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Abstract

As social media has become a part of daily life, new types of online opinion leaders
are emerging, and in turn, changes in traditional fashion leaders and leadership are
expected. Considering such changes, this study attempted to reexamine fashion leader
types and influence characteristics from the perspective of college students as fashion
followers. Students were asked to write an essay identifying their fashion leader and
how and why they were influenced by him or her. Sixty essays entitled “My Fashion
Leader” were collected and content-analyzed. A total of 78 fashion leaders were
identified and categorized into four types including celebrities, social media in-
fluencers, friends/family/acquaintances, and people seen on the street in order of
frequency. Influence -characteristics of the identified fashion leaders included
superiority, role model, similarity, and familiarity. Similarity was observed across all
types of fashion leaders, while superiority and familiarity were identified for
celebrities and friends/family/acquaintances, respectively. The results imply that
celebrities, mostly those from the TV, movie, and music industries, are still important
as fashion leaders in society regardless of their communication style, while friends/
family/acquaintances as opinion leaders within a consumer group are important to
provide information, advice, and help. However, social media influencers between the

two groups are expanding the influence.
Keywords: fashion leader(ZJ&2/T]), social media inﬂuencer(_/z}gu/l:/of ojZE=9]
A)), celebrities(4/2/H 2]E]), opinion leader(S]H =P

I. Introduction
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SAo 9JAXM A opinion leader)] FTS 4P}
= g H(Rogers, 1995; Yun, Jung, Choo, & Jeong,
2014)= L FRt LA} Aol A TS Wk
o WEeE ohjel, mE BTN FARe} o7
A=Az 259 o5 J(Rogers, 1995 Q1) =
Ao F237] W] 4 @ 5% B AT}
o5o] 7RI, o @A FRFL FAEA, oSS
27 Z3He Zo] AAE Ao £eo] B4 1t
ofs17] 9l8) ST 190 ol A itk
e% Ao JAMEAY] EQT Geeo] Bol &
| 92 Alze volrt 23S v 1 WsE wE
?-E gitsit. E35] L% (word-of-mouth)
zeo] QY Yot 24u]tlojz s}
2 2ol 2 24u|golo|4 9] 97
Ardy ojAMdEA A7 I AL QUtkeg,
Lin, Bruning, & Swarna, 2018; Nunes, Ferreira, de
Freitas, & Ramos, 2018; Song, Cho, & Kim, 2017).
Aol A7 e Fasith WS A7
of MY g HEA] A, 2B, HFS F
HHsks the a3 ARUACIH £70]7] tEo
2 Aol ARYS BE ATORE g we
2 97| wpEolct. Wb nlHolg B4 A% w2
L Agrggs O A4 g3Fgoa Q) AtsF
WEe st S, A7, B8 5 4¥% 5
wo] g o Wj4e e Auet 29io) A2, Qo]
Z g3 = Ao YAFSE 4= 9lo] ZQ 35|t} o2} T
7 2 24violrt HEstEwA Tore el
e 2B Am Aze HdeEE F2Ea 9
Zzre] Qlolel, 4 WA, 4
o} éE}%l% Bhof 2l WL, 7ot
75 ol ut o Be &
o W FFA} A —%4 ah20] FFL 1A 3 9
o, cheFet W} wtiolrt gaste] 23 ojw WA
AEHLS AT AL QT FHYgol © o) 2
S WA, 7t o] EA Thie] FRFL FAEAE o
A RS A ou9lg Aol AEA Y
AFUACIAS oEA WA A SR E woh=
ofejtjolg AT & 7] wiEoltt
2 A= 248vyoiet BEtYd 4&3o] HHstE
Aol ol=et mtjoiet £BAES 7 EESH
ARESEL Y= HetES SH2 R o9 Ay

K
1o
F.Nu

_(24 l‘.u F_&

L o], ofgA 9] JFL Wi A LY,
tege b ol BAUY M a4udols
g AAgetL olg B¢ 4uatg o
%3ith. o590 Bt AT /1% e Aoy
g 5 A5Ael B Rt ceke 4 ek ol
3 AgolH dEHel JAMEAT} ofHs] fagt
A, 24007} ol HE 4L v]XLAS s
s AL 9Ju|gle Holh
e e Bk e dehisel BA
e nFTAQ17TA)oNA st ] s’
ofAo l% W-E&2Ae Zolch. Z=9 w4 A
glH et I JFe Aot A disHESelA 9F
< A= WAy diet §28 2L, yot A
9] §33% 4TS HHEst A} gt olHg A
7= TRt vyoier fEAlde] RHstd o5y,
QEt AHE HAYESY} I IFE HHEEH
A A frEozH 7] FHE o2 fRFst
A ghfished] 7199 4= ok B3 ZEAA IF
< v e oS 789 fAdzEE FEE
24 tid ks 9t T2 M-S Bk B3 5lehe
o &8 & Q.

o)
J“i r}u: rl
rR

O

Il. Literature Review

1. Fashion leaders and characteristics
HdeE e g4l gito]lE(Rogers, 19959149 5
AAQA F 7HA 9, FAReE JAHEAE 28T
Mdoltt. AR = SAtabgolA Ftkt
A A2E A8AS fEsks dAdes EAH
QA== HE AFSOIA AR 2US A
Sh= i}l I9F=Eer EQEY. fAZds g1
WA Mz AELS Wobsolil HE AREl
Hol 22 AlTHo =M 27| E T A=
9] o]H3t o|F I (Lee & Workman, 2014; Rogers,
1995; Vemnette, 2004; Weisfeld-Spolter & Thakkar,
2011y 3sk= Aol Aot Az AFE2 A
447 JAMESS shte] Ao B YA
(Jeon & Park, 2011; Park, Chung, & Jeon, 2012), &
o] mle s AL ASSHATHMichon,
Yu, Smith, & Chebat, 2007; Yun et al., 2014).
AT JAMELSS BeF WA B

é.@olﬂ:&mﬁzrlr

ox, HO

- 778 -



Vol. 26, No. 5 g}

AlEol Aol ot #ol&rt &31, o]= <Qlsf #H
FEE A&Hor @ol il JHE H{SHA FHoj
AlE=tol| gt A Ao] Wt wEhA T AAIE AR
T OE AHEG WA 4A =Ho, A4 E wop
02 AFET WA AEshs Aol vt w2bA
A BolA FARG 27| AR} He ARl
ot o]5o] ol s ol 4 Az AES ¥
A ANEste] AYE woung 2 AMGEL o]E9
A AF T AHE 345H HaL, WE A B4
o] ol AlFoll sl o715t Fotst= WA= H =
Ao s B JHE FHO| LHFT| & A o]
S0 AE} AL A4 Gl o3t Aojung Y
< Wohr]o] o B2 AFgEo] ol59 AHet 295
27 w2 A "ok o]5L8 Yt o Alw F o] Ab
3|4 52 9 sh= Aol ol A=A FE}
A AlFstrlol AgstH, ol&0] A& M=’
AT A5 o Hrt. U} B 4T we
AR E A e gz 3o Aol
=, AFE P 459 5450 0k 29

B o A5 ol Aol Yok A BE AE
14 2B A9} SRS oleld g
o Be dATolA FEol & FeA glon, A
9 e mMasagel JAdERe] S4S BAR
= 5A5H A8Hthe.g., Lee & Workman., 2014;
Michon et al., 2007; Vermette, 2004; Weisfeld-Spolter
& Thakkar, 2011).

Aol A Fixtet JAHEAES FUTL Ao
7¥F(Jeon & Park, 2011; Park et al., 2012)5H= A2
404 2l 27149 5 AAE A0] glow o
AHELS 9AY 57F 97 B Aol B
£ ol59] A7 ARolHe) WEHE A=, of
£ wa7] o)t 1t H44L Aeolzs
= AAZ sk wh, oAM= ERRlof Higt g
e AA=Z 519 olF qgS +YsHA Y= 4l
A JAA=ATE EA D 4 9l A2 ot o]
B AFoAE AP FEIE B9l & HEY
FE A gAAEgd Bt u% o] mjA=]
[ h= ke o TRl g £

=

=

-LI_>|:§
i‘

-]

el

.Ilol'

2. Fashion leaders in social media

eeelat avltlolst Buskge] uet o]zt

SHgoll A o] 4u|AF 2F AFUAClA A A=
Aol AR AL, 21 &A0A A= v]F|
Y &(Song et al,, 2017)°]ut oA, AFZ 3}
2 IJAAEHO FJF(Lin et al., 2018; Martensen,
Brockenhuus-Schack, & Zahid, 2018; Nunes et al.,
2018; Zhao, Kou, Peng, & Chen, 2018) A7} v
s o) goiA 9

W59l SRHEAY] B A Bl of
A3 SR WESE, A5, A oheh, A
ol s FEH FEIF ¥ gL, #oj=rt wiL B
o gAolRA H414 W5 Rtk 47 Aol
A oA, ThAA, A71oR, A1 AL A,
74, 274, HolH, 844, 484 5ol 4%
J=d|(Lyons & Henderson, 2005; Song et al., 2017),
QmEpolat 2Eelo] FEH o=, thFEE] AEl
A Y=, H5HA] = A AR EA41L Ao]
ot £3] 248u|Ho] A=Y JF2 A7 Song
et al.(2017)914&= WA, A, Hi1EA 58 &
o] 9F= mAH, A=Y HFo] PFor AF

KB4, ARk AT 5O B2 AYo| 4%
2 v Row tehit

229l YAHEAE Leolat @ mekel AR
o gzmeE, AR} U2 Qg Ut JUAY
zye Aold 498 Be ARE il o),
A7, B2 F FUY B2 ARSI JFS F=
7il& ZEHITH(Lin et al., 2018). 5, 521U A
ArApet o7 A 2 AR Aoz Q= o AAE
Aot AR Jd W AAEAE 29kgit) 2yt
qZ]E‘ QA=A et 221 4uHolE &

AoHA 123 SEH o2 ANGSte AhRA, B
ol Hi, 4 FiE AlFste, et ARl
Z2AE AFst= ‘:‘o ]o g J3FS FHASHTH(Nunes et

128, E9H, AARI, $FH 5
savlolt SRHEA HEao 4EAgst
297t 27 9l HRE 9 4 A BeHLin
et al., 2018).

A543 ARUAlHe] AT, %, Al 2
Yo B3 JRuolw, o2 Erjz sh oxe}
Q) JAMEAY FFL HHololA AHEAE
Ausk M Ao] B ASHOE AdY UL 7
Q1el Aol AT W Lefel Ol AMEAL EH

frori clo

.
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Aol 7ustel A1 BAR BAL

Zuro] itk e g ok B4 wzelo] et
o ofshAlgt Sue B gleh AdEE ol
o}

r

r

Am

AR EAE 2akolal @ mako] weko] A
2

npo|a g A2HeE, nfo]a g JIEFA
=7k AR AEY, 271 A, AL
A(Lin et al., 2018), B2 3L t}F J2
Adejdegs 248 B2 27 43 7
7t A3t 2Hs] BoE Al §HE vlo]ZE A
BeE e i E2A, B EEAAE AU
2220 BlYoE §RAN Aol o]5E 2
Hujtel AR AR)d B2 FRE At vjol
AZ JAEFAAE o= 22 (19 g oJsh
o] IRYE 7Nt R s, &gt o] =y
7Fssttt. o] &2 AlFel s =T BolE Hole
QgAoI A F Yjo] W YT AR} R
o R CECEESELR e
taot 3 A HYEet 2= ole & A9
2 A Aerh ZASA, vo| Az BTN
L A9g QEgoz o8 eekels oxeeloz
=299} Ao 20| 7F53H 4= QItk(Lin et al., 2018).

Martensen et al.(2018)2 o]2{3t AfZ2L 77 9] 9
AREAL, & vlolag AHBEIEY vlo]d= QIE
FAAE AlEE JASFAA R AHSHL wfjHof A o]
9 I¥FFS 1ESIAT Joo and Ha(2016)= THF
3t 79 mYoi7t &Sk HAE Aldle w4t
PO AEURAE, AoolElH HHE, Bdl, A
Ql, ol E &gt ofyet, JIEUl I FQ AE°] I
FE e WA H7} He B3] AL jith A&
ZAF A, A 9 5, S5, dHULALE 2,
HHAEEA, 29, SNS FA, gAold, A9l 5
A At o] Rt A H7 =& E AT

==

2 g
& ol
< o
o

l‘m IE
e

R !

=)

F

3. Characteristics in the fashion leader influences
ge A7t dadzge Faye IS =
L M AEE adolg: Ag FWakw At
(Tejavibulya & Eiamkanchanalai, 2011). <t 2]
2= AAEAS] JFe E3t e/l
9], 3o Ag], AEHA L, FAYEEA, 92 F=,

wAgolT

AR EAL] Q1A WY, HEA, A9, dAF=TA
o] AEA & ot a]lo] wEt tE 4= Ak(Lin
et al.,, 2018; Tejavibulya & Eiamkanchanalai, 2011).
Lin et al.2018)Z 9AXA L A4 F 714 7|5
S FAstet, TR Aol ditt AH ozt
S7H71= Mg Axd 753 AlFol disf 783t
JRE AFole= A4 Axg 7)5olth B tF 7
= 7Y £k UL, AR g2 JEdEAE o
dApolnt. o] 52 2l A=A g A
A AEY 752 AlE = 2 7153
ZHA O meEt o o e e, HEFH A E
FA5h= AdEolA ARAA oz FHAIZIAL, 75
A 7Hx g E35H= ARl disl 7154 AEE AlF
o 22l AT 584 T8-S At
I ot
Lin et al.(2018)2] X4 Axdg 9 wjg AL 7]
52 Martensen et al.(2018)2] A1&]AJ(source credibility)
9w A(source attractiveness)T} HLsH Weto|ct,
Martensen et al.(2018)2 AlZF| A3} wjglAof 7]|4ts}
of TRYE HS5Ste JAAEAY] 57 E4= Al
Algted], A 242 AEAT AF7E Fa5H,
ey 948 23, FAMY, XEge] a5ttt A
ojt}y. AAmtio] At 2L FF2] A=A}
NEE JAEFAA)= Lot AvA F shAkol 3
oA AZE 1, Wt AE2ARI vAREY IF
o] Z 4= QA = AlgHeE 22 AHE 4
F5}71= Stt}. Martensen et al.(2018)2 A|E]& Q&
FAAZF AL =SS o EA WA 7] =A]of Bt
A AFE FA¥sto] o] 57 EAERA, AlE, =
4, FAFE, R A)o] BE AEE QIEFAAS 4
o 9FS = A& Bt 28y JIEF
HE APHY W2 k5ol BAE B -
SAo A BEEAY 43 A9E 7HA L
ALA}7) Hlojof A=¥o] itk Zloltt. WA
AEA M= dat 412442 F25HH(Nunes et al,
2018), o] & EWE dWt¥ o= A= JAHER}
o] B4 v &

i

-

O

A
Mo

2

N 20

%

)

1) Expertise
QA EA = AFTol e AEL; A4E Hf
sh, -3t AlE A4 FEoE Qs HEYE 7t
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Atk ol BRYSA 2A2 7)20] Hol AiuAZ
= A7 G4l FA =, AFYE W o]t
2192 QA5 A3H & FASHA Hrh(Martensen et
al., 2018; Sweeney, Soutar, & Mazzarol, 2008; Weisfeld-
Spolter & Thakkar, 2011). £3] E5AJo] &1 91X
9 gl FowA A87RsHol Be o BEHS
B8 %5 Q35}H(Tejavibulya & Eiamkanchanalai, 2011).
Martensen et al.(2018)2] H+tof &Js}H, mjAofA Q]
NEZ ABRANE AT AEE 2 oz Hao}
AESZ 2ol 582& Qs MRS AE=
Aoz ugt ot olEe] AR ol 1)
Aotelxgd A wsS il A olE Ef
St AEH AEATE g2 A8 A9 a
Sz, AEE ABLANE A9 AE el
RS ARUACIAT = HollA A" AFUA
o|dit= TEA AlEE FHSI Qe Ao=® UE
Wk

2) Likability and attractiveness
AAA e, 44, s, ARIE A9 5 4EdE
ko] AelH AAX7E A4S weistt Chu and
Kamal(2008)2] AtoflAf, AA|4 oz uigzQl &
Aol gigt 370l S7stL, ol ERIE e A
o = walel AE Bolol Ao gt
Martensen et al.(2018)2] o] JshH, S EE= Al
A w2y 7sozA, FEYU7L o] T2
£ 24T 4 dF2 A= Aer Helth AAA
e 49} O AMT | Ao g3t ©Y
S AA i AEE QIEFAA Y] fHAEYS
o gz o g HolA st A58S SHAI7IL,
A AMEAZAY RS NFA7E "} 9
L Zo® vepyt,

a

3) Similarity

FAMS-HE s tedo] oJstd, AFEE AL
£ 3HH R madto BN LS Hestal S
Al71H, 17 24l gk 34 A Hrks A4l Y
3t A TRk oHE AFRECIAR Hol=]of(Kwon,
Ha, & Im, 2016) F-AISH 3RS E-fok= AFREEN
Ho o]&d= Al Atk A S84, ©H
g, A3, dAA Y MELEA, AR THE A}

%

off 133

2 AAEE FAT1AL, ATAAESE BESHA
SITH(Chebat, Sirgy, & St-James, 2006). -S-ASH @&,
Hx, 44, JAFEAA JH 50| fAH 14l &
A3 7]=T), Kwon et al.(2016)2] @AT-o)lA], tt2
140 it FAMS A7 AR, AAH HHE T
Sff 1 grEol| JFS vk

JAM A TR FAMIOl 2 A H

>,

Al71= Aol tk(Tejavibulya & Eiamkanchanalai,
2011).

oA FAMolE AAA ojn, sjHAELT}
o] ZAERYO A Y] FAMIZ Qfu]st=H], 41A4] &

2L 53] Za5i QSR H8%T Ak A

AL BRYE AHET AL, olF AAA GA 24
% QU] Witk TEu fAMEE 54 AW
5 4S8 F7hYIbE, BEee UR fAha
LY Ao AYEA Yol YT HsH A4
1, HEYS 93y gaAslE aRt Ut &,
QA GAYE ABTANT SUT AAE B
S gle W 45U FYAL & Ak Foln

(Martensen et al., 2018).

4) Familiarity

Aol HolA Hx ABA S8 A7
HAL-E 1AL ¢ aytHo|ck(Sweeney et al.,
2008). AAE=AeL ZEY 7 A% A2 AR A
SotThe QuEA, A5 U o), YHAHL
Hoh H3 gdelA ghoh. wheba] ARt o =
ZoJA o & FFS v 4 UtH(Tejavibulya &
Eiamkanchanalai, 2011). AAdu]t]jojofA] QlZF 1A
o APHQ AAEL WAL FBoH, FEEEA
o Y=t waeloh QBN o] BAE o A
Zlo|11 7}5HA HtE= Ao 2 YERGTHMantensen et

al., 2018).

4. Celebrities as fashion leaders
U7 FLAE 5= Sl AFEE DY AEHAE
B8 AR WAIAE e Holth(in & Phua,
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2014). AAA wid, o2, ARS1H A9 52 dE A
HEE s AFEY #Hig4dE ERsHHJin &
Phua, 2014), o]23t oA Fa3t A A=A
o]th(Joo & Ha, 2016; Ko & Kwak, 2011; Weisfeld-
Spolter & Thakkar, 2011). o] &2 EA1Z Q] EH A
El2A, i Zu|et A4S Baetal A9 E41F
oRA9 A= 3}‘3} &% AA7|EAL, fubetA]
A, aduto] ZAY F R FO w|tolo] HA
A kEE, ?O] HFd ARYAlelA Aol
3% Ao Be HA FFELS A & Uk o
T2 olgS AYsty mEsta 4of Fitt

Weisfeld-Spolter and Thakkar(2011)2 10t&9Y
A GAtoA JAHEAZA AHBEE 9 JFE
ZARAET], Bl AYBHET £ ARYS
2251 AL AJAFAo|L} FR|ojA YAFH o Z Hol
L o] wjs) ogajol WS Fo= vehgeh. FA)
ABEA e A AAHe ollAE Holx]
wjBoltt =, AlF]A(credibility)°] F25F0] A#HHE
X P D LEE L
U 52 sk 2OE oleid WAL 109E
of Heo] YFE 7] FATRE Aol

lll. Research Method

e
e

r[r
nm

ojtjol7} BHskE AlQol|A s}
ot o] 59 E43 T of
of IFE MA=AE TEHR
3 }LX} st} 20174 4
Tl Al T4 AS F7ske A
THES ez #%l oo} M
FA|9] oflAlo] IAE AAstA. THES o] F
Stoll vho] sjAde 7t FEQ1A] st of 1
Abgro] wjAdeE|eetal AZot=R], 1 Ao 2 RE
o] ojBA JFS WA 52 AFFA oAl
2 Zoto] AEotes QARSI & 60539 oA
o7} == ek, oshgo] 75.0% % om, STAEZ =
1313 43.3%, 28+ 28.3%, 33Hd 15.0%, 45Hd
13.3%2A4 #3hdo] Bxrl =9kt AZL H|wZ
15 Exxo] YYPAstAL(28.3%) FFA L
(26.7%)°] 71 w@okow, QAR/APE/ YA LB(16.7%),
ARRIvlE/zote] AlsAIH(13.3%), AAet/5et

__[L

R
i

il
o o
—Ll

o,
)

X
o 19

10 oz

ry

2,

=2

>

Rl

e o

014

R

ol

oz o B
i
rm
FJ

2
)
o

)
ol
o

érﬂ&rﬂﬁ:ol&o;
N

wAgolT

AE(10.0%), BZHFAL(5.0%) =22 HEFFT

FE Aol AFHA FH E4RH(McGrath
& Otnes, 1995; Park & Heo, 2013) o]-&5lo] Y&
E4E9t WA fAelest $7AA o8 18
o8 ERstel §35}s9ich. 123 o | HolA
WAL A sheAl, & A FF2 A
5] 918 AmE WHESiA QAL fARgE
2 F°l &w7ote] ov] e ¥ e 272 4
T AdeE w7pA] WESIIT. o] I oA HhAl
AJH ] AFtE 2 o] HEE Aglshs IS vt
B33 o|79] A9 EEOE 2] HE WS
gholstoich. o] HgolA vm Weks FE e
& 7Y S ARoH, Rt {33 P &
4 o Eefs 789 Bt 35 HE Hee wi
SEATE AAl AR ofjAlo] ' FE2 2ol
“.rog Hlslon, B4 Bad Ff A
A319] HIL 7} AREE oY, B A BAF 44
Hohs F52 O FA 9 fgde ey S8
At 3 $HE A= 201792 AOEA, HisHY
=°| Az AuT 54 AEgEe 94
T Ueug olFd YuiE FA Y=

0, —‘Olt

nmlma

ol=o
=

Al

o
[e)

o, il

U rlr

l'l

IV. Result and Discussion

1. Types of fashion leaders

o] s HElE 60l olAelolAl & @ o]4ge)
S A2 AT del F 789 e
7h PEEiglch ol 4BoR BRY 4 g,

i)

o o ®
e o ol

D WS, 7H, el 5 olelat Pl =
o] m3E Aeinely, @ Yl A aYE
A, B2AGFH So] EahE 24nHo]
2914, ® A7 AT, 715 Fo| mFH FUY
A9, 23 @ AEES] AyrISo|chTable 1)

o} AenelEsl by wol JFwgick343]
43.6%). ©1714 AHueE Adutolet HEA
ulclofoll A A% wEEE AYA AHHElS

gatek. =, el #P, 7, Wolo] Bytol
. 295 ol HCAS B SHA
2 B AeueeR 27l Fe7t goich o
o xHultole] HHSE HHgstEo] A4l
o] QIERQN7} gol ek 213], 269%), Lt
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<Table 1> Types of fashion leaders
Type Frequency(%)
Actor/actress 16( 20.5)
Singer/musician 14( 17.9)
Celebrities Entertainer 2( 2.6)
Others 2( 2.6)
Sub-total 34( 43.6)
Person in social media 9( 11.5)
Online shopping mall owner/model 7( 9.0)
Social media influencers
Blogger/Youtuber 5( 64)
Sub-total 21( 26.9)
Friend 11( 14.1)
Family 6( 7.7)
Friends, family, acquaintances
Others 3( 3.8)
Sub-total 20( 25.6)
People on street 3( 3.8)
Total 78(100.0)

2 AF Hdo] ¥
FuAolia AE WS o 2k 59 B A
$RME £HTTO 3 BERYRA BRY FH
of w}g} wlo]7 2 M H2]E](Chae, 2017; Lin et al.,
201892 & Sk Utk tha o2 1, Ao 9 715
= ESE RO #]Q1(203], 25.6%)0] = =T,
ol adu|t o]t A9 AFEHA 2, 2zl
A Yo wRAE FHe| AU T o
o7 AEZEQ UWRI(33I], 3.8%) &0 =2 AF

)
B
3
=)
0
)
° mlm
m
“%
—-—'
X
AY

1) Celebrities

gsio} TVOl A BBt w9, ZlEs, A0F,
o]—o]E = ;T,T;*a‘]-) H]—_/.\_o] = o:]cq]o]o] ﬂ/ﬁﬂ\:{i 7]—
& Bol AFEHUH(323]), HAaA Y AHE =
AR PRl @eARE) 7 1914 A

== A o

By S dejpegesazd 1 %
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2) Influencers in social media

24t} JIEFAAM2I)zE 280HoloA
o QR3] AHULGE/ LT A7),
ERAMEHGI)Y ¢o2 Ago] itk M &
o] ;(]EQ oh:l}—o]o o]/\]:,]._'_—/_aﬂ Jlﬂ ]/\H, }\E].o1 oH
ZACIAE, LBt 40]) FolA & & 4ol &
A3 WA s Hole gHielolth o2 A4l
2EHAS Afeta AENIY AHE AlSSt=d], o
*d°ﬂ gt @42 712 vpo]Z& JIEFAA(Lin et

., 20182 & 4 Qith

EH"Z“@%O] T AaF AHE fdgz
B TS B AAE EHY FHFol FABHAY
ol st A

o %o Aulo] WAelY T
st} the o XA ol50] MHH= A

fr
2
flo
3
N

5] Fol A udolyt et ofre}
Aoz Aol AR AddRlel ws) ol

"2 FHAGYHOY PN ) AEYE F
PO FRWE 5 ol AR Folo} Hrleh
A PHE] AEENA 97 BT 2FT A
o OpL]oE w27} WALET} & 5 YT
Yzpgrt”

“Aelgo] LA AGIESY AHH TR T
B39 LYY WATEN G 7

= JEE AFHTE o7

M vl JEFANE
ol Stof Husk Tejst AAs|w 4
£2 o|SE R WA, EUC, Actd xga% ge

R
ofieh, ole) Aololge ol Hg3l 5

FEH= 2E 7"-'1//;17~ IW 7%«/ "ﬂ#of
Zlo] gof o {ZopA Hil vFEglo] Fopdt =
AAE vHA" o] 57k she AdzHEH
(Weisfeld- Spolter & Thakkar, 2011)°] H|3}| 527}
olz It AFE F4sH sh= Aol a2 7
HEARD AR olTt.

“gereIEololA] A} F T EY A E e 28 97
i g2o] A7} EA F2g 7+, Ajgojit oz
HFHE et A AL == Qirk ZFF o] 9l
wcf. v} opje) mlEA RYSES &7 9

259 A§g Fue e Bde BEol
Lz QA aETE YEch

A ) EEIT Achl B AT 7
Ao Wilste AULBELTE BT Y 4
§ 5 sl ARe AFE 2 ohieh, TN
Folt 2= Sl sto] Hmet AFAE ABAIE
SREERIEL P CUR P R e

% P 2080 BUY A9} gev, o5
/\gu]qqe E8) R3] H= gskgo] Emdo
=7 gttt fARSE gRtglo]7] o] o]Eo] g
& FAO o|BZRE Ysa9] AL AT 4
%71 ol

24uT0le] §7 S (e, OIAPE B0l
2 M HE](Chae, 2017; Lin et al., 2018)Tf1 &
o Atk TVY A & A822 tisHiAlolAel Al
B e} of A9t At FHo] HEYE {5}
I JgFEol A

it

)

3) Friends, family, and acquaintances
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4) People seen on the street
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2, Characteristics in the fashion leader influences
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4) Familiarity
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