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Abstract

Purpose: As the digital environment has expanded opportunity for consumers to acquire information from social media and social
network services(SNS), With this environment, influencer has not only promoted products, but also participated in distribution and
influencing on their followers. Despite the increasing interest in influencers, there has not been enough research on the structure of
fashion influencer, relationship of immersion and purchase intention. This study examined the effects of fashion influencers’
characteristics to the immersion of relationship with followers and purchase intention. Research design, data and methodology: For
data collection, a pilot survey and the final survey were conducted. The pilot survey data was conducted to 50 female SNS users
following fashion influencers. Based on the pilot tests, questionnaire was revised and the final survey was conducted online from august
22 to September 1, 2019 to female SNS users who have followed fashion influencer. A total of 408 data were collected, and exploratory
factor analysis, correlation analysis, and structural equational modeling techniques were employed for the data analyses using AMOS
26.0 and SPSS 26.0. Results: First, five factors were extracted for the fashion influencers’ characteristics: interactivity, similarity,
reliability, expertise and attractiveness. Second, fashion influences’ reliability, expertise, similarity, interactivity have a positive (+)
effects on relationship immersion; however, attractiveness has no effect on relationship immersion with followers and fashion
influencer. It was also determined that relationship immersion had positive (+) influences on purchase intention. The relationship
immersion has been found to have a partially mediated effect and similarity has complete mediated effects between interactivity,
reliability, and expertise of fashion influencers and purchasing intentions. In terms of fashion opinion leadership, it was found to have a
significant influence on purchase intention only for low fashion leadership groups. Conclusions: The present study found the structural
relationships among the influencer characteristics, relationship immersion and purchase intentions to provide framework for succeeding
research. This research revealed academic association of intention of purchasing through use of fashion social media and fashion
influencer marketing. The results also showed the practical implications that fashion influencers’ expertise and reliability perceived by
their followers are key determinants to success in influencer marketing.
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x2/dfaro| 14292 3018011, HFPEH2 MBIt EEHBIALL 2 FF0ME FYEZHC
RMRZI0| 03122 05&CH Y10, GFIZHO| 917, AGFIg{0| 0891, NFI ~ HYEE e = F7iEo| ME|=ot EfFdE BIKSHUCE
0] 09412 092 &2 N2 LIEL} +8 7hssh A0 A0
Table 1: Results of Exploratory Factor Analysis and Reliability Analysis
Characteristics of Fashion Influencer that | follow Interactivity | Similarity | Reliability | Expertise | Attractiveness
The influencer can communicate. 791
The influencer responds relatively quickly to comments. 741
Th_e_influencer actively responds and accepts questions and 733
opinions from followers.
_The inf!uenc_er frequently shares and exchanges product 756
information with followers.
| think the influencer's preferred brand is similar to me. .756
The influencer is similar to the fashion style | pursue. .806
The influencer's favorite fashion products are similar to me. 775
| think the influencer's social media posts are honest. .803
| think the influencer's social media posts are reliable. .819
There is no error in the information delivered by the influencer .787
I have confidence in the influencer. .765
The influencer looks like someone who specializes in fashion. .736
The influencer seems to have a wealth of experience in fashion. .736
I think the influencer is appropriate as someone who works in 798
the fashion industry. ’
I think the influencer knows well about fashion. .763
| think that influencer is cool. 731
| like the influencer. 814
| feel that the influencer is a sophisticated person. 779
The influencer feels attractive. 814
Eigen value 10.205 3.902 3.249 1,980 1.338
Variance(%) 29.156 11.145 9.288 5.655 3.828
Cumulative variance(%) 29.156 40.302 49.587 55.243 60.061
Cronbach's a 878 .882 917 .902 .903
TNEe EfFde UTEIEY, HEHEIYYLR MHEssto O, CREI2 2F 07 O|4k(84~91)2t AVEE 7|FX| 05 0|4 (64
oot BESE 2HAS7E 07 Ol 2|4 05 0|42 T ~ W®e2 T EYH0l ATEO ZHSILA St Ho
HS5HeE MB|E=7F AL FHESIATH NEE 318 7t +E22 HolH HYSHACIL TEHSIRAD,
sERY2  dE=rt =EEdgez EHERe  HE HHLZYE SHESIADE M2t 2 370 AR SZBE
Bgdesds AT 2 d7FRYoME ERES0M LSEISE0l Urtn TESIATE = Arzdel e E
USHSZ Jte BE B2 BES A0l 5710~ .922) EYHSE0| Ot SEMA HASZTHE Table22t 24T
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Table 2: Results of Confirmatory Factor Analysis

45

Variables Estimate S.E. C.R. p-value AVE. CR.
1 817
Interactivity 2 752 .050 13.78 .000 .64 .84
3 832 060 15.15 000
4 710 000
Similarity 5 884 090 13.92 000 67 86
6 843 080 13.63 000
7 818 000
Reliability 8 890 060 19.06 000 77 91
9 922 050 18.80 000
10 822 000
Expertise 11 798 050 15.59 000 68 87
12 857 050 16.90 000
13 856 000
Attractiveness 14 .857 .060 18.66 .000 .74 .89
15 866 060 18.894 000
16 851 000
Relationship 17 889 050 20.75 000 78 91
18 930 050 22.13 000
19 945 000
[Furchase 20 889 040 23.27 000 78 91
21 808 030 19.65 000
2 GROME HONRQIZHADI (2 DUNAN| UFH  MBULCH I BUELET} ATk wES Mo 2
Zt QOISo| me EfebMTt Q@I Zho| Ao Hske EOXF 2t Db Table 31F ZCh AVEZIO| CHEE 050|AtQZ  LIEGD
201 7to| MEHAE BMSIRIn, AT o2 ABEe WYl AVERO| CHE FliEel MEtAH=NSdt Eot 27
HOEMEEAVERO HEE 7t 43 FMEdt 20t 3A mf 2o Y=o HHEIE 0| USS Y += ULt
LIELI=XE  =QI5H7| e AESIQUCE  AVEZLO|  AatAl
Table 3: Results of Discriminant Validity
Mean -— Characteristics of Fashion Influencer Relation_ship Purch_ase
1 2 3 4 5 Immersion Intention
1.nteractivity | 3.170 729 642 592 ** 517 535 429 551 139
2.Similarity 2.891 731 350 665 441 440 475 4547+ 105"
3.Reliability 3.001 711 267 194 770 577 5147+ 619 218
4.Expertise 2.788 801 286 193 333 682 680" 615 221
5.Attractiveness |  3.082 709 184 226 264 462 739 4847+ 160"
6.Relationship |, 54 1.086 304 206 383 378 234 780 123
Immersion
7-|P“r°hase 2.892 1.244 019 o1 048 049 026 015 779
ntention

Note: **The correlation coefficient is significant at the 0.01 level (both sides) / The squared value of the correlation coefficient is expressed in

bold letters. / AVE value is expressed in shades
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£ ¢7s IiM QIERQIMO EM0| EELIet AZFAUMC
HAZY, FOiolzo| FE HAE mofsiof, d¥E AF JtHdE
EAXNozE 7| sl AMOS 2602 St FIUHAZ
0|85t 2 ZHHE HAISIRICL 7Hd AFS flof HFst
TREPEA 2ol Motz E =olst At 2=271.777(df=173, p=.000),

$/dE=1571, RMR=048, GFI=923, AGFI=897, NFI=944, CFI=9792
LIEILE D229 P = X 7IEXE 55610 Y2 Mt
Aoz UEL AxEEHEA DY SEME So te A™S
a5l Qict & Ao AxREEA 2HES BMSH Z0HE Table
42F ZC}

d IERIMel S4ut Aol AN 28t 7t
1

-1, 7k8 12, 7HE 13, 7FE 147t XEERD THE 152
Z1ZEIRACE 7FE 12l M IERAAMO| MDEEM2
ZAHZUO Fwel e OE AOICh o CfEt 24 A £
ArH 2to] BEZS A& 1720|H [L|+=F 5% O[LHOA

Table 4: Test Results of Hypotheses

CRA3368p<00DZ  LIEILL SAZF2=Z ROt ez
HEEoH, JHd 12 AEEIRICE 7bd 1290 DM
QAZZAMO FAFEEZ BAZY ol F&2 0|E Ao|ctof
tist &M At £ I 2to] BES AH$e 2090|1,
[O|%ZE 5% O|LOA CR=3970p<00)2ZE LIEI} EAXo=Z
FO5t0], 744 12= MEEIUCE JHE 132 M QAIERAMO
MEE2 BAZYY F®el dgsS DIE Aotk o oiet =4
A & s 78 BEES AlE 261, R25F 5% O[LHOA

CR=5.161(p<00DZ LIEIL SAHZL=Z J[{ootH 7Hd 132
KHERE|QICE 74 1401 TiM QIER QMO MEM2 ZAHZY

=]
Mol B 018 Holcho theh 24 At £ EAES 2ol

HFED} A$e 2350/ |e+=FE 5% O|LHOIA CR=4.105(p<.00)E
LIEILE SAHXNCE Rolst AR HTHE|ol, 7Hd 142

XEEQICE 7+ 155 Iid AERAM DiHE2 A=Y
(s}

Fwel s o Aoekof oist 24 2, & HA#H 2

HFED A 026 F2A+FE 5% OILHON CR=482(p=630)2
LIEILE SAXMLE |FOI8IX| @0t 7MY 152 AHERE|X| 4QACE

. Standardised :
Hypothesis Path Estimate S.E. C.R. p-value Hypothesis
H1-1 Interactivity — 172 .061 3.368 0.000*** Accepted
H1-2 Similarity — 209 .070 3.970 0.000*** Accepted
H1-3 Reliability N IRe'a“or.‘Sh'p 261 054 5.161 0.000%* Accepted
mmersion
H1-4 Expertise — 235 .075 4.105 0.000*** Accepted
H1-5 Attractiveness — .026 .079 482 0.630 Rejected
H2 Rle'a“on.Sh'p — | Purchase Intention 189 057 3.422 0.000%** Accepted
mmersion

Note: x2=12.352, df=5, paf=0.000, x2/df=2.470, RMR=0.029, GFI=0.989, AGF1=0.940, IFI=0.992, NFI=0.986, CF1=0.991

IfM QIER MOl E40| BAZ YO OX|= FEH2 A2,
HEY, FAMY, 42284 22 LIERLE o|2{st Zuts A4
OFEel 2 AH8/d0| FAMEQ S0l 385l &0 ATt
2ol Yimo13)2| GTE  X[X[Gt¥a, J(¥ar a7k
AFLAOMME Sot HZEEYO0| EOIX|H AIO|EO| CHgt

0
Ch= Gruen et al(2000)2t 7| 2
OAMATHO| AH|XtO| FOIQt 4ZEE0| HX|H AH|XIQF O E
7t ALS S| AH|Xt= 2AO| & SUSHAl EICH Bt Sheth and
Parvatiyar(195)2| SIS X|X[StCt S QIEFQIM0)| CHaY
X|ZHE AP0l 2ot Aol AERAMO|| it RAMES =2
CiD 819D MZ 932

FNER=CD B8] Kim and Lee(2013)2] S+ ZME X|X|SHRALCE

$
AZldol  Fof oo
Nguyen2021)2| A7 Zutet HE X7t MIAQ| MEES
=00 TestH 7 HEo| Fekdo| O #OFEICH= Wangenheim
and Bayon(2004)2| ZA1tE X|X|BhCt,

JdgjLh & 99| Zuke AHAPE QX[SHe AERAMQ
o440l 7| o|OjX|Qt ME0| CHEH FOfel=0f FekE njMen
AH|XE B30 A0l SR 221012k 85l Yoo(2018)2F Yu and
Kim(2020)2| ¢I7 ZAute X[X|SHA| UL, Kim and Choo(2019)2
ATOIME O§Z0| QUER M9 2tA o
ZHEBNE HO[X| %2 AR HOF Ol 22| i o]

e
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