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Abstract The purpose of this study is to examine the research trend on social media influencers
in Korea. To this end, a total of 178 papers on social media influencers were analyzed from 2009
to 2021 among the academic papers registered in the Korean Academic Citation Index. As a result,
the early social media influencer research, which was limited to only a few fields such as fashion,
beauty, and communication, has expanded to various ones as time passed and achieved
quantitative growth. The proportion of empirical studies has been on the rise in recent years, and
studies that applied qualitative research methodologies have shown a tendency to decrease. The
proportion of research focusing on specific media platforms and influencer types gets lower,
although both the characteristics of social media platforms and the attitudes of each influencer are
very diverse. This study has academic significance in that it is the first empirical study to
investigate the current status of the social media influencer research in Korea.
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Table 1. Research fields

Beginning

Research field Period Period T&tjl
(%) (%)
Fashion & Beauty 2(8) 41(26.8) 44(24.2)
Communication 11(44) 28(18.3) 39(21.9)
Business 4(16) 25(16.3) 29(16.3)
imerdiscipfinary 5(20) 150.8 | 20(11.2)
Uknown 1(4) 11(7.2) 11(6.7)
Hospitality 0(0) 7(4.6) 7(3.9)
Art & Design 0(0) 5(4.6) 5(3.9)
Law 0(0) 5@3.3) 5(2.8)
Etc 0(0) 4(2.6) 5(2.2)
Education 0(0) 4(2.6) 4(2.2)
H“@gg:gff & 20) 203 | 422
Convergence 0(0) 2(1.3) 2(1.1)
Engineering 0(0) 1(0.7) 1(0.6)
Sports 0(0) 1(0.7) 1(0.6)
Total 25(100) 153(100) 178(100)
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Table 2. The types of articles

81.4%%} 15%E 7|15

Beginning Growth
Article type Period Period T(?)/t{;]l
(%) (%) >
Empirical
research 21(84) 140(91.5) 161(90.4)
Non-empirical
research 4016) 13(8.5) 17(9.6)
Total 25 153 178(100)
Table 3. Research methods
Beginning Growth Total
Research method Period Period (3/?
(%) (%) >
quantitative
method 15(71.4) 114(81.4) 129(80.1)
quantitative
method 5(23.8) 21(15) 26(16.2)
Mixed method 1(4.8) 5(3.6) 6(3.7)
Total 21(100) 140(100) 161(100)
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Table 4. Research methodology
Beginning Growth Total
Research methodology Period Period %)
(%) %) >
Survery 11(44) 89(61) 100(59)
Content analysis 3(12) 28(19) 31(18)
experiment 3(12) 16(11) 19(11)
In-depth interview 5(20) 10(7) 15(9)
participation
observation 3(12) ) 4Q)
semiotics 0 1(1) 1(1)
Total 25(100) 145(100) 170
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Table 59014 Hi= vie} gof, Ad 124z &4
ojtjo} AEFAA AFelM TE viHe &
2 2%, 54 &4 vholE A ¢l vy
EAE QS T8 A1 8371(46.1%)°] A 9] At
7i7el AR, A vHolg2Es fRE7E 514
(28.3%) 02 71 Wokal, QIAEtIg0] 2471(13.3%) 22
FE ot JAAEIHL JAEZFAA g o
7P tis Aol HEF oz Fast 248 vHoi20l=,
sflofre ALY SHEF] tit A+7F 7
o AP AoH12]. =2 B¢ fRE Aldol
gt 7 vlgo] AAEIHE dAH sffdT TF
o oA 08 e Btk E4=57E WA 95
&4 vjyoio] tigt Aol folE, YY Live, &84
5 = A A A7 773.9%), = A of=
27ITVeL 7R TVl Bt d7e F 57AQ28%e=
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Table 5. Social media platform

Beginning Growth

Media platform Period Period T(?%tjl
(%) (%)

Undesignated 10(38) 73(47) 83(46.1)
Youtube 3(12) 48(31) 51(28.3)
Instagram 1(4) 23(15) 24(13.3)

Blog 8(31) 0(0) 8(4.4)

Chinese media 0(0) 7(4.5) 7(3.9)
afreecaTV 28) 2(1.4) 4(2.2)
Facebook 1(4) 0(0) 1(0.6)

Tiktok 0(0) 1(0.7) 1(0.6)
kakao TV 1(4) 0(0) 1(0.6)
Total 26(100) 154(100) 180(100)
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Table 6. Types of social media influencers

Influencer type Bi’%:gg}g C;’Z}r\;\c/):] T(f)z?l
(%) (%)
Overall 9(33) 78(49) 87(47)
Public 9(33) 44(28) 53(28.7)
Expert 6(22) 19(12) 25(13.5)
Celebrity 2(7) 11(7) 13(7)
Virtual human 1(4) 6(4) 7(3.8)
Total 27(100) 158(100) 185(100)
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Table 7. Frequency of keywords

Keywords
Rank
Beginning Period Growth Period

1 Blog 2 Intention to 29
purchase

9 afreecaTV 3 Chan.'acterlstlcs of 29
influencer

3 One-man media 3 Inﬂuen(;er 21
marketing

4 Watching 3 Youtube 20

satisfaction

5 MCN 3  Beauty 12
influencer

6 Personal |nt§rnet 9 SNS 10

broadcasting

7 Content influencer 2 Social media 9

8 Loyalty 2 Brand attitude 9

9 Beauty influencer 2 Instagram 8

10 Content novelty 2 Attractiveness 8

4. 32
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A AFAH = oA HEA o9& Adh ICT
(Information Communication Technology)2] ¥#&-&
7IHFe & g gHisks HAE mlHo] 84 &ollA =&

&4 vHofe] S42 7IEeE AL 71E vhole AlskE
AT Aot ASFAAN A 1 Alze IR
ou @Al Mol A AEe EA7F &
st HiFAoR Q7S EAL At wekA HE &4E
ojejoie] wiFA-7]ed 4o Higt ojsiE 7Nte s
g vho] dolA BEste dESFAAY HEY
£33 5, vidol AgAee] dE4 A 5=
BB qtgste wAlA dHe] AR A7t
sto = oA 7Ideitt.
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