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Abstract

Purpose - The purpose of this study is to investigate consumer's satisfaction with the attractiveness,
reliability, and professionalism that are characteristics of social influencers, and to investigate the
impact of influencer characteristics on consumers' continuous use intention through satisfaction.
Design/methodology/approach - A total of 293 questionnaires on independent samples were used for
this study. Collected data were analyzed by SPSS 26.0 and AMOS 24.0 program and frequency
analysis, reliability analysis, confirmatory factor analysis, correlation analysis and structural equation
model analysis were performed.

Findings - The findings demonstrated the followings: First, the attractiveness, reliability and
professionalism of influencer had a positive effect on satisfaction. Second, the attractiveness and
reliability of influencer had a positive effect on continuous use intention. However, professionalism
did not have a significant impact. Third, user satisfaction with social media (channel of influence)
had a positive effect on continuous use intention.

Research implications or Originality - In doing so, this study was able to provide an in-depth
understanding of the key characteristics of influencers and their roles, and contributed to ongoing
research by providing suggestions for future studies.
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S5 AREAIIE(CT) Roke] W 2nlEZe] stz A Aldle] AnAEe 24 nlrjoldd
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% Ql=Etae] o852 20179 tiujate] 2018 Eell= 2 o S8l (HRELAA A+
2019), 24 mlte] o] g2t F7F F7hetel whel 2] Abslex o] vFI} 1 gFEe v AX &4
utjole O]%X]'E o] AFRE TGS Tkl THIA F oo R 71T AkElellA wl-g- S a3t
ogeks slal glom, dogy I FeALe te 718 Ao|t(Correa, Hinsley and Zun, 2010),
ZHIAES AFTH 9 Fiold T et ARE Frgte &4 vtolE Z Ha, HluE =EE
7F =2 JAEFAA L A g Felze] vl e =Fo] Ha o), ojAle T JRE IS5t
gt QoA HFA] L JIEFAA Y =g B83te] RS AL 7Hed = A HHEA
24 miolzt A, AbslEsl el vAE a2 €2 STk e Aolt(AE4d, A7, 2020).
JAEFAXMT tAd $74¢] ZHZFoNA Ante] F=E whee] Ade gre dtof BRldA T/3e
2H o] eabaA ol oA A JFHE A lolv Lol AFRFES owE=dl(Wright,
2017), IZFAAE AT JAE Aior ofn exaelitwt ofyzt 2kl &7 oA g
FEFES PAlsto] ARIRIES] 4H] 5ol 2 FFHE m|RT), o] JIEF °4’*1 ”}71] g2 RS
AAH oz Fujg ojojd £ e BT N + il
FE R AHIAE ek SR S TR RS g Afel &nx ‘é—c 2 FFHE T2 Tl
T Aolth(EEA, 2018).
olA QIEFAME &4 viHololX LHAE A EFsle FH ol vl At ofd 2 IS
ARAH o w3at7] A W T PR JAIEFAME AEH R #ed F e Y EHEE
St sledl, A 24 mihole A MEHA AR|29] 75S oA 71de E&4<l nAY
Fo e AelE Foprtal Slok. AR 24 vtjels 71y vHAIR el &8sk AHIZE BFeka e,
o wheh &7l 24 u}ﬂ]%] ko] 719 EFolA AR e FAEF B EolAE FA0T 1
% hEZ ] Aol vtz o1Z2AAM mAH(influencer marketing)olgta & 4= QlEd], AdZFFAME=
H- v =2 39E %%"H d £ Qe wrldgole] nHAY aagAe g3s ¥ ZloR o iEd
E3L T Yoyt ZHAENA AEE £ F e vHIR SH=E
A %M(*E?ﬂ, uoﬂl 2017)
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d &, 2020; 2411, AEE, 2019; FEF, 7u§, 020) OV\E}JE"O ‘51 #(5}1’\]‘5}13)5 %—611*1 AHE
SakalA YR 7o) vl M1 S 47 B

2} THE F e Aol v &4 vitejs} At | SHow
WAE = Slek wre] 71 Rt dFe v < e FHEE vheo] Yo 24 viYolE
3l LA MR BEE & 5 I vhEo] W glen, 24 riYe] e FA7HA e 5
a4 vyols A5 283 2 ﬂZ AR FEell sA ez FApstaL lok(e] gl shtaE, 2020).
=3 71?344 HYLor ©es] AFS FHdske vt A Aol ofvet 23 Tl sogstA]
e S H2o AR g EdER Hezd gt o4 Y tAd FHlxE F&s= 24 Yol

A wobAaL Stk 53], WF(Ad)Eok= 24 vitojola w3

ﬂ}ﬂlE‘ H1Z3) QETAN Y G
ool Fio] kel ol FolX 2o} % shfolcH(ol e, 2020). HAATES thAHo
2 UAE @l el BRI e Amni 242 T Stk o FONE Bveks A,
A2 we Aol AquAiele] Fuol 24 nlels B3 5 A AL Holw ek, AET
AN Aojgge] A&Hl A Fole] BF Fol B FAA ARE S o, /AT WAl
SolA QAFTANE B8ate] TR hll B ol FEA AT SR A B Fol B - A
833 k. ola@ oz 24 Fldol: Aze nlto] FuzA AslH s sFE, den
oMY 23l 0l AL YA DTN UL o} iFl D S Aelck 3, 24 Flee] oA
of ulF 24 BTN ] daelo] e ATE ol MAHL Y o, ol2H EojE tgy]
3] 37 1% iae ASHI JeHElEF 5, 2020), et A= 0 o)s) BT FRH s
o AgHon AWHL o,
A 7ze] Fasl 9 ABTANE FE B2 wplEe 2uAls 79 gAo ofushs
20]7] Wiel zulAete] B3] W4e Bal TuleEE olel sl o] AnbHolthEE,
A817, 2017). wEel of® aclom ols) AnAEe] WES A=A ek Bavk ook Ea
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AEFANT LSS FrjYER ASH 02 ol§steln he dmsiA v 5 Y GFEL
AR AeAE TEl AAstT i AEFAM ) F4e AU Avine Aol $4d dast
ST, 53 A% ol Gomt sulae] FHoN} wiel g, AT, AYE S L A BIE

Amet Fa8 Wi Prhner

webd B AT 9lo) wiAel neh w(eld) 24 Plde] AYE FAOE JAAEHIRL
QAEFA ] S| AulAte] 24 vlto] ME L A&7 olgolwel oM JFAL A L4
T} wth 719 A e Qlold tNY EAES Behs guel AT WAA deaiza
9% 9TL T Y& ABTAA 540 e AFE Folun Bag Agelr, 1 Fage o

solg Ao uelth, ol Bl &4 Hltiolsl ABFANT} AT ANE RO § Fje)
BT A5 o golmrt FUE T Qe ol olol e JPHS AFHow AFFowA ABT
AT B wpIE Agd NzAuE B89 5 9 Aow dad

o124 w7

1. QlZ=olx]e] EA

A& FA M (Influencen)= 24 wtfoje] YR ERE FAA FELS 2295 HAstaL, FH3
AlgEC] 2B 553 9T ol B FallA AFE T AFEIA X NS ulstt &
AEFAME & 1z}7} WAL Qi 7129 Exe) 2ld, aela Tl Foll S 71X e Aoz siE
4 Stk Wright (2017)0] W2 AEFAA 0| digte] 2152 AFYECA 2 ALs] 53, A%
9 AMujAa) a3 B4 FAE Ale olopr|2A ﬂﬂaiol Dol AlEo R AHosint. dA olES
g3 npA" o] sl P Q= FAolH, AEFAM L Aol gt 1 JFHx 7] Aoletd],
AEFAMES] S50 713 %b‘%}ﬂl olfowb iol 3o Q2elady, §FE, dolak, B2
Solth (AL, 2855 2020). AZFFAMEL #Rlo] 717l 553 AlF, 571, 7€ 55 Jd2= W&
o, A2le] oS Hol &4 ulBM ZYEo dRe g}, oI =g FAAH LAt Ak
ANHE Q] AR AT v]Sgk AlgolgbA] :E7 F7dE E% lﬂove o, s s goe
A BAZS 53 A27HA FE8H DA AR, 2019; EAY, AL 2020). At AFFAHELS

7le] el EorolA AL sk A % Aulze] i, JMTEJ Fxel A Ak, 123
PPL 5& BT/ sun Lulae] avds 2 dge mAta @ + ol

LEFA A E?fl B3 ARUA A Sl Ak e T ol i Avnd, /)E
QYo FYAINL BE APHOE she] AuAES PIAT)E

e oot 2a o 22148 ARUALY We Aultole] 25 Angithe Holth,
A7l Fad Ae 432 m HIRE $leIA B RN Aol Fastchn 2 5 gck. 714el
oI AYH T2 o Aw A sxg wE] R Fmol AE R Alzol v 2ol
whe] AL Qs s 3 Slobl, 3 g ol Ak Agle) o Aot A
SIS Slolck ol 85 ARSI Az FEUE 07 AT IS Basich A9 QoIDe
ANAZ} AZGE ISR S A Ao TR IR JF 2ol

33T, wEbA] B AFellAE JIE -rOJHE J_’é =k —E—ﬁg— Aol A]
°1E~Er°“1«1 %"é—% ol AF(AP) ol thet ARE Fel=g ATty Hdol| YRl Lu|AEA
TS VA AR Fostaat 3k, AYATE oz B ATE IEFAAM Y 545 wgA,
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1) QIEEZXAM9| Di2M(Attractiveness)

AERNEL L] QYT 1 AT & 5 k. TEE AN e PEE auAE
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shel FEg DUh G BAS FESI Jor, JHsH) LnlAbEe] wiEe 2E Pl RolelA]
2 93 Qdek(ehg, 2018). Wi delet el EA4el iste] S3he HAR o2 st 27
e AR EH, AF 9 AN ojnAE & Exel shu 1 A BEFeRA WYL
E42 DASH, AETAN ofnlA7} ksl BEHORA AnlAIEe] vhe-g FolSalt, Al
Foll eJsh AvlAE tfEye] Fe Fuudo) el AhHoe e FuHE Atk s, A

o] ¥& FT UL BEY B0 2HAE AF Holmsl BAge] urk FHA HEE fuwd)
9 % glrha Wtk Dion, 1972 44, WA, 2020, A% AvAEE AZTAA e 2ol Bas

5 AF % Ap|2o] B Bl FRH G AN, o PrRSIE W A% o] golwo] R

A Aol MRS AT BUAS e AHES A
BT SH oz itﬂ%—& w2l gt Bl wje o] AwlAEe] A7) Aalst HlZsteha W
H3 Ao &3 wE Juw gojstuz dh

X

2) QUZRM| LMZ|H(Reliability)

AL JE e EA EﬁﬂﬂL 24l F9| g A= Z*::ﬂ deddd 5 FEo A=

YAtk 28y HIZolle &4 ASFAME JHe EXE YA+ Aol AXL i, FHe| AgdA}
& 83k viA =3 bR g %ggzo; =3 ok (eALd, ’“ J9E, 2019). €A B 29 (fol-
lower)+& Hﬂgr’s}i UE AXEIHE AEFAAM ] EFo| %‘ﬂe 3] Y= glon, 2z Qle)
o] ZHAFEY] o]E-E AALTHA o]E B AT it ﬁﬂ% Pgetal 2 FFHES L3k drh(o]
gl Btr, 2020) Sparkman and William (1980)ell 2|3l 2v|Al= XA & AHE AFAZEEH

ke AHE 27 Wi s S8R Adke] glrka dkglon, R1d1r1g€ et al (2002)2 213 AEARE-
o B2l g olH, 2ulel FAolM BS Fadt /ides AFeidlth. JAEFAM7E Ad Fe] dH
A 716l JAEFAME HAao] gho]x 2 U} dX|sk= AF 2 AU 2E e ol A=7to]
A= 2= 9l WA we ol HA] x}y]zaod ZHoM % felaittn & 5 k. a3k Fe o]8A)
7} A= E FAeH HH AEHR] o] gofmR AdHETE Mot} o714 ]%JJ_E AEFAAM 9 Apd
&Aoo g ALg3IALY Bl FHEE 59 f5dAS ofndth(Ridings et al,, 2002),
ol o] APATE nfgo g & Afolis LS AEFAA7 sk AF % ’*W]’\Oﬂ g
W02 QAESFAANTL AlFshe FHo A, JAEFAA L A F7]o gt Al we} 7 HJe=
Aolstazt g,

tlo

nefete] sk —"r*ﬂOlﬂﬂ, AFrebls) BEAE 2 AFS ?— o @ A&7 olg ool 2 g
HATHRBot, 2018). AEFAM ] AL AF Aol JFE A 5 9w ofol met 2m|Az
AENE A7 e TAR A4 W AF U Avsel YA JFE vAcs st

[} s
(Poulopoulos et al., 2018). o|#g AdPATE o g & AT+ JEde ASFAA Y AsE
dRrEs EUR Zﬂo}i AE Are] I Al daf 2uxt A=A S Azl es
eofstarzt gt
oPde] AYAT-E FaA 24 mltie] JIETAN ] o] Tees] FHE ATE Wk offe} A&l
olgolw 9 AHHl FuljgFel7tA] 3 C,La AL gl whet B el 1SRN Y] 548 viY
3, A, AR R BRI LnAte] wES} A&H ol gowe| mAs JFYS wAstat it
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£ o] &3 wo Aol APS Hriste] At oz wEe] R s A3}
2 © AvRte] Jrie SE Zlog, olEgt wEL vHiH AFdlE 8%
HE R ARSE )R] k3 AFzte] B ol mebA chfstAl Fol=a itk &3 7|de] A ag 2
Al AR FFE WA Aog HuED ek ES, 2019; &4F, 2020). AHAF BEEE
AF] Full 2 MqH)2E o] g3k o]F o o= AlF P Au|zd thE AutHel HyE ofu]gct
(Pham and Ahammad, 2017). &, 20|27} AlFe] ] 2 Muj~E o8¢ & 334 1H4& A4S
53 wES A HER, 7de ARk Ad gl didt S Hrt #elE A wEg
ZFAEE A1 = Yk (Brakus et al,, 2009),

A|&H] o] go=gh FFH T MRt o] g3 AH 2ol digte] AAE V|EoR nHdlx dE
AU 2E A& 0] 88 AQIA ol tiste] AAgsh= AL on|gth(Bolton and Lemon, 1999), &3
2B} A&FH o g o] g3t AL Awel T AlgelA FHIAY Afshe A=ty Ao & &
ATHMCdougall and Levesque, 2000), &, A&7 o] §-ome Fullgh A|FH Au| 29| 715 oo
ofs) WA= B HEl S Y5 HEE ou|siy, AR} ElleA T o3 Fof oulE
Z3sI), ol AH|Rte] FE A Ar|Fo g AolgEt Ja EE o2 Bl HIFHow
FHst A e Aolghar & ¢ Utk oY A&HQl o] &9 Au|xle] grEMal ol g} Au|xe}
7193 Z7140 #A §AE fgk eItk (Bolton and Drew, 1991).

24 vlgold] gk X&A o] g2z AFFAMI AT e Sel= o8 Ayl gt 7Y
ool W o] FolX | Ao, AuAE oo Uidt 7HAE ZHA =, A7 dlld &4 m|telE
A&H o7 o]t} sz AFS oujgtha & 4= tH(EA Y, e}, 2019; FAIF, W5, 2018;
A 5, 2019). olET ATES HIFOE X&H olgomE o|8AEY] AAE T2 ATFHYE,
ALl % 5 FARE Tid o2 A AFolu A2 tidt 2u)A} wEe] AE AE 5 Qs T8F
ol de olafdt 4= dth(Zeithaml et al., 1990). &, &B|A7} o]§ Fole AHE AFol} Mu|2~S
HHEHo g o]gatd] HE rhedolu, A&HoR o]gsla A AREA, 53] AEZFAA 9 542
Z|zE B H->o] gl7] wiEol, &ujxte dEer 9 Ao JkS wA & 9t

i

B ATl E olEF wFE niges AR 7HES =skste] (Figure 1) 3 o] ATREdS

1) ASFAUMQ| St T=E, X&H 0|82/:0] 2ot H7/Hd

ol &A] (2020)& AEFFAA 5A4o] wEE 9 An|a} vkgol nXE GF Aol wigde wEE
9, 2020) SNS o] gA=2] JAZFAAM 9 2l=F)E Tzl A

on, o]x3] F (2020) 223l oAPAte] HRAI2E FHo] 2], o] &%,
3 ATellA] 2= ool frofdh @S mFIvka shltt. A8 (2018)9]
ATelrE FE AEFAAM ] 5ol LuAEe A&H] ARG = nAE el Hr o] F-8-97
m Xtk 3k4iek. Sokolova and Kefi (2020)-& QI2EL 233} §-FH ol A
2B EE vjzte] Fujolrel] SR S vFIckaL shlon,

A, AR aela FEAe]l BE &vrke] ooz 34
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Fig. 1. Research Model
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A=1p S e

z%om slek. mebd Ee 2ol ARHE
= MR s Slolt, B0 5 Q019

= 8%
B AFetgsol FrlelE, FRSIE

A2

2 A%A olgelzel oY

'é‘

of thgel ATrHEe BT
HI QE2eMe S48 Al v 9k md ol
HI-1 Q&7 e sua wie] g3 )2 Zolt,
H1-2 Q1594 Az4e 2ua Bae] g3 ma Aol
HL3 QE5794 d8Ae 2ua e g3 ma Zolt,
H2 QE29Me S48 254 ool 9k nal glolch,
H21 QE574 e A% olgelze] 93g nal Zolt,
H22 Q&7 Az A% olgelwe] §3& nd Aol
H23 Q&7 dAe A5 olgelme] 932 na Aol
2) AHIX} 2EEDF XIS 0220 2ot H77Hd

i%i] , ﬂ-%]—,— (2018)’11:___‘

24 vdele] #FFe=

HA3

EEO}H,} EXN Axo| ua} /\“]1}4 u]__._J)r Az o oI
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AR} A2e B

23}
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Sovlae) BEAEe Rl S ATATE TR, olo)
dom 24 ntojd grEsis AFoht Aulxd s LulEe]
QoI B0l BAEo] AT 70l A% AL oGOl B FuAAE
S0} (2018)9F ¥H-71 (2020)0] WHEW AZFAN o) AEAL LulAfe] B
Fgel g vt s,

Aol Boo] aulAe] MEF BFelwd] JTL

=
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FIAL QoA shglen], Ake31E}, o)4d7] (2020)= WHEEE ASARE-owl miziE el At Jlvkal
SFAAL, oldld, A= (2018)2 T3 AlolAS ARgeld Ado] Sle ARSALY] ST} Sk g Ajjolg-o]
Toll Ao JFE Wzt aksivk. S7Hd, AJA (2018)5 FHE JIEFAA Y Ln|Abe] st 3147t
off &3 o] Fufof=of FgA<I ‘@F% vtk aelom, fekuk (2017)5 S5 Alddloln o
AREAF ST} AEH AR we o] GRS WAL, AREA BER Bl A&H ALg-o Tt R wo|
A GFS PG skl oled (2017)—8— F%XH RSk 2|5 Ql o] g0 mote] AHAE S
omx 24 mYolol Hreo] AlFsh=s FHe o] gk dAitm 2u|Abe] o] ool W0l
o]r,]_j_ _sz]-g—].oﬂl;].

cisf 2ol WFATES 24 clolE ggow o LvASl UFel A% Aol YT
FE AR HEHAT. wEbA o] Fe] =olE nige g LHAte] ‘ﬂﬁi A&H olgolrol dFS
n]d Aolgtal 7gste] t&el dA7vHEde AAsk it

1

it

AYATE vpoz uHY, N, AR AEFAN B4 sl aclon Fastdt. WA
& AEFAN S} FAAshe] ANWES A} AFFAA ) Hlme} 942) W] AN HlZsiehn
W3 H3 e 49 vE Are @elaaaoua, A DERAA} 2N AF 9 A2l
A Ugew, AFRA) AT Bud I ATTAN A8 719 AT dsls ¢
gz 4 o SUEROAS] A, ARSEE BHE 2 S S e, Al

o,

{1

Y
H
2
A
o,

o rlo

Al

Sl 2o HAlE A A AEE e datend Adad de SAdee

McCracken (1989), A4, 1A (2020), o]-2A] (2020), o8+ 5 (2020)9] A= vlgho 2 383},

Z 2o AlZ|A o sl @@-%L Ohanian (1990), Sokolova and Kefi (2020), Wilson and

'Sherrell (1993), 2414, B49%E (2019), | 4 (2020)¢] AFE nlgog 488 dZFAM ]

230 tg SAHFES M Cracken (1989), A1l T (2018), o)A (2020), A& (2019)9]

oﬂ:r"E Hgo R 3E3o " A8 ger, BAE 5 Eh= (1xq A3 ol ri~53- S 218 h)E AME-3E
o &7kt

ruR JN

2) AHA} TS

2HRF 2 AFFAAT} AT g o] 83t Fol AA He Av|Rbe] bl v =2
A3, Pham and Ahammad (2017), 784 (2018), £ (2019), o] Hl, dkt5 (2020),
o] 2] (2020), <A (2020)9] ATFE EUR 3EFoT FAS L. SAHTELS 25 YAE 5%

1 (179: 45 omq 54l 2EthE Abgstel S48 s,

3) XI&H 0189=

A&7 ol & QIEFAUA Y ANEE FFow AEHHO T o] &3 oJ3Fo 2 A
T fARSE JHdoZ AlFolut ARl sk AR} vhEe] AdE AT - v EZH K
A oJsl L, Zeithaml et al, (1996), #4193, o} (2019), FAE. © (2
SHPEA (2020)9] ATFlA 4oz AT SHYES BT gAE
A9 2EhHE AH8ete] SA43S.
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0A WET %A ol gowe vAE P Awny| st
71 9131 AYATAN AHE SHAETE o 2 Ao Hxo] 4
28 AERE BT 444 AEE 99 oAl Al

1197} olu|ZALE 2AxEte] 2 A7E vlgto 2 ARs-e) elde

=y

jg*
el

kgt
B AT A AE Ae 2 AYIEe] AT, 24 Hel(BIR)E o] gt Qo
QEF Au e olsisha w(ely) AERAN AL B £ Ho] P U vhgow 2020
979 15U%H 79 3097 HEEAE A, AREAbe eeelo s ARH] v
2A7-2] Ezq o Hgee ZAUIRE A s BEEAL AR A MEe] 23ed (screening)
UL YT, 2220 £YE Bl o] 2Apye) obd A8 UL FRALE Gol Lie
AASIA. F 31000 HEAE ST, o)F So] FAF AR 179E AelF 20392 AFR
Holl AHg3HIcE,
AEEAE Fo 24

x SPSS 26,03+ AMOS 24, 2IWG AREELe] QAEAITHY
54 2 Zguisre] B4
7

= 0=
Azshelon], PR RYRAL ANste] B Q7o A

=

Be o

2
AEdE

IV, )J.Z_J_,ﬂ_}_g'] 7331].

1 A AFEASA 54
Arg &gd 20379 AR QIFEANH 542 vhEo] (Table 1) 3% 2t}

Table 1. Demographic Characteristics of the Sample

Characteristic(n=293) Frequency %

Gender Male 116 39.6
Female 177 604

Ages 20-29 161 54.9
30-39 97 331

40-49 26 8.9

Over 50 9 3.1

Education College or Under 127 433
University or More 166 56.7

Social Media Less than 1-3 times weekly 58 19.8
Usage Frequency Less than 3-7 times weekly m 37.9
Less than 1-3 times daily 92 314

More than 3 times daily 32 10.9

2. SA=TY A 2 B AT

A\

£ ATl e AAre S k] #AE getstr] $stke] E114 2R (CFA)S AAIEH
o = 571¢] AWM 5 CFA 23}, SMC(Squared Multiple Correlation)7} 0.4 o]3}e] &&-o] glo]
ST AA glo] ElH aRA S AAE e, A= (Table 2) 9 Zt}, £ Ao 54 mdo
AP=e AR, x"=159.769, df=75, Q(x*/d)=2.130¢ HloH, p=0.000% et TAX o=
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oI & Aok, E3F RO ) 20375 1ty tE AP AgE HES 2 GFI=0.917,
NFI—O,959, IFI=0.971, TLI=0,962, CFI=0,967, RMR=0,043, RMSEA=0, 061 A do] Aglsiria
AET (g E, 2011). AVE(FHT2AAFE2)3%2 715 362l 055 %2 gho 2 veh 471 fle
Ao g2 Yepst(Fornell and Larker, 1981), 7Hd4A1Z]%=(CCR)+= 0.902~0.9302. 2 7|& kel 0.7Hch
=7 Jebdth(Bagozzi and Yi, 1988).

Table 2. Result for the Confirmatory Factor Analysis

Constructs and items CFA SE. CR. AVE CCR Cronbach's a
AT1 0.844 - -
AT AT2 0.895 0.053 21.172 0.674 0.924 0.941
AT3 0.889 0.053 20.919
Influencer RET 0876 N h
-~ RE2 0.835 0.050 19.256
Chara(cltce)rlstlcs RE RE3 0805 0.048 18.085 0.690 0.926 .901
RE4 0.805 0.052 18.092
PR1 0.822 - -
PR PR2 0.779 0.059 15.755 0.687 0.930 894
PR3 0.842 0.056 17.563
Consumer CS1 0.792 - -
Satisfaction CS2 0.743 0.096 12.305 0.619 0.918 0.924
(CS) CS3 0.828 0.070 16.288
Continuous Use U 0.792 N )
. ui2 0.823 0.074 16.180
I”tf&t)'"” U3 0829 o074 16316 077 0902 0843
Ui4 0.828 0.070 16.288
Notes: 1. x?=159.769, df=75, Q(x */df)=2.130, GFI=0.917, NFI=0.959, IFI=0.971, TLI=0.962, CFI1=0.967, RMR=0.043,

RMSEA=0.061
2. IC: Influencer Characteristics, AT: Attractiveness, RE: Reliability, PR: Professionalism, CS: Consumer
Satisfaction, UI: Continuous Use Intention

3. TNEe] AFTE 3T AEEA AT

B A7E 74 AARSE A5k #5Hge ASEY RS v A ete] AEEIR RS hetskad
= XPXHHJ_T/I AZEFELE AVEZo] 050148 7102 3o, AHgRdr o2 AAmele)
FEAF AFHeZ ALt AVEZ S dASe] AFgETE AokstH, A
34 0.4013td 7% WHER o SR AT ddsitt, 1 Ade (Table 3>J~‘r Zo] yepydtt, 7970
J 7he] AREAN L RE AAA ST BARHOR folet Ay}t RGO BT J|ES 25k 3
FAE =38t (Fornell and Larker, 1981).

Table 3. Result for the Correlation Analysis

AT RE PR cs )
AT 0.674°

RE 0.659 0.690°

PR 0.648 0.650 0.687¢

CS 0.632 0.519 0.442 0.619%

Ut 0.635 0.644 0.621 0.524 0.697°

Notes: 1. “=AVE
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4, 7P HS

AT 7HE AFS 4 A= (Table 4) oF Zo] Uehth, £ A79 7] ASE 93 A=Y
Atz A= x’=159.767, df=74, Q(x*/dP)=2.159, GFI=0.947, NFI=0.941, IFI=0971,
TLI=0,971, CFI=0,978, RMR=0,038, RMSEA=0,065% Yeh} A3 Ao = Vehgrt, uehd 2 a3
Ry gFstd ARAFe) folds Ariste AAe 7P S AFsHd o, £4 A= (Table 4) ¢}
z

1) ASFMQ S0 AHA} H=0f| O|Rf= S

QEFAAM o] AL Au|A}F BHEo FAH JFS F= A2 e 7HE 12 BF A=)
3171 7&%—@3’%, AEFAA 9 A9 vz (HI-1, 33;%32} AZA%=0.772, t=11.572, p<0.001),
ANEAHI-2, FF3 AEZAZ=0,723, t=10,462, p[0. , AEA(H1-3, EF3 F27A14=0.601,

]

01)
(=10.210, p(0.001)8] 202 AulA WEa] fola fz% e Aoz ek

N

) UEFAML 50| XI&H 0[22=0 DXz I

JIEFUM ] EAL AEH o]gome] FRHo T fofgt JaFS F+= &i L}EM 7}*4 2= 724
o2 AYHJ. 37 HFEH, JAZSFAA Y 5o wiHA(H2-1, BF3F H2A5=0.841,
t=13.637, p€0.001), A A (H2-2, FE3} F=A5=0.805, t=10.721, p<0,001)4 —Ggi A& o] &
ome] ot AFE mAE AR vebgou, ARAAH2-3)2 st dFE nAA] e AoR
yeht 71450

3) AHIXt 2EO| XI&A 0|89=0f OjX|= F&

oo

2H; S (EES A2A5=0.418, t=9.515, p(0.01) A2 o]&ofwel frofdt dFE VA
Aoz yehy 74d 32 A=A,

rr

Table 4. Result of Hypotheses Testing

Path (Hypotheses) St. Estimates SE CR P Results

H1-1 AT - CS 0.772 0.070 11.572%%x 0.000 Accept

H1 H1-2 RE - CS 0.723 0.057 10.462%xx 0.000 Accept
H1-3 PR - CS 0.661 0.046 10.210%xx 0.000 Accept

H2-1 AT — Ul 0.841 0.066 13.637xxx* 0.000 Accept

H2 H2-2 RE — Ul 0.805 0.063 10.727%%* 0.000 Accept
H2-3 PR — Ul 0.787 0.058 12.188 0.037 Rejected

H3 Cs — Ul 0.418 0.122 9.515mxx 0.000 Accept

Notes: 1. p: **x<(0.001
2. x*=159.767, df=74, Q(x */df)=2.159, GFI=0.947, NFI=0.941, IFI=0.971, TLI=0.971, CFI=0.978, RMR=0.038,

RMSEA=0.065
V. 48
# AT BT S0 Sud @I AGH olgeisel vt gl Bg UBENE
Fate] JRUAE THHIA sk olF dste] YR2ALE QWG B AT AR A
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Mg g ATzl AFsta, &4 vYol(QIZEI I E o] 8kl S Wt ol AEFFAA ] JdE
olgata B () AZFAA Adg AP 2 Ho] e dHE ude=z 20204 7¢ 15U FEH
74 30471A] AE2ARE AAIRRIH. AEEAMLS 22Rels BElA AAIBETE. F 310%2] AEAE
3L, o]F o] FAS A 175E AQg 20385 HFEA o ALk

AT s AFEU U3 2o 3A|, JAEFAA e FAo] AHR; wiEe uAE S £
A, AEFAA ] 542 g, A8, e £o 2 AnR) wiEe) 3AAQ S nAE AL
2 Uelgt ol oA HESE 784 (2018), #H8-2 (2020), ©]2A] (2020), F5o} (2018), A&
(2020) 59 APATE AT, wEbA 7Hd 12 AT B4, JAEFAA Y o] A&H
ol g9z H|X|= S BAe Ay, wiEA, AEHY £o8 X&H o]gomo| fodt JES HAE
Ao g Yehy, ol ¢A] ZHESZ Ismagilova, et al. (2019), Sokolova and Kefi (2019), Ridings
et al. (2002), 784 (2018), 244 (2019), ©]X13] & (2020) 5 APATE ATt Lt
gL AEH ol g9zl o3t JFS n|XA| S Aoz UeldE], o= 44, A4S (2020),
°]z13] 5 (2020)¢] 04‘?9} AR “—‘l“?r—i et} mebA] M 28 FRFo s A IEF
AX ] gL AR vEEellE 3821 d3E PIHAR A&HQ o] & Rl Fofdt FEFE v|H
A %2 AL Hol o] E%_ ?i:rLﬁeJqL—c 7]1E QIEFAA U}ﬂ]%‘ A F 3l Aede F4A71=
Aol old JAEFAAN ] Z=te] wiGAH AFAHS Faete] AuAES 53 Zlo] Us A=Al

ZFAA AR DS AAREL ot JIEFAMER AEF A 2o] YR Frhal o Fel= A
H|tjolE F3f AEE Aax} 3 AHRES A&AQ o] &-oxd Q358 Rt & 5 gtk
M ETt, 2HT JIEFAMNEL LBAEY I3 de FAE 7L, 2 A%
FRE o], = AEFAAN G S8t &4 uf &S A &HQ o] &o=rt ¥ F7ksle A

o
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avAe) A1 QA =% AR 5E 24 WA TRt Az4e) Eﬂrs FUF 5 9L Aol
AR, slape] REETE 2RSS ) Xl——%x—i% ol ol AR L} dvlA wEo]
A% ol golwe] FaF WrYS U F dglen ol AYAT)} %Aw oz sjersic e
3}, o], 20205 Gk, 2017; ol%-&, 2017; oldla, A A=, 2018; 2L38], %5, 2018; Z7H4,
214 ,2018; &7, 2020), Q1EFeAe] 24 FlTlo] Ade] A&H2 ol gelEE o] SlaqE
el e Aol Slold, Sl SR YR O ol kel A8 Feo
E2ANE ARACR AU R AFTANEE EAE FEARA Lu4E0] BET W
Ash | p(eld) T=E Atstol ogk e ol et s slof & Aoz wEa
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AR A7E vFAT. me B ATE the Roje] 24 QBN #a Hag A72 wgow
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% A, & 7L 4 dFRANE d 40,;4 Aidlel Anel Aol EAE FEdw 2
Al QoA AFEHeT, BTN AP Bl AT} BES PR WulnwiA )
S R T S P e D S EA S R A
B A7 A% APe Tt 2ok A, A2 Be 71g5e] SNSE olgdhT Y aHAE
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N
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¢
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