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The expansion of the online market is expected to change the purchasing environment. The purpose of this study is to examine
the difference in the moderating effect of each characteristic on perceived quality and purchase intention according to the group
according to product involvement and purchaser age. The first step is to identify the characteristics of online information sources
and social media platforms through a literature review. Next, when perceived quality affects purchase intention, we verify the
moderating effect according to the characteristics of online information sources and social media platforms. The moderating effect
is verified at the stage by dividing it into a group according to product involvement and a group according to age. The following
results were confirmed throughout the study: First, perceived quality significantly affects purchase intention. Second, in the relation-
ship between perceived quality and purchase intention, the influence of the moderating effect is different depending on the high-in-
volvement product and the low-involvement product. Third, it was confirmed that there was a difference in the moderating effect
of online information sources and social media platforms in the relationship between perceived quality and purchase intention
according to age. This study intends to increase consumers' purchase intentions by identifying specific age groups and product
groups of involvement and establishing strategies suitable for the characteristics of online information sources and social media
platforms.
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<Table 1> Operational Definition and Prior Research

provided by the influencer

Attractiveness of Auditory information in
contents provided by the influencer

Kim[30], Shin
et al.[38]

; : i Prior ; ; " Prior
Variables Operational Definition Research Variables operational definition Research
E:g)er??ii?e Excellent performance of product Positive evaluation of the product
using _ Garvin8], _ . Engel et al.[5],
. Expecting the Excellent stability of product before | Kim et al.[17] Possibility of Purchasing the product at Jeong[15]
Perceived | yging L 1197 | Purchase lequal prices Ki 1118
Quality - - - eecta 129], Intention m et ?'[ 1
Expecting the Product durability before using | ~ Seiders et Possibility of leading to product purchase MacKenzie et al.
Meeting the product selection criteria al.[40] — (32]
Satisfaction with the overall quality before using Possibility of future purchase
1nﬂuenc¢r s Competence ability to provide Relationship with Platform Users
information Han et al.[12], Honget al[13]
. Usefulness of Information Provided by the Lee et ... | Relationship and Communication with onget a.l 2
Expertise . Relationship Kim et al.[25],
Influence al.[28], Shin et content creators Lee[28], Oh[35]
Accuracy of Information Provided by the al.[42] Relationship with Acquaintances/friends ’
Influencer through the use of platform
Authentlclty of the information provided by ' Satisfaction of Interests
the influencer Fine[6], Han et Oh[35]
Trust- Consistency of Information Provided by the | al.[12], Lee et . Hong et al[13]
Worthiness | Influencer al.[27], Shin et Entertainment | Just for fun Park et al.[37]
rectivi i i i al.[42 Kim et al.[25
?bjectlvny of information provided by the [42] Vicarious satisfaction [25]
nfluence
Fun Provided by the Influencer Hakim[10], Up-to-dateness of Information Kim et al[25]
i it wi .. | Trustworthi f Informati m et al|2>],
Sog:lal Similarity with oneself to the Influencer Lee et al.[27], Informativity rswortiess o 1 o.rma o Oh[35], Park et
Attractiveness Lee et al.[28], Usefulness of Information al[37]
Sociality with the Influencer Shin et al[42] Diversity of Information ‘
Aesthetic impression of the Influencer in
Contents Elliott[4] Convenient function
Attractiveness of Storytelling of contents Ham[ll]: .
Contents | provided by the influcncer Kang et Convenience | Easy accessibility to use Iflcera(f]t %]él[riﬂét
Attractiveness | Attractiveness of visual information in contents | al.[16], Y Y 0

Reasonable price

al[37]
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<Table 2> Demographic Characteristics (n=253)

Freq. %
Male 126 49.8
Gender

Female 127 50.2
10~19 23 9.1
20~29 72 28.5
Age 30~39 73 289
40~49 61 24.1
Over 50 24 9.5
Electronic Products 154 60.9

Luxury Clothing/
Miscella}rlleous Go%)ds 3 12.3
Car 27 10.7
High High-End Restaurant 7 2.8

Involvement -
Product Group Sporting Goods 15 5.9
High-Priced

Cosmegtics/Perfume 12 47
Jewel/High-End Watch 5 2.0
Others 2 .8
Grocery 69 273
Daily Necessity 74 29.2
Low Beverages 11 43
Involvement Low-Cost Cosmetics 20 7.9
Product Group Writing Instrument 10 4.0
Low-Cost Clothing 20 7.9
Delivery Food 49 19.4
Total 253 100

A
A7} v = 1135242, df = 398, p = .000,
MR = .067, RMSEA= .061, CFI= .944, NFI

= 917, TFI = 9452 URHARI 7|EAE FF3AY 7549}

e FAZ Vet 2

= H-= T= =

s el

EFESHATE BF 07 oo ® JTEHYYS Frst
gk RE W HIEAFZZHAVE)S 0.5 o4, i
HAIE =(C.R oS TEeA webA AT
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<Table 3> Factor Validity and Reliability Analysis

) EFA CFA Cronbach’s
Variables ] > 3 7 Estimate AVE CR Alpha
1 898 0.877
2 893 0.86
Perceived Quality 3 .881 0.854 0.6853 0.9158 925
4 860 0.816
5 857 0.815
1 902 122 202 .063 0.926
Contents 2 854 114 249 133 0.878
Attractiveness 3 840 096 006 159 0.758 0.6304 08715 o
4 819 185 201 137 0.836
1 148 887 230 223 0.917
W()Trrt‘;?;'ess 2 175 870 274 222 0.941 0.7876 0.9175 953
3 180 .868 267 239 0.945
1 188 250 865 224 0.91
Expertise 2 238 239 848 257 0.918 0.7756 0.9120 946
3 205 .345 .827 252 0.942
1 207 134 253 822 0.802
Social
Attractiveness 2 021 395 129 785 0.746 0.5313 0.7718 854
3 249 204 316 784 0.892
1 818 242 248 206 0.888
o 2 801 222 124 162 0.758
Informativity 0.5740 0.8430 875
3 734 181 240 297 0.792
4 651 222 360 264 0.782
1 239 872 214 146 0.923
Relationship 2 187 .857 .189 172 0.847 0.6882 0.8686 914
3 257 851 122 211 0.883
1 11 156 839 293 0.805
Convenience 2 309 .188 .808 239 0.926 0.6050 0.8201 .863
3 330 196 762 076 0.757
1 267 099 085 821 0.729
Entertainment 2 209 232 271 .801 0.873 0.5675 0.7965 851
3 214 228 268 i) 0.836
<Table 4> Correlation Analysis
Perceived Expertise Trust- aslfgg'gl_ Cac;tnrt;lecn_ts Relation- | Entertain- | Informa- | Conven-
quality worthness tiveness | tiveness ship ment tivity ience
Perceived quality 1
Expertise 260" 1
Trust- worthiness 193" 6047 1
Social attractiveness 1577 587" 5727 1
Contents attractiveness 335" 458" 3827 387" 1
Relationship 305" 434" 374" 498" 442" 1
Entertainment 287" 387" 348" 434" 520" 476" 1
Informativity 396" 580" 584" 5317 556" 558" 593" 1
Convenience 343" 425" 358" 419”7 454" 474" 537" 610" 1

*p< 1) **p< 05, ***p< ol
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<Table 5> Result of Regression Analysis (H1)

Group DV \% B F(p) R?  |Adjusted R?

Total | Furchase | Perceived | joo o7 160 | 934 236
Intention | Quality

<10, “p<.05, Tp<.01.

412 224 ARAN 549 285 43
74 2, 39 28l ARYH B4 wE
Ay o ore 2HEI HES AA AT
AF AP AFo R FEBI] 7HAd 29} 39] R22
sheFs B8 Ay <Table 6>3 o] §9 45 p<.05
oA frelst Axts &8
7Ha 29 aido] Al Tl Al X ZkE F4 3 Fu) 9
g kel AR A 5—@94 A F 7}
S Aok 7P B AEE e vhd, 7 39
F Tl Al AZtE F43 ) 4‘: 7k g3

Aol eetel BRAA 549 2ARAI} AL Aol
ehe 10 a91ael wuz g 2AEIT §o

shrhar urebsk
7Hd 2] 891 7HAEQL 2-1, 2-2, 2-33} 7HA 39 L9
7HdQl 341, 3-2, 3-39] A#E o] WE 2HEAE EA e
Hom 1 A= <Table 7>3 2k 1009l 200 A
o Jko] o] A o A 2EEIAE Eﬁf:f} éﬂr,
7)

Aze EA% o} O% 7 4F BAGA BE 2l
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<Table 6> Result of Regression Analysis (H2, H3)
Model F(p) R? |AR? sig.
1| 5204777 | 172 | 172
Expertise | 2 | 45887 | 269 | .097 | Supported
3] 33.586"7 | 288 | 020
1] 5204777 | 172 | 172
Trust- e
. Worthiness |2 53.070M 298 | .126 | Supported
High 3 37.15777 | 309 | 011
Involvement ™
Product o 1| 5204777 | 172 | 172
ocla Sk
Attractiveness |2 49.154*” 282 | 110 | Supported
3 33.6907 | 289 | .006
1| 5204777 | 172 | 172
Contents e
Atftractiveness 2 59.859“* 324 | .152 | Supported
3| 40.14377 | 326 | 002
1] 1408737 | 359 | 359
Expertise | 2 | 74.444™ | 373 | 014 Not
P T : Supported
3| 4951077 | 374 | .000
1| 1408737 | 359 | 359
Trust- ax Not
Worthiness 2 94'614*” A1 o7 Supported
Low 3| 62948 | 431 | .000
Involvement v
Product o 1 | 140.873° | 359 | 359 o
ocial s 0
Attractiveness 2 86'567W 409 | 050 Supported
3| 57.50077 | 409 | .000
1] 1408737 | 359 | 359
Contents e
Attractivencss |2 95.290*“ 433 | 073 | Supported
3 63.659° | 434 | 001
p<.10, "p<.05, p<.0l.
sk AL 3191 8R1Ql AEAdES v14ska, AlEA, A3 A
g A, ez 2dadrt e AeE YE
o} 50tet 40t AH e T AFE Ful Al 2HE
IE A% A A74d F43 ) % 3 9 &
AdA BE 229 ARYd 549 =dant e
Aoz YeTh
10t of 20t A=) Hke] Aae] AF o) Al 24
898 B4 Ad 9l eRiQl ez vjEg g A9
sta ATA, AFA, ALEHujE e R2e] Wskeke] ap
ol7} 9lo] 2HEaII} e AR e 30t AH
o Akl Ao AF vl A 2AEaE FAS A3,
sk 81l AEAS ALsta A=A, AR A A=A,
ZelzujE g2 R29] Wtk Zol7} 9lo] - a It
AE Aoz YelTE 40 500 dHEY ko] AHS
AE Tul Al 2Ea9s B43 A3, sl AF
A3 Mg el 7174, As| A e, FulzmEAd-S
R29] Wtk zfol7t Qo] AL e Ao®
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<Table 7> Result of Regression Analysis (H2-1, H2-2, H2-3, H3-1, H3-2, H3-3) - Age Group

model 1020 30 4050
R? AR? Sig. R? AR? Sig. R? AR? Sig.
1 213 213 067 067 286 286
Expertise 2 290 077 Supported 236 .168 Su;};g;te d 323 .038 Supported
3 353 063 236 000 326 002
1 213 213 067 067 286 286
W“ﬂ?t' 2 254 041 Supported 274 206 Supported 436 150 Supported
Hieh orthiness
Involvimem 3 287 033 275 002 437 001
Product Social 1 213 213 067 067 286 286
Attrac"fiﬁness 2 269 056 Supported 301 234 | Supported 345 059 Supported
3 302 033 303 002 351 006
c 1 213 213 067 067 286 286
tent:
Attre(l)cr}tifflgnsess 2 37 158 Supported 269 201 Supported | 325 039 Supported
3 420 048 283 015 327 003
1 338 338 261 261 486 486
. Not Not
Expertise 2 351 013 Supported 266 .004 Supported 515 .029 Supported
3 352 001 266 000 515 000
. 1 338 338 261 261 486 486 N
rust- ot
. Worthiness 2 381 .044 Supported 348 .087 Supported .608 123 Supported
Involgg”mem 3 383 002 375 026 608 000
Product Social 1 338 338 261 261 486 486
Attrac"fiiness 2 381 043 Supported 324 063 Supported 529 044 Supported
3 388 007 358 033 533 004
c 1 338 338 R 261 261 486 486
ontents ot
Attractiveness 2 400 .063 Supported 337 .076 Supported .566 .080 Supported
3 400 000 346 008 568 002

p<.10, “p<.05, "p<.0L

3T =
i = =
24t 9L Aolehe e #9499l 2ol
S|
=

=
WA, ARA, Bl =

74 49 &9 719l 441, 4-2, 437 7HA 59 1Y)
7Pl 541, 5-2, 539 Aol M2 2HgHE £435
gon 1 A¥= <Table 9>} 7t}

10theF 200 A=) @B}ﬂ ko] AFE T Al =
2E 24 A9 A7 F49 ?HH «lE b9
A A 2dnt]o] &
= yERTh 300 o
ZX']‘S_“/}‘E "‘}ﬂtﬂ' 7?1

> jo o

<Table 8> Result of Regression Analysis (H4, H5)

Model F(p) R? |AR? sig.
1| 52047 [ 172] 172
Relationship | 2 | 40962 |.247 | .075 | Supported
3| 272957 | 248 | .001
1] 520477 | 172 | 172
, Entertainment | 2 | 68.833 | .355 | .183 | Supported
Product L | 52047 | 172 ] .172
Informativity | 2 | 84.264 403 | 231 | Supported
3| 56.0947 | .404 | .001
1] 520477 |172] 172
Convenience | 2 | 76.851" | .381| .209 Supported
3| 529517 | .390 | .009
1| 1408737 | 359 | 359
Relationship | 2 | 88.721 | .415| .056 | Supported
3| 598327 | 419 | .004
1] 1408737 | 359 | 359
Low Entertainment | 2 88.231:: 414 | 054 Su;;z;e q
Involvement 3 58679 | 4141 000
Product I | 140873 | 359 | .359
Informativity | 2 | 170.266 577 | 217 | Supported
3 113716 | 578 | .001
1| 1408737 | 359 | 359
Convenience | 2 | 145.603" | .538 | .179 Supported
3| 97612 | 540 | .002

"p<.10,

"p<.05, Tp<.0l.
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<Table 9> Result of Regression Analysis (H4-1, H4-2

, H4-3, H5-1, H5-2, H5-3) - Age Group

model 1020 30 4050
R? AR? Sig. R? AR? Sig. R? AR? Sig.
1 213 213 067 067 286 286
Relationship 2 247 .033 Supported 321 254 Supported 312 .026 Supported
3 273 .026 335 014 317 .005
1 213 213 067 067 286 286
. Not Not
Entertainment 2 301 .088 Supported .508 441 401 115
High Supported Supported
[avel . 3 .303 .002 .508 .000 401 .000
nvolvemen
Product 1 213 213 067 067 286 286 Not
Informativity 2 312 .099 Supported 497 430 Supported 468 182 ©
Supported
3 321 .009 515 017 468 .000
1 213 213 067 067 286 286
Convenience 2 333 120 Supported .523 456 Supported 394 109 Supported
3 381 .048 529 .005 399 .005
1 338 338 261 261 486 486 Not
Relationship 2 351 .014 Supported 384 122 Supported .559 073 N
Supported
3 352 .001 406 022 559 .000
1 338 338 261 261 486 486
. Not Not
Entertainment 2 378 .041 395 133 Sl .026 Supported
Low Supported Supported
[avol ) 3 378 .000 395 .000 519 .007
nvolvemen
" I 338 | 338 261 261 486 | 486
Product . Not
Informativity 2 510 172 Supported 591 330 .639 153 Supported
Supported
3 512 .002 592 .000 644 .005
1 338 338 261 261 486 486 N
Convenience 2 479 141 Supported 563 301 Supported .603 117 ot
Supported
3 484 .005 568 .005 003 .000
"p<.10, “p<.05, " p<.01
B4, AR, BOe 2AEIt b 2w Ui Fade AXx du 2o 4uddn 28vdol
ok S0thel 40t AR o] o] A el Al 2 FAE 54 ATe AEAA AEAH Aoy Fdx
e PO A3k #9299 ey guel 1 B4 B /1E ATED el drke golA 2
Zbe| o, BAA, Bed 2 R Waske] Apolzt glof £ dhelnh 29l ARYHI LAvHe] EPEF 54
4RIt e AoE e, A7ste] 290% AP, o5 Bl Fo ool
10thet 200 AL ko] Aol AF 7o Al 28 QIS AW, AF Bk wet Az FA3 T
£3g BN A% FOHS Adsn wAY, AR, dE ael 9FuAe) Aot dlrks HYATE o
Age R Askge] Aolsk Qo] 2AIIL g A B A7 ATRgS 44ty
o eyt 300 AFd gwel Awel AF Tu L A7 A4 Fdo] Tl o|me] 9 w3
A 2AEBE PO A FY, ARAS Adsn  u, Lokl ANYA S4B Lvtel FE 54
WA, B R WetFe] Aol glo] 2AENIL o 2UENE FAsks d] BHo] ek ofu) AF Bol
A= Aoz yEhutth 40thel son] AR Aol A =k Agdio] e Jas RS Jdd 2dasE
of AE Pl A, BAYT AL ASlFL FrIY  FAsn
ARA R® st Aolrh 9lo) 2AFAIL Y= A 7V A AdE aoketd v 2ok 7 19 A
o2 ek, 7 FAo] o) oJme] VA IS BA A, A%
d FA2 T ool Al dFS v
L9l ARUH 549 2dave 7M 29 ato]
54 & AFa 2 7Hd 39 Aol At PR skl HE
Stk 7HA 29 ko] Al el Al ek AR A
5.1 ¢4 Q9 549 2dgves 25 AEEHd o, 7Hd 39 Aol
AFE Tl Al SFe1aclel ERlz wiEAel 2d g
aAvyo] Aol gitsa el tid FFHI  folaint. Zulx vy 2HEIE udolsl Au
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2022 o] §3to] WUH/lol Talze] Any, 2k
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7Ha 2¢F 71 3 AE Hdo g Mitstd 243
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200h, 40thé} 50 Huke RE 286 AR YA EA o
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