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Abstract This study tried to identify the factors influencing the visual factors of fashion virtual
influencers(FVI), on follower behavioral intention and addiction. As the number of fans of FVI is
increasing these years, and the addiction phenomenon of social platforms is also increasing,
researchers thought that a study to confirm the behavioral intention of fans and the path to addiction
through the visual factors of FVI would be necessary. According to the research results, it was
confirmed that among the visual factors of FVI, attractiveness affects authenticity through expertise.
In addition, researchers confirmed that authenticity influences flow through relationship maintenance
of behavioral intention, and authenticity influences addiction through flow. Thus, researchers verified
the path leading to FVI's visual factors to behavioral intention and addiction, such as visual factors
and authenticity, authenticity and behavioral intention, and behavioral intention and addiction.
Researchers hope to conduct research with various content types of FVI, other social platforms.
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FVI= A4 Q7o) AEFA 52 sk Aol vl
d7o] & Holth, Asst= A, &1, AR 4F
7HA] HlElolB & &4kl A&t FVIZE A 1749
S I 7kl ° & 4 ok EBF 7 /IER
A9 FAAS PA= Qlof BHHo] thgh F54 JF
AH|7F F7FskaL Sl=t FVie 7MY JIEEA
FLPH FRlot Al ofsf BAl== Aol 2 & e
Zolt}. ¥ FVIZF #4435 95 A Aol 2E
o17to 2 A5l Ao g Her o] B 04l g5}
A ke QIeH4]. A4 wtjo] 41718l slo|z et ¥
(HypeAuditor)oll @29, FVIE AX & gt #E
Z Hgo| Q7 AEFAAET} 341 2 Zo=
Uehton, o] §A5S tHT FVIE o 4
Ao & HIASHTH5].

8719 ol FVI9 &8&7t F7RIeE Et6ta,

[
fol

ﬂ
l

T HYAFE 23] ofelTk. Tt BV obd
At ABRIAM] T HAATE0] HHH 4
Faspl o2n Yelel FVIg ASos HgAel
29 B oso] Yo Frhs AL 24T 4 Ut
[ Webd A7Ase 2 478 £8 Vo b
0| 8A15 0] W5o] Bl WeISo] AREEA st
Sjoich. Eot BIoM: QlEln 28n]clolo] SHlol
A% SR Gl Ao e FES 28 F49S)
o0& s, PV o8] 53t 2 9 5 5o
ofH e Z & YA FHHIA A
£ A7) A7FAE Feistu chet 2ok
A, FVIS) A7 aQ(sE A, AR
AR olf e FA Helshi kojict
A, FVIY) A4S BRY FEE@AGAE,
Fojelm)e] ol G FA Helst o
Fi
AR, FVIO] B B2Y FEL o]gate] B
F50] offl Qg2 FLA AL Lo,

2. 0128 Hig

2.1 ARRZE AREIE AR
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FAHd(human likeness)oll #3+ AFLEREH HAE
ozt AR QIzte] fAMdol tigt AR Fefstled],
IS} FAGol whet o] ARl QI7ke] 7 whgol
olgA Wgsl=AE HASH Zo] Bt A7) 0|2
ojt}. o] % 7]&9] WA vEo] YAE FH9] ud
ol43t E4o] Q& A5 AQstae drtHl B¢
OAE FH9] A7 fAMI Asmo] Z8HA 9T
u|Zch= S Burleigh, Schoenherr & Lacrox(2013)
5ol FstHTHT7I. A&t Az A AdL A E
Frylo] AR Q17H] Qmel Fuht HISSIAE HEhE=

o)

4

4



M HEY QE2A

Mol Azt

47t BRY WEolE, 50| 02 a0l o 215

2 AFolA FVIQ AZHE 845 di#ch=
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49 AL FVIY W8 ol8F Aol Ut
1§z FYste] FTAL thgoE HES YA
ATAEL Mo BYE A84 Y 51339
SRS SF ABE B BEAHAT

olge MERA ANE BAS] oo Brd FA
Helg TRIPOR SPSS 25.0&, FRIH4Y Y
AL fske] AMOS 2202 AH83I5.

4, ¢4 Zu
4.1 BEo| EN
nAE RO pod e A3EA e EAS
Y Qlcy. EE oo AEL dAdo]l 2649
(51.5%), 94 2498(48.5%) 0.8 FALULt AHL

20A] 13} 69%8(13.5%), 21~30A4] 20578(40%), 31~40
Al 171%8(33.3%), 414 o4 6878(13.2%)= A=At
A2 Y 1607(31.2%), 71&2/ B4R /152 888
(17.2%), BA/A24 (FY 22) 8078(15.6%), 4D
[/ AE] 599(11.5%) 522 FA= 0] AN

A WA ARl E914 [RIEA At A1EFY
71%@'0 ]E]EQ} xch-lz,__ Table 1_\,} 71—0] 2]—0]0]— Ea
ATt AAAQ] HEYS Agohs X2 1985.553= UEt
W, AEE 1439, p=0.000, X*/df= 1.3802 YERY
:ﬂj’_;‘qo] 10"1\1 3A]-o]9,] x—l@-ﬁ]— /\;‘qo]_g_ o} A o]o%q.

1231 2P0 AR ARtE ApEE tiFE A Yo
EEe & YR S RMRb 0.012,
RMSEAE= 0.027% 22} 0.10]5H2] Earx|of| 23619,
GFI:= 0.880, RFI:= 0.961& GFI7} 0.9014+9] A1A]
oA =iy, NFIZF 0.964, IFIE 0.990, TLIE
0.989, CFI7} 0.990& th4=9] A|4=7} 0.901449] k&
Hol1 qlo] ¥zskqia, 7hd  APA4<l PGFI=
0.793, PNFI7} 0.901, PCFI7} 0.925 S2& 0.60]4t
9] ¥t gh& Hof AxkAEQl B3] AL A+E
3570 F2)7) QIlth BE Q49] HERIPRASE
FOlRt ik HolFar qlelon, EAlEE CRE He
F=0] 09 o}, BHEAEE AVE— ZEgHEO] 0.7

O

o, F7HH o= EQIgt I 2SS Yuigk 0.9 oliF2
2 ERIE0] Arsjatetlol A AMS7Rs Rt ] A1F
%g]_y_]-}]OEE_/\ 9l9it}t. dARREL =yl7
s AVE®} SMCE H|wsh= ¥yoz wd
%*E% %L Aok, Bees tha #59 2948
A9 Ql o] Ao} AF =7} FEa}o]
ZEAoR APspr|d g2t A=

Table 1. Results of Reliability and Validity Analysis

Standardized

Variables of proposed itom T-Value| CR | AVE Cron
model loading bacha
V1 0.926 * 44513
1. Verisimilitude V2 0.918 * 42.770 0946 | 0813 | 0963
(%) V3 0.923 * 43.809
V4 0.957 * -a)
SP1 0.919 * 38570
.
(ZS'PS)“‘a‘ Presence 22 8:2;3) . 39'?85 0939 | 0.79 | 0.959
SP4 0.926 * 39.685
PA1 0.935 * 40.166
PA2 0.919 * 37.921
i'ttf;hcvusvmean‘ess ®n [ Pa3 0.925 * — | 0040079 | 0.960
PA4 0.926 * 38.905
SA1 0.927 * 40.575
4. Social SA2 0.930 * 41.160
Attractiveness (SA) | SA3 0.925 * 40.340 0943 | 0804 | 0962
SA4 0.936 * -
E1 0.929 * -
5. Expertise (E) E2 0.981 * 40,609 0.941 | 0.798 | 0.960
E3 0.916 * 38.357
E4 0.929 * 40.247
RM1 0.926 * 40.020
RM2 0.923 * 39570
anﬁ]etf;:nncsemFﬁM) RM3 0.925 * 30749 | (90| 07% | 0.980
RM4 0.931 * -
ppl 0.924 * 40.628
7. Product pp2| 09387 — {0943 | 0805 | 0.962
Purchase (PP) pp3 0.933 * 42119
ppd 0.922 * 40.371
AU 0.935 * 40.827
AU2 0.930 * 39.989
AU3 0.931 * 40.263
8 Authentioity | AUSL  0.921° 3889 | hoe9 | 0797 | 0.080
(AU) AUS 0.928 * -
AUG 0.927 * 39.631
AU7 0.927 * 39.662
AU 0.920 * 38.560
F1 0.926 * 40610
F2 0.939 * 42.830
F3 0.923 * 40.177
F4 0.931 * 41519
F5 0.933 * 41791
9. Flow (F) 0976 | 0.801 | 0.985
F6 0.933 * 41.855
F7 0.929 * 41133
F8 0.919 * 39.505
F9 0.936 * 42284
F10 0.936 * -
AD1 0.928 * 40574
10. Addiction (AD) | AD2 0932 * 41.205 | 0976 | 0.802 | 0.984
AD3 0.932 * 41297
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AD4 0.927 * 40.360
ADb5 0.930 * 40.886
AD6 0.922 * 39.689
AD7 0.935 * 41.725
AD8 0.931 * 41.030
AD9 0.925 * 40.133
AD10| 0.934 * -

Summary of model fit indices: X*=1985.553 df=1439, p=0.000, X*/df=1.380,
RMR=0.012, GFI=0.880, AGFI=0.867, PGFI=0.793, NFI=0.964, RFI=0.961,
IF1=0.990, TLI=0.989, CFI=0.990, PNFI=0.901, PCFI=0.925, RMSEA=0.027

*) p{0.001, a) fixed to 1

43 FxEH9| 7Hd HH

B9 AT A= o 2 XPE 2087.603, A
T 1470, p=0.000, X*/df= 1.4202 YeY FA] 19
A 3At0]9] k53 S Ho|al 919t RMRL 0.013,
RMSEAE 0.0292 YEel} 0.10]519] 270 ggsiA
UL, GFl= 0.872% Yt mlEst9l o, NFl=
0.962, RFI7} 0.9605-2.& 0.90]4}9] PIAE tiA &
oF FEoHFIct. 3 [Fl 0.989, TLIE 0.989, CFI7}
0.988% UEt 0.901d9] o] s, 73
AgtA 40l PGFIE= 0.804, PNFI= 0.918, PCFI7}
0.944% YRt 0.6 oVdY] Fagt $E0= ZRIEI:

ZF 7PER geld A9E Aejotd o Zrh
7Hd HIZ #E23P3A157F 0.997, t#to] 44.555%
Ueht V7b SPell f90% F(+H)Y 93 vA= AL
& £ A%oH P AEEQitt M Hoe EE5}
AEAS7} 0.666, t3}o] 5.097% UEY SA7F Eofl &
Ot A+ Y vA= A & 5 Ao 7L
A= QIct. 7] H3S EESE2A 471 0.329, t3kel
2.536% UERt PAZF Eoll 5253t B(+)9] Y A=

Table 2. Results of Model Estimated by AMOS

< & 4 %o 7ML AYEIY. /M HeE
FIEEAS7} -0.147, tgkol -0.888% WERY SP7}
AUCl F9JokA] o= @S WA= AZ & 4 g
M 71Z4Ed M HSe EESHHERASE
1.147, t#to] 6.825=2 Ul E7F AUCT R2lgt H(+)9]
FFE A= AS & 4 Ao 7Hd2 A
7Hd HoL BESHEAS7E 0.999, t3k°] 40.536=
et AUZF RMOl 3218 B(+H)9] G mlA]E= 2
& & Ao M2 et 7Hd H7S #3235}
AEAS7} 0.998, tgho] 41.280F YERY AUZ} PPo]
FOg A+ FFE WA= AL ¥ F Ao
7M. AEEc 7Hd H8S EFSHHERATL
0.728, t#t°] 2.055=2 YEHt RMO] Foll §9J3k A (+)9]
FFE A= AS & 4 Ao 7Hd2 A=A
7Hd H9Z RESFHEAS7E 0.267, t#tol 0.754%
UERL PP7} Foll R95H] o= 3 vl 2S¢
F AsloH 7ML 7|1 E ek 7 H10 B3 =
A7F 0.999, t3ko] 43.758% UeR} F7H ADol| 8-9)5t
A FFE A= A € 5 Aoy e
A= Qe

whehi] A ] e T2 A Ak
02 FVIQ AT AHE] A ARzt F8AA FF
F= Z20= FRIEGITHH). 12 W49 si9la
AQ1 ARSIARI v et &9l Wiy R AEg F
BHQ FFE Fohe AS AT 5 AUTHHL, H3).
JEu ARSI AR A0 FRE B Eohe A
SIFTHHA). AL DAl 529 IFS
(H5), 178482 229 Py st9aiel #A
FAYES} oo HE FHA FFE Fohe

2

Standardized

Path of proposed model e leesing T-Value Results
Social Presence (SP) < Verisimilitude (V) H1 0.997 *** 44 555 Support
Expertise (E) < Social Attractiveness (SA) H2 0.666 *** 5.097 Support
Expertise (E) < Physical Attractiveness (PA) H3 0.329 ** 2.536 Support
Authenticity (AU) < Social Presence (SP) H4 -0.147 -0.888 Not Supported
Authenticity (AU) < Expertise (E) H5 1.147 *** 6.825 Support
Relationship Maintenance (RM) < Authenticity (AU) H6 0.999 *** 40.536 Support
Product Purchase (PP) — Authenticity (AU) H7 0.998 *** 41.280 Support
Flow (F) < Relationship Maintenance (RM) H8 0.728 ** 2.065 Support
Flow (F) < Product Purchase (PP) H9 0.267 0.754 Not Supported
Addiction (AD) < Flow (F) H10 0.999 *** 43.758 Support

Summary of model fit indices: X?=2087.603 df=1470, p=0.000, X?/df=1.420, RMR=0.013, GFI=0.872, AGFI=0.861, PGFI=0.804, NFI=0.962,
RFI1=0.960, IFI=0.988, TLI=0.988, CFI=0.988, PNFI=0.918, PCFI=0.944, RMSEA=0.029

*) p¢ 0.1, *) p¢ 0.05, ***) p¢ 0.001
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