristics of
beauty vloggers influence consumers’ perceived parasocial interaction, which in turn
influences their attitudes. The study employs an online survey, which was
administered to female consumers in China. Data from a total of 372 responses was
used for analysis. Findings show that the perceived similarities to and perceived
trustworthiness of vloggers have a significant impact on parasocial interactions, which
influences consumer attitudes toward both the vlogs and the products shown in them.
Perceived reliability and perceived attractiveness are shown to have a positive impact
on consumer attitudes toward vlogs. Perceived expertise, attractiveness, similarity, and
trustworthiness have all been shown to affect product attitudes. These results show
that while beauty vlogs have a significant impact on consumers’ decision-making
processes, the perceived characteristics of beauty vloggers themselves are important
to consumers in the development of their attitudes toward both vlogs and products.
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I. Introduction

23 ARl AlaSo] Z7eta ud gol
= 2epdo] ot Alo] AN WA Park, Yu, & Kim,
2016), = FEAGS HRE A4S Holi ot
(Zheng, 2016). F= AJA o= ThFst HA =9 AlA
o] FUglol SAIHIL A2 (Jung, 2011), TRt
A=k AFE o)A 2uAEL Heo] ojHge
3H7|% gtch(Jung, 2011). S AHREL T2
A= AE A 9 Fuler]o] g%t &=t

Ho]t}(Atsmon, Dixit, Magni, & St-Maurice,
2010). 53] AUl &A1Y AFyA | <=
& Fe 2MAEAA BRI, APYEHASNS),
metd ol &P Aol T TRt wiAlolA BE 4|
AERNY At AE ARE LuAE0] AR BA
A A A o] Fa% AT RUth(Atsmon et al,
2010; Crampton, 2011; Seo & Lee, 2013).

it 2¥1AE0] AL AMgSLL Brlele B
= AAHCR HojFs F342 avAEdA 2
AI71E B3 Att(eong, 2012). T= AFOIA &9
A2 A A= 28R} S A&F o2 AFSEY Q)
O m(Atsmon et al., 2010), HE] AE FH, 7} 4
ol wok9-g AW FYFo2 AFst] FR5
= AH|RE ESE S710tal Qk(Strugatz, 2017). A
I FE 942 ERASL &2 JHEYU0] AlE
2 Ao, AFe) et AR WS she B
oz Aug 22A%} 8% o
g Shh(Lee & Kim, 2015). 1Z T AH|XE0]
A Z+ele BEgr EALS HE =04} L Zojilo]

A AIAE AlFol diet AB|A BiIeo] ofE J¥E v

Hr B~ fob |z oo
>.

rlOEP

AlArsta dgsh=

—_

A7k B =R olo] Ujet §e ol B AAe
A7) §lste] mlelo] ARUA A Hobo] #4135

2] A} 5 A8 (parasocial interaction) ©]2-& ©0]-8-51%
TE F98L T2 A BRI Be T Al

EE E35ld Y9AZZE 594 AR7F ALHT o)
A RS AT T ERAG YR 8 A
A Aol BIciolg B3 ARl ARl

Il

WAL G4E & ek mlEo] AFUACIA ol o]
w2y, olaie 214 ARUAN SN 21
4 guagol B4Y & Utk 2AEA 4348L
sclo] Au|A7} vleo] SIS ATAY A4le

avjae] ZA8lE Joargol S BEst AE HEo] UAs 4% BABAT

17 AS1A BA} GARE BAE ¥
F5tth(Horton & Wohl, 1956). F &
ndo] A%S &5ke] mltofoA
=8 Bt ofuj2k(Nordlund, 1978),
o] el Ape} e A3 A S
£ AA ARFYAlAS sh= ATt
E}(Hwang, 2016). AH| A&
d= &l Hot= E=7%} o|=3t &
AE 3T & deu= ZA}ﬂz—] A5AL o2
n & Wohl, 1956)2 £ g3+ A A¥s}7]o
Aottty HoE & AR 7 534S Al
FotiA EEAE AFAY LS =74, o]
o S 54T 50N AAE Aol gt
B FHol= dF= v 4 S Aol
= 3HE AOlA FE 5949 et HE
of FE EEAY T2 ydol AL Ut
(Adler, 2016). SFAFE &= AJ& oA AH]|RES0| A
= FE 5340 dgt dv= FE5T Aol
5] HEl E2A0 it 48R A|Zto] RE &
g 2 S2A7F A Ak Aol it Bkl vlA|
POl gt A= FEsht dasioha wke
aiﬂﬂ AxH| 2o U]X]—:

ol
o3

rO

d

i
o

¥ oox [
_(?L
rr
gl
o
fifo
o

r
o (L
i
LI}

f
flo X
\1[‘-&3
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Zi—l“olrl
o offt oX

0 ll—' °->|4-‘ rl; H'T‘
Y r& M
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S
ful
offt o
o2 o
%

O]%e }E‘foi /\H]Z}ﬂ x]
ZFske HE E249 540] 7E 5343 FEA
F "ol vA= Il et A1 P S AAISHL,

Il. Theoretical Background

1. Parasocial interaction

A A A} S 28 (parasocial interaction)< H|T]
o] A&B|REo] Hyo] FARIES] Hste =7]= 7t
A}9] o7t A1 S Lotk (Horton & Wohl, 1956). 413§
Aol g, £UHEe vlelole) del A%
3} w22 59 vito] SYUEe W2 LT
ozt R S22 7S 22 7}7}—8— RQlog 7]
Al HtH(Choi & Kim, 2006; Nordlund, 1978). o]&{st
ARE F8A7E AAA Ee 5 gl A
gk g w3t Al Y 4= AoH, FARA ozt

=
82 o2 B9 UG S LA He 95 4
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dAro|tH(Horton & Wohl, 1956; Xin & Chung,
2012). AgAto] W=, 48RS vHo] 41l
== WESH st FAF AAoA S A
= ZAAYE s3NES Mg AHES =A% gt
(Choi, 1999). 2:87}7} v]Ejo] EAIET} <434
W ANAEE v WO BAL e LaE A
I (Mancini, 1988), X5t 5410 545t Z&
3o © & TAS HolH(Derrick, Gabriel, &
Tippin, 2008), "]tjo] 54Q1E2 Tl 4lojsh= 3
A A5 2207 o]0z 7] % FHk(Nordlund, 1978).
njtjo] AH|RE0| A7k AR A A2 AE-2
oheFet Eopo A AFtE QT AFAFE vt &
H|R50] F1 Y (Choi & Kim, 2006), TV 2
71 9 35 X3AK(Choi, 1999), B4 YA Lee,
2007), 47 3AE(Park, 2004; Shim, 2008) 5 T}
et vltjo] SARNET} FASH 58-S B/t
H, 2BR7F L7l EARR]A A AEe At ol
to] e goly 22 oA 54 Sh= AlEFel 3
FE vXthE AL HolFelth Bt A ATt <
S0 oy, AHjARSo] TV FaL oy o] A 7
Ef(Hwang, 2016), Bl &3 =(Park, 2004), 23H
(Labrecque, 2014), 22}l ZHUYE|(Ballantine
Martin, 2005) 2 SNS Ao|E(Park & Ha, 2017)&
Honw EABH eSS YAVH: AL Ho
Z91c}. Thoat vitlol A0lA vt o] 4ulAst 5
12 7ho ZA5 Y 452g WAS HolE MY
78 uleko 2, ekt vlo] ulA] o) shtel }
Bl 538= 5l A H= FE 2279 vt
Atololl = o3t WAV FAE & A= Aol A

& 4 Ak

p

e ()

2. Beauty vlogger characteristics

HE] EZA(beauty vlogger)+= H]H 2 (video) T4
o] E&271(bolg)E &l FEOl THH FEE A5}
L A @3kth(Pilkington, 2009). o]ES HEl A
27} 52 HEld] BAo] B Ut AuAERA B
Ejo} HAE thet JEE 54 FAoE 4]
ASof|A A|Z3tt. MOMO, Amiu, NO FAN NO_
FUN & 3= 593t E2#EMunro & Scott, 2018)
2 g3} HeSRT ¢ We A/ FUlE Fr
(Akan, 2017). ¥ E2ASE A} olopr|ot= W

ot -

IR 3

T

A0 g AHAEA SHFE] Higt RS} HE E
e 5 HE ok 22 FHE AF5ko(Strugatz,
2016), AHREL 15 FHY0R Q1AF T B
o] Aol 2 A “71th(Akan, 2017).

AYPAt= vHo] AHEA7E A 45k vy o &
ARAES EFL A4 Aoag 4T HH &
ol FFE vt 2S BoJF=THHoffner, 1996;
Park, 2004). JE AGA}pe] EAJL 48250 ZE
£ olsfsta Aot g IS vl Th(Belch &
Belch, 2015; Kelman, 1961). 3E Hgz9] EAL
ARG, A4, fAHE, Mg 5ol sleH, A&
A4 T wAIA 9 JF wet B4 E4o] gt A
SA7F JH -8R0 A Hih 2 4L v & 7
o] lth(Andrews & Shimp, 2018). & LA = B
E] AF E Ho]2Y woke- 5ol gt JEE Ad
E2A E49 o9 +E84E HEA,
g4, FAM 9 A=dS AAsH, ABAFE A A
Ze E2A9 B S48 45E 9 AR
B P49 TAE Lot A} gt

Lok o

=11 Yd
or—

1) Expertise
A (expertise)> R AR} AGsies F
Aot olsroll thste] gt WA R4lo] A=A
of tisto] JH +E8A7 s AEEH, SEA7}
AR dist] 7= FEAQ wWHo|tH(Cha,
1990; Kim, Jung, & Han, 2012). X 8291 4H|
A2 AHe} T ool FJH AR A,
AH, A4 A9 T v R HE AR HE
‘de TRItH(Cha, 1990). & ATol|Al= AH[ARE0]
FE EEA7F 7 2oko] AR A4 E F3o]
AT A 7ok AeE Ui
AgATol 9ot JH FEAES A
2 AHof st} FHHR s, A&
o fdEs JERYoRRE ¥ W2 FJHE Wo}
735Fo] Qth(Ann & Oh, 1997; Cha, 1990;
Kim et al.,, 2012; Solomon, 2016). £3] AH|AEE
AEAQ Ao BQgt Fopof oo FHE T
2ok AEZPE AFstE o AR o thote] K
o GA 5= Aol Ark(Solomon, 2016). 415
At Y T2 PR AE4(0h, 2008),
TV %2949 HEA(Choi, 1999) I AZ=x Y

oX, oX
o,
Hir wl
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oA WaPAFo] dojd AEA(Kim, 2013)0] FA}3)
A A5 A-go] FAA0l gL nFH e AL Ho

oItk Ax HE] E2AE 43I0l ofd A% &

A9 AEGE THT 5 9l 51 T 2 AHQ vy
Aol st Fr7} BEslnz Bz A0 AzAEql A
£40] ofd, AH|AEC] FYYE BUA AR E F
] 15t tiste] Aok oA AR = A
20| E3] $8F Zo|t}. wEhA tfet HE &
AEY JEE Aot=s JHYOEAN F=F o448 &
HZHE0] 270 diote] L7l AR EAHEE
Aoago] Z(+He FFE vd Ao & 4

c}.

Bg0] £HAEL WEAO] £ mHo] Zddt
Fael AlEol tisto] Hrh TojAQl HieE K
(Ann & Oh, 1997; Lee & Shin, 2004). 9l & &
2% & SAEZE A gt HEAdol wrhal A7
52 Fagol ojg 4RSS HEE B 34
Ao g UERTH(Park, 2004). APATE HIF L=,
An BY 54 A4S B9 3BT 8 1Y
oA ERAREH A== AL 5940l tigt
Hme FRANA Fsk AF] A el I
A4 9L =2 Aoletn YT 4 9t

30 o

Hia: 7e) 20 tfstol Azte AEHL 24

84 458 280) HH) S v
o,

2 46| A Bl At e S
o it =l 3ol 3

H3a: HE) B2A0 ool A2 2
oA AAE REABS et Hwel )
o JFL 0] Aolek

2) Attractiveness
ol 2 A (attractiveness)> FJE HALAL] ofjz] J=
£ U3t} (Cha, 1990). A|ZH WAL JB 582}
7F AR ARt diste] 7= wWige] Jr=ms, 4
B Agate] gigh AZ4d migyo] s2s JE 5
BAs AgAolA 23S 2 AEE +85h= 4
Fo] ETH(Cha, 1990). FE ALY g g 77
YAleld ante] 583% 9F 84 F shzA Az
He migdo]l 245 AHAES FE ARl o

avjae] ZA8lE Joargol S BEst AE HEo] UAs 4% BABAT

Sto] Hrh 2oHo g grishal g0 g AFUA
old A7} EotA= Aol AUrk(Belch & Belch,
2015; Cha, 1990; Kim et al., 2012).
sljo] 4RI e nlro] 4uAA} L
7e 2B AFSALo] AskS nx =935 9
Ao|th(Hartmann & Goldhoorn, 2011). 419 ¢ +-of| 4]
= HSAYAE] g do] AHAE] FARRIA AL
2h-g Azl FoJu|et Y nA= AS HolFH,
Wi go] A5 AFUAlA T3 HEdS AR
SFATHLee & Jung, 1997). HlHof &H|A}Eo] HiE
Q1 TV SARIET HaL 4lof stal AR A ezt
& WA AstA B3== A H (Hoffner, 1996), A
I 5 5l 85t E=A00 diste] aHAk
S°] L7l WEgAdE ARAER stolg Addd=
LA sk, et 2 =4S 7HAA Aol
=, awjziso] AR HE| 54 B2AY} ol
o1 LZ4E B0 dste] wet e 24184

A8 127 Zolt.

M Ee gumde] ZAdtH AuAEL
A% B2 % A hste] vk FPHo et

= 30| UthLee & Jung, 1997; Lee & Shin, 2004).
oot SARIES At C®2 4% Xin and Chung
(2012)2 =2kt A AE0] 54 ste QlEo] wi=A
ojlgtxl L44E dig EEjuto] EH A|Eol st
o] 599% 9l =& YEFHA}. Yang and Kim(2016)
47 B0 ZAES tig o] Y F4
of gt Bixo] mX= Fo%t FFe HoFA

(Yang & Kim, 2016). 1 2d, =2t} 54015 U
4% TAEQ] Hig o] g =0 B AlE
FoIst S v]R|%o](Lee & Jung, 1997; Lee &
Shin, 2004; Xin & Chung, 2012; Yang & Kim, 2016),
AE BE YL ARl B ANAES B

AzRe LAAE BEyol 245 594 2 AF

_4

of Bt ZolHQl BEg FHT Aeleky 13T 4
ol
Hib: HE) 2270 thste] AZe e 24

84 45 28] 4
ol

Hb: HE) BEA0 thote] Azt thEge 34
ot ol A9l GFE ] AHolc.

IFe 13 2
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H3b: HE] 2270 fste] 4718 igAe 59
ApolA] AAE HERE et o] A
o Qdakg uld Aol

3) Similarity

FAHS (similarity)2 FJH ¢8A450] JH LA
o thsto] AHAls} Hl 2Tk LA B 2 A (Belch
& Belch, 2015), & AFo|A= ABREC] HE £2
AZF A4 ARSI A2t A =S TRttt A
FAo] oot HH +EAE ALY FARE FH
Hofl diste] AT 2L 7HAAL oG HEE B
o )Moz wolSe] gAet YuTe B} &
&2 AFYAel4Ho] o]FofXIth(Belch & Belch,
2015; Cha, 1990; Kim et al., 2012).

AggAsto] oJshd Aol Al “AR= FAHS
2 70of tist 2§k 5707 o]ojZtH(Montoya,
Horton, & Kirchner, 2008). T3t AH|X}7} njtjo] &
BB tote] Lol A4 Ei BUA 877}
ol 2R} AZele BAEE 4EEo] &
o}Ztk(Belch & Belch, 2015; Choi & Kim, 2006;
Hoffner, 1996; Oh, 2008). AYATLE HIF O F AH]
o] A 7E 5942 EHA RE E2A A
Sto] L7l fAMdS AR A AeAgol 383
FEFE vE AR 5T £ 3l

AE FE&A = AR AGATE A4 FARSH AL
L7l Agatol] gt BAME R51 17t Alsst
= AH A= Het ToFQl H=E F oA €
tHKim et al., 2012). E3] 7jeldor Z mak= A
ol diste] AztEe |AMIS A Aol
et 3 7HAed & dFE UXItHByme,
1971). ol2|3t FAMd-23+9] WA= AFFolvt =3ts]
A ko, njtjo] 2, 57, BHE Fof gt
HE FAo= FgFS v]ZtH(Cheon, Ahn, Mo, &
Park, 2016; Park, Jeong, & Lee, 2017; Till & Busler,
2000). BEjo] &oF A= AHAZL Falo] 55t
do] tiste] 7]= FAMdol 245 s FaLd
L-Z% A|Eo|L(Cheon et al., 2016; Montoya et al.,
2008; Yi, 2007) T2 T3o] SA 5= A4 B} 7
& 5oxl HEE FHUGE RS Hol FT
(Seo, Kim, & Lee, 2018). FAM3-57F o] =2 (Byrne,
19713} APATE vl O = (Montoya et al., 2008;

1A

W

T

Till & Busler, 2000; Yi, 2007) AT HE] FGA;
AL avixSo] He| BEAd Hstol Aot
AP0 BT AT HE BT SR
FHAsH= ATl Wit Bz Eoh 394 A Aol
gt 4= Ut}

[F o

Hie: ¥ 2270 tiste] A28 SAHdL 24k
o4 434 g0 HH9 FFS 1 A

o,

Hae: Bl BEA] gele] A2d SAS 94
of et ef=ol H(Hel FFL 1A Zolck.

Hie: el 2870 tistel A28 FAHHL 5
olH ANE REAZ et Hzo] HH)
o 9gke ud Zoltk

ox

4) Trustworthiness

412 (trustworthiness)> FH 84| 7oA
AE AgA7t 7iQle) A glo]l E4oHA AEE A
ot ok 7= AEE WTTHCha, 1990; Song,
Lee, & Kim, 2017). & ALoA AFH E2A7}
A&sk= AE7E Aol HH HIAE A=
T AHAL AHATE 2= AR gRith AR[AE
o] JH HAgAtol djsto] |7k A/ AH A
9 4 He FAh0 S&% T2 "IAE 8RICEHN
AHZ = EE $ e JEYo] A JEE Hr}
Al=5ta R AET ofy, 2} s AE] tsiA e
S 9& 0] =& FASItH(Belch & Belch, 2015).
s SARIETE] ZHFe] ARUA
ol TAP A Aol Hiet AT s=rE A
st oAl WAE FAS= Aol EoxlH
(Hwang, 2016; Kim, 2013). w&kA S AH|AEO]|
Yol S5t FE E270 diste] AAsh=
A= dL FAR] A o Agol foftt 9= HAA
2 2o i & Utk

HE&o] AAES S F Sl HEYoRRH
ST AEE Hrh FHZH 0 E Hol50| B 2 (Hwang,
2016), A1E4d-2 AHRe] HE P40 F83% TS
u) X th(Park, Kim, & Hwang, 2017; Song et al., 2017).
AP A= AH|RE0] AlEAdo] &2 Bdlo] &A%
Faet AlFol diste] SEAR] HEE Hllvks A
& BojFth(Lee & Jung, 1997; Lee & Shin, 2004;

E;:O
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Na & Kim, 2003; Shin, 2003). H-E] SJA}o] A HE]
A HJHE HIots S22 tiste] &H|[RREC]
L7)E AgE 39T Ao, AYgATE vigoz
AH|AEC] A7l AlEA4do] HE 54T A EH
Tofl 38490 JIFE v Ao AT - Qi

Hid: 3 2270 tiste] x7ke A4S 24}
o4 454 2go] H(Ho] FaFE A A
olct.

Had $E| 227 ekl A2

r 2
{‘.:
$
é‘é
H
2,
oX
5
1o
R
ol
‘TS
mE
IO N
o
&

H3d: HE —«Eﬂoﬂ EHO]—OZ] 1]7 % AL =9
gollA AAIE FEAZO et Bol H(+)
of garg u4 ol

3. Parasocial interaction and consumer attitudes
FA8)8 4EAG ol Bol mER, AMREL W
ol mltol A3g Bakol 5Bl thsto] 2
ARE w71, A58 AT 52 7Pk ARle
o 7]HA o] SAAET} 7HFe AEEAIRL
ALS) A AS ARE-S P Aot (Nordlund, 1978). 4
A4S0l Hltjo] SARIE oA L7l SASIH
&2 Hlyojof gt a3 SAZF2 g o]0

T, ANAES SHAEET A&H BAS 8K

24

o

MR e JFI

o

b stol, o] 918 YL ol A 35
& HQITH(Choi, 1999; Park, 2004).

£ ol mido] B0l AwlArgol

3
A2 ZA8H JoAgol g LY Te
A

Hol| 54gH Xﬂﬁ‘oﬂ gk o] FFH Q0 JFE T
Atk= AL = At & E0], Choi and Kim
(2006)> Zdst ndoj sty

iHlZH%Ol |
L7le SAE Y J5AE BA19 e g BE
o] &gt Farof gt Tl Bi=of FFS w|F
£ AL HoFth 43EZ Yo AFE
Park, Jung, and Kwak(2010)< AH]|REo0] 2dof o
3la] x|zZket 24134 Ale Qo] ES4E Fo &
2l =] Hiet SEETF woAE AL HojF
R0™, Xin and Chung(2012)2 A|HA}7} E8tu} &
ARIE Histe] L7le EAR]A A28 Aert
255 o9 =brto] HiAE PPL AlEo] it +
UHAB} 7t AL BoFch B3 Aoy &

avjae] ZA8lE Joargol S BEst AE HEo] UAs 4% BABAT

%’MC’J FHFE U]’;EiE]'(Park, 2004). AAA7T 99
? o disia L7l FAEAY 45 &
2770] gt 399l HER o]o]F o H(Li, Park, &
Hwang, 2015), o]8§ L2 THo| A A&7} T2
of 45t= Q& st W7le SARY Aot
|2 o AP gt o] JFS v Ao
2 YEFHTHSeo et al., 2018). AYPALE vigto 2
3 28RS0 HE B2 giste] s A4}
3 g2 ‘E‘F% TIY 2 FFANA AAE
AlFol tigt 5941 Hx FAol F3FS & Zlolth

H4: AH|A}E0] A Zsl= 4134 A5 4 282
Gl gt EHEOH A dF= uE A
olc,

H5: AH|AHEo] A|Z¢
AlZl et EHEOﬂ Xé(ﬂ,] oJ3ke W

ZANE A A A L

@
N
o
)

AB[ARE0] A mjHojof Higt g2 mltiofof
SRt Aol digt QIAA B AR HE FA4
o] 24#9l 9 w|zch(Davis, Hull, Young, &
Warren, 1987; Goldberg & Gorn, 1987). o] TA= &

5] ol Fofo] ekt ATE Bof S Ak e.g.,
Gardner, 1985; MacKenzie & Lutz, 1989; Mitchell,
1986; Mitchell & Olson, 1981). AYPHFLoA Hoj3
+ tldo] H=e} wlrojofA AAIE AF et =
Lol 3R #AE REETIL0l Het Heet 5
gl A AAE AlFAl Het B A E 2§
o d 4 Utk A&d W& HFo R, 48R 7
Bl 5d4< Folstar sl diste] 322 H
L5 THSE 30N ATE Aol dste] =
ARl H=E HY Aol aid & Ut

He: $94 HEr AEEEe] Y G v
4 Zolt

. Methods

1. Hypothesized model
B ATE 33 oy AvjAEo] Be 59N B
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WA AZE Be BEAY S40] B2 fhstof
Lk 240 45AE L Be S9N 594
oA AAE AFN et Bwol] njHE e o
B34 Soitk B AL EASH JTEE 0| EL
slgoz Rl BRAY EYHEY, §AH4, W
4, Aol 2AEH Juago] nxe Gt B
o 94 SGYolA AR AF el vA
ol A} SHirk. APATE viFoR AL A
stgon, AFRDE (Fig. 1)3 2k

2. Research procedure

B A7 B3 AHe] Astol F3 4% Y
< BGT B2 HERA JAE Fojol Ll AR
2AHE ANt Artae A2 Y Ax R

3. Measures

2 AFolA AMEE HE 232 BF AgATo]
A AHEE AEEFE AMgsleH, 78 A= A
Lo}t £ARA AT AE-2 Kim(2005)T} Li et al.
(2015)9] ZYEFL Likert HEE AHg3to] 27t
At B2A9 491 AZHE Jeong(2014)] £,
W2 AL Zhao(2012)2] £}, GAHIE Kim(2008)3}

Perceived vlogger characteristics

Expertise

[
\

A
J

Attractiveness

7,
AVAN

_H>

Similarity

\ //\\\

N
J

Trustworthiness

7/
N

ot -

1 // Parasocial
\\ interaction /

EISARS 7

T

Kim(2014)9] &3, 418432 Jeong(2014)3} Zhao
(2012)9] B3+ A-3lo] Likert =& 4351
HE] =94 gl = MacKenzi and Lutz(1989) 2
Mitchell and Olson(1981)9] &4 E3S vigtoz 9]
oo £ A =g ARESte] Z7gst o, AAlE A&
3t Bl Jung(2014)01 A AME-E 32 Likert &
T2 ZAott.

4. Sample characteristics

2 AT FEAY AF-EASH 5442 (Table 1)
of AAlstAtt. SEA S 25~29A417F AA| SEAR
36.6%(136")Z AY & ]SS ARSI, 30~344]
L 31.7%, 35~40M1 17.2%, 20~244%= 14.5%2] &=
ol9lth. 71EL HA SHAL F 68.0% v THT} B
gtor, szl g EARTT 79.0%(294F)R
A otk AGe GRE ARL/7|EH(54.6%).
2T H(19.4%)3 AHAEH(G0.0%)01 Ak S5
5] f £5L 5000912 ©14~10,00091%t T]to]
Hoety B3 SR} 452%2 71 Woky, ¥
BT SGE o A2 500912 ol4~1,00091<t ]
sl SRAL 38.7%2 71 B WIES At

IV. Results

1. Exploratory factor analysis
0EYRoE 299 WSS, 2 AR, P4, ¢

A, AFA, B9 HE B AFHRES] 4 I

m;titudes towa?d\‘
\\ the vlog /

'/ T
ﬁttitudes toward \

\\\ the product /

<Fig. 1> A hypothesized model

- 655 —



8 WE| ZEA e 37 Avl4e] EASH YBAgo]

<Table 1> Sample characteristics

YT H= AF H=oll A

%

Demographic Item Frequency Percentage(%)

20~24 54 14.5

Age 25~29 136 36.6
30~34 118 31.7

35~40 64 17.2

. Single 119 32.0
Marital status Married 253 68.0
A high-school graduation 16 4.3

A college student 16 4.3

. A college degree 294 79.0
Education M.A. degree 39 10.5
The doctor’s degree 6 1.6

More than a doctoral degree 1 0.3

Businesstechnical 203 54.6

A management position 72 19.4

Professional 30 8.1

A sales office 24 6.5

Occupation Student 21 5.6
Production occupation 12 3.2

Housewife 5 1.3

Self business 2 0.5

The others 3 0.8

Less than 3,000 39 10.5

More than 3,000~less than 5,000 96 25.8

More than 5,000~less than 10,000 168 452

Income More than 10.000~less than 15,000 37 9.9
(RMB) More than 15,000~less than 20,000 17 4.6
More than 20,000~less than 25,000 6 1.6

More than 25,000~less than 30,000 5 1.3

More than 30,000 4 1.1

Less than 500 88 23.7

More than 500~less than 1,000 144 38.7

Monthly spent on cosmetics More than 1,000~less than 1,500 76 20.4
(RMB) More than 1,500~less than 2,000 29 7.8
More than 2,000~less than 2,500 17 4.6

More than 2,500~less than 3,000 6 1.6

More than 3000 12 3.2

East China 147 39.5

South China 82 22.1

North China 76 20.4

Residence area Central China 25 6.7
Southwest region 20 5.4

Northeast region 16 43

Northwest region 6 1.6
First-tier cities 190 51.10

New frontline city 98 26.3

City classification Second-tier cities 56 15.1
The third-class cities 19 5.1

Four line city 4 1.1

Five line city 5 1.3
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o i3t QATLERE golr 7] 9ste] FAAREA

| ]9 A (Varimax) ]8RS AMg-oto] B4 @
EAg HASISTE (Table 2)014 & 4= 9l%o] &
W2t 546 o]A}e] Qo1& T} 818 o]Ate] AlF]
(Cronbach’s )& HEoF3

I

2. Hypothesis testing
2 Aol AAE 7HEE "AsH] fste] 34
< Aot WA, Ax B 534 EEAY
l A=/ (Hla), W= (H1b), FAMI(HIc) = Al
FAH1d)o] FAE A AT Ao v|A= TS &
ofiH 7] fJsto] thEIHEA S AAISHATE 11 A5,
ARPL A Aoz U O (F=179.495,
Adj R*=490, p<.001), E2A EX & SAF(8=.595,
=10.894, p<.001)T A (B=.138, =2.527, p<.05)
2 EARY oA foRet = PR A
O = YEH, Hic®} Hlde AAEHQIT ¥, AEA
I G2 EAEY AEAEo] f%t FFE T
A7 k= A0 2 UEhY, Hla?t Hibe 7]12HE Qi
o] AH|AE0| FE EEA Wit 7l= A

re

=)

o

E
=

ox 1%

2L

Q.

<Table 2> The results of exploratory factor analysis

N3} Aol Be5E BRAS W A7 et
£ 59 Woe 2He L9, auRel 227 Aol
24354 45go] FHETE AL Rzt R
g 594 BuAL 49E ddelo] obd xp4lT §
AR At 2BERA 2SS B2 sto]
A7+ L7 o] AT AFAS0] B1 v &

L gy 220y AR gote] Lt §
APgol EAR1H AoArgol FFS vl AP
T9] A3}e} AA]5HH(Choi & Kim, 2006; Seo et al.,
2018), 28]27} E2A dfsto] L7l §AME A
Yo AN Yog FHY FaT aQlojek
740 01— /\ gj\q—

T HA 7HEE 4IRSl BE 594 E2A
of tisto] =7)= AEX(H2a), "iH A (H2b), FAHS
(H2c) % AZ(H2d)0] 54 Bzl A= IF
of et Aot tEIARA A3, AARFLS 19
5190 W(F=31.714, Adj R*=.142, p<.001), A 2% of
ZGA(B=.156, =2.471, p<.05)T+ AFA(f=263, =
4.156, p<.001)°] AZ FEl FJ4 HEl vA= 3
Fe FAROR Gt Zo2 etk 1t A

Variable Item Std. . Eigen Varia.nce e
factor loading | value explained
She seemed to have used his experience in the field. 783
Expertise SSlIllsjescic.emed to have a professional knowledge of the 701 2393 6.647 837
She seemed to have a good knowledge of the area. .585
She looked cool. 711
Attractiveness | She seemed sophisticated. .607 1.845 5.125 .833
She was beautiful. .546
Her lifestyle seemed similar to that with me. 741
Her thinking seemed similar to that with me. .693
She seemed to use similar products with me. .693
She seemed to have similar taste with me. 671
Similarity 5.010 13.917 818
Her character looked similar to me. .670
Her consumption style looked similar to that with me. .645
Her image looked similar to that with me. .609
She looked similar to me. .600
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<Table 2> Continued

. Std. Eigen | Variance
Variable Item . . a
factor loading | value | explained
She looked honest. 702
She looked faithful. .699
Trustworthiness | She looked sincere. .667 3.132 8.700 .820
She seemed reliable. .642
I could trust her. 553
I felt like I used to know her. 782
I used to think that I wanted to meet with her. 776
Parasocial "k her as my friend. 771 3963 | 11.009 | .838
interaction
1 felt like I was involved in the vlog. 718
I felt comfortable with the vlogger. 678
Unpleasant/pleasant 922
Negative/positive 919
Attitudes toward e
Dislike/like 918 4.617 12.824 .897
the vlog
Bad/good .904
unfavorable/favorable .854
I want to buy the product after she recommended it. 745
I have an intention to purchase the recommended 729
product. '
I will consider the product recommended in this
video recommended as a first thing in the 710
Atttﬁzdeiozloll\:frd consumption situation. 5.566 15.460 83
P I became to be fond of it. 703
I became to have a better image about the product. .694
The likelihood to purchase the recommended
S .690
product is high.
I have a preference for the recommended product. .689

AT GAO GFS Fol5H B Ao ve
U H2b%} H2dE A|AE| 910, H2a%} Hoek 712
otk olelet At 2B|AHEo] olERT AYE
W & g BuAvt AnE a1 Y 5
240l dstel meh T4l HES BT 2
g Hojzrt

R B2A9 S491 AEA(H3a), HEA(H3b),
FAMI(H3e) 2 A (H3DO] ABH =] 1]

ol diste] th53]AEA S AAIRE 23, 3R Y
o AT AR YEFEOH(F=169.559, Adj R=
645, p<.001), EZA 0] tisto] Azt== HEH(8=
393, =9.652, p<.001), WA (p=114, =2.633, p<
01), B-AHY(B=.280, =5.740, p<.001) L A= (B=
162, £=3.090, p<.01)2 H% A|EZe o] §-ou]dt
TS u|xl= Ao = e} H3a, H3b, H3c, H3d= &

% ANEQY. &, AHAES B2AT feH Qs
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S, 9 4 Ut LASE, B3 SR &
S, YRAIAD L4 g2k 24 Ee
; -
I e R
42 FFH0R o AR F=el= 37
JFL A 4 OB, BEAY By EL A
218 E40] 83 S & 5 Utk ol
M B4 5 AR ABA 1Y %

315 >
_$
2
P o
e
2,
o
ol
2
HI
1 -
fo
lo
_lZi
ro,
o
L N
fiju
0

il

AAE &
Ath= AS HojEd

21134 A5 o] T4 Hlro njxs gk
(H4yS A4S 23, JARF LS |ostAdev(F=
30.149, Adj R*=.073, p<.001), AH|A}7} BE] 2824
2HE A" SARE JeAE(p=274, 5491,
p<001)2 5G] tgt Bzol] A+ IS vlA
A% YEh He= AA . o] ks 49|
AFgo] Fuudo tiste] L7l EAE A Joate

<Table 3> Results of regression analysis

ot -

uh7] & 11

T

ik

S Faro] 3HAR FFE A= FFS Ho
ZIHChoi & Kim, 2006)2} ARSI, 2 Ao A
T EEAES WF2E 4H RS0
& E2A diste] 7]+ %17‘0 g 59T
gt TojAQl BHE FHgo=
=t
opAlgo 2 ER2 A0 tisto] A|ZE FARA A
28T S it Bt AlFEHE vA=
FF= oth7| fiste] HARE ts3lAEA A3,
3] ARFL 5-9J519] 0 H(F=103.453, Adj R>=.356, p<
001), 28RS 0] B2 A0 disto] 2| ZE FA] A
A5 AL (=472, =10.893, p<.001)T} BJAF H=(B
=262, =6.044, p<.001)= AFE o F(+)2 FF=
H|A= Ao 2 YERY H59F Ho= A A5k
H|ZE0] E27 9 diste] “7l& XDe 3
F 534 HE e 5940 =& A=
S B Folgt FFE PRt AS ¢ 5+ A
(Table 3)0ll4 7Hd HA Aol et Q9 AAIS
et

1r Ay

2 L o8

Dependent Independent variable B t Adj R F
Expertise -.004 -.079
; Attractiveness .064 1.236
Parasocial 490 179.495"
Interaction Similarity .595 10.894
Trustworthiness 138 2.527°
Expertise 118 1.872
: Attractiveness 156 2471
Video 142 31714
attitude Similarity -.030 403
Trustworthiness 263 4.156™"
Expertise 1393 9.652"""
Attractiveness 114 2.633" e
Product attitude . .645 169.559
Similarity .280 5.740
Trustworthiness 162 3.090™
Vlog attitude Parasocial interaction 274 54917 .073 30.149™
Parasocial interaction 472 10.893™" "
Product attitude . 356 103.453
Vlog attitude 262 6.044
* p<05, 7 p<01, T p<.001
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V. Conclusion

A

£ A7t 33 ogavuAEe] Be FIHL 4
BotwA Agsie B0 g S4ol 4l
et Bwst A FAl =2 H AR Tt B
of u]A|t ol thote] Lolugke). w3k EALEA
JEAG o 2L HEOR 2ulAEo] BEAd s}
oq ;(]71—0 L 5_/\]-_—5;]76] N—j?ﬂ—.&g} 2457]- EOCI/KC]- t}l
AEel et ol mHE G Pohugith £ A

T AN sokEtd et Ak AA, FIN B
279 B4 SAMI AFHL AZE A8
JEAGo] GO GFL TIHAT, AEATY Y
e 2A8A HBAE] FSHA R AOR Ut
ehget B4, E2A% i Folx AT 5 Ark
LAE Bt 245 g $9Yl Hote] wet &
4 Hel e= tehfoieh. A, EZANA AA =
£ AEol et B Aol Yolis BzAL v 7}
A B9 ARA, A, SA, Aol BE 3
25V 9L 0L RAYLS F S Uch. vpA
o aulAE0] YA BEAe] 2484 4T
g2 FIYT AF et o] BE 33t
Fe nAE Aoz epgek

ATANE WPFOR Tt B2 AR W AAA

2 ANT % Atk WA, B A7E 2} B2
of thetel Nzkshe B4 @ 241 Hoagol
o 949 4 ofno] 3T LAY AR

4

53] 2279 54 F 494 B2 Yt 1
2 B4 2 AFe] e o] $EA0E 0
9F 20108 ehton, oft 2ul4Eo] WE 4

93 A3 Holk 22AS ATy 1A A
FuAelde] Aol Fasihe A2 AR
£ A7ans 2270 qej LANE A4 9
o aulAEo] BEA AT fAS L =2
u) B2A0 el Het WIS Lolw, v AT
o g2 Ml AAZ P AL HolF
ot ol2A BHH WAL Ut B4 U AE
Qs O3t Gee mHon, ok 2=
A ARSI fAG AF B ovAS F23)
Aol FRHE R AR teb e 594
AN fAHEE BEIE oluld] R4S Agdtel I
"

28 L0 ARUACIA BAZ FE5E R

g 594 43 2ol F2F Aot =3t 4
= 7e B4l e Bolele B2A sy
Aol AT JF RAYL HolE FIL Y
Holn WELNT BEAL T 54 Wil F2
St A€ Uhelic. o] Fak ohe Azt A1 4ol

2 ndo] sy Fio] FHAY P vk
A}t UA|stch(Lee & Jung, 1997; Lee & Shin,
2004). Ao R & A= 0 =&2H AE
f@ﬂoﬂ—‘: Hiﬂﬂ A, g4, A=A, Aol
HE Rt 92 vAl= AS HojFQlth o] 2%
= TS vto] gHgoA Aet Ayt Axtet
Q% ]O]-U%(Lee & Jung, 1997; Lee & Shin, 2004), &
T FEH 34 A E2AY] ST AE
37k BAE A5k
2 AT FAHT FF Aol dgt AFHFS
AAsHE o2 gk AA, & AFolA = S=olA
AFSHE 20~40t2] ABAEE Ao R HERA
£ APttt T2 A%, A9 9 AAH 39
£ Aol7t F AR QFEASH EA4d uE
Zpo|7k EAL o U Aolnh. WA FF Ao A
= A4 % A=A AR} A A 22 2SSt

of A& APE vREAE Tof 2ok Judt d7E

oE. F_R

AP AL ou] Y Aolch BA, B AFAA
L Av4So] 37 AL Hel 594 AR 3
B2 MiFoR ARS WYY IABLS ATk
BT LS Fol7] giskel GF APE BN
32 Ao|ES Fitel FYS AHT AF B A
HouA 2EAE0] $Ee ZHT Bast UL 7

olch. AA, £ ATNAE FF BA £uIAES o

oz Awstel ATE ARAROM, el FUH

o Q) S HIES e BRANE ot o

S g 9 W o2 519 ST Kol

e Btk s, Angow X7t 9
_/':

= A3E AsT
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