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Abstract

The advancement of information and communication technologies has led to
the rise of social media, giving rise to a new type of celebrity known as the
“social media influencer”. Social media influencers exert their influence not only
by promoting products for various companies and brands but also by launching
their own businesses. In other words, influencers leverage their credibility to
create value in multiple markets as human brands, based on their unique
characteristics and diverse images. Nowadays, social media influencers have
become a type of human brand, supported by followers who enthusiastically
engage in the influencers' businesses, a phenomenon also known as social
shopping. Based on the human brand theory and doppelgianger effects, this
study aims to investigate the impact of influencers' credibility, specifically their
expertise, trustworthiness, and attractiveness on consumers' social shopping
behaviors. Additionally, it examines the influence of consumers' desire to
imitate influencers on their social shopping behaviors. A survey conducted with
300 female social media users revealed that trustworthiness and attractiveness
significantly influenced imitation intentions and social shopping behaviors, while
expertise did not show significant effects. Furthermore, imitation intentions had
a significant impact on social shopping behaviors. These findings suggest that
the attributes consumers perceive in influencers as human brands evoke a
desire to imitate them, ultimately leading to social shopping behaviors.
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Adides  HHdt AEEclRE A wE
TEAES BolHow E  dxn Slrh
aAuTel7E dade] FAlol AYFoHA, &
A A& AAsEe Qo (Business  Research
Insights, 2024). &Y 44 wto] JIEFAME 7197t
B} AES FHol= Aot =] a1, T150]
HE5I0 g A (credibility) S 7Htez EX A&
gt 35 e JPsHAY, 159 BHEES fAske 5
oefet HEUA ZES A7k ek (Kim, Lee, &
Yang, 2020). ol=lgt P HERYAE AAHu|to]
JEFAAEZO] aAutoPdold 2Rl AHAET
AL TAE SHOER dojus &H 47 PFoE,
A2 2H AS UL Adigt Z AHeY JAEFAA
B2ols S4or Zdbdog Akl 9t (Kim, 2021).
ojFoAE=  4E AW Ps2
JEFAAZE adndoloa &, toloE AE (g,
g Hol3, delolE A, R Y AEE
T dAHor Ao dW RS0l A&
Tofeks 4ol tiaAo|n(Cho, 2023), ©] ABES ©l9]
APgelAl e BRESY AERE dx AEFAATE
4 BT O AEE rh &, AEFAA
HEgh ORYE FHeE A AE  Ed=E
FHEHER F=uidshy Aol 7S FES] Wil
Q& Aoltk (Yi & Jeon, 2020; Ki, Cuevas, Chong, &
Lim, 2020).
FHEHEE o AT ApEstEE olgolu B4, ol
u|z], A, A2, B, d5A 97 52
FEE Ioke AEYES YRt o il
o4 AejHejEle}t &5 AS4E FHHIA=S] thrAHel
g2 =9=3a, Fols AdnHo] JIEFAAN] JFe
o] A& A o]Fk oY FHEHEL] goog
2] A =k (Ki et al,, 2020). 3] ¢
A vltjolE el Abgote 2 Al AHIAES &
ol AF0tH, B2 AHIAER stojg AAnHolE &

o 8BS PSS ok, & 24 4B BES Ruel
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ol

& ot Stk ojHE A4 u|to] JAERANE= EA
HHES] AFE FHobs $HE do] AARTL AN
HZUA 71215 7F7A ol w2t FHBEHER AR
=l Aoltt (sarabhakdee, 2018). QIEFAA7} 7ol fF0
AR A FAE o] FHEMEEAS] 7ExE 71 9]
215k, A3 AelA JIEFAAE FHEHEZTER] SPgA|

[e) ] ]
AL BN RIS
wel o] £uizte] 3HAA AFA Uhge] nAE S

golstict. Mot ofyzt Ki and Kim (2019)¢} Kim and
9]

SR, A,

=
A s HNE 9L Selskint £ owAe
AE2elNe ZHzo] zPL WE AT, 2dzo
E
=

A3t gl AnAEe] Aeld, WEA whge] mlAE

o %

2E M (sponsorship)  Fr@el Wt ABARES] HEe}
PF2 w3 ulA= ztelE AFT A+ (Kay, Mulcahy,
& Parkinson, 2020), AAE0 AMEEH+= HAES FEj7h
ZHIZFES] QUAIPIAHES] mX= Gl BEE AT
(Syrdal, Myers, Sen, Woodroof, & McDowell, 2023)7}
ek, wpAEre 2 QIERAN Y] {3 23S WE ITE,
JEFAANY /& 7ot 7479 {3 TE A"
a5 #3sHch Schouten, Janssen, and Verspaget
(2020)¢] AolAME= JEFUALE 7]E AEETL
AHIZHES] s Al J¥ES Hust I

AHAEOE  JERANE B8 hlge]l o

ARG AFRAL. ABFANY B2Y £ ToE
QEFMS fBS Wk WA e ABRNZ
H=

Basle] JFEe AZIE s19om (Conde & Casais,
2023; Giuffredi-Kzhr, Petrova, & Malir, 2022), o=
71&89] Hor HEY JERIATE SHSHAA HEd
JEFAAN} T JEFAAY] niA" 4TS Blush=
A7t HPE|T Qo (Belanche, Casalo, & Flavian,
2024).

olAY 7lEe] A A7E Avup, AN} HAsS
gHshe wd SHoRA QBTN 159 mHzol
Y3 EH GBE A o] gdelr, deu, 9B
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Ace e 9Ee
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F= nH|sle] fafsfordt WaryF gicky Tt oo
Aol FHEME o2t TE78c] Aol 7]ukste
FHBACA 44 oldel ABLAN} HeE BB
A=, migde] ARAES] &4 49 FFl HA= IF
dg TSI ST QBN MAUse S4S F
Moz upte] wi 870 44 4% 3
AE dohgozn 7]E JEFUA A FHHEAE
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= 0|2 (Human brand Theory)a} &4
ojcjof QAZRAHM (Social Media Influencer)

HEAE(Human Brand)= Qe HATQ} npdriz|z
=2 BEE Foll A4 7HRE FINE & Qo= A
AAZ opH, AFEe] A8 EAS BIE gHez 7}

A ou|sttt (Close et al., 2011; Thomson, 2006).
3} vy 2E Tl =Rl AX= AEL
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A, A2, B, 53 718 Ed=E
ool FEYUES oulsid, ¥YEe HHA
g2 RgApitoer 7RIk (Carlson & Donavan,
2013; Close, Moulard & Monroe, 2011; Thomson,
2006). FHEMEE TE0] HARE B 4L & A
2220 HRHEAS] JHAE 7|HteR dEEE AkohH

FFes Lok Hige
A shtel 71 TR &
abrgh Ze0lS i}
Hz gu A A)ae WAz WA 44 vldelt ¢
He) F4) AR A, A Aol 40
Ool aEzees Aze Fdj) FHBAS} FRun
Ak JAEFAAR BRloA AT Acr FFs vl 5
o= AEAS ouehe (Honda, 2008), oA Aw=at
(opinion leaden)t} E-E @2 Htrend setter) 24 A7 4]
EQT/olM AFES ololdH AR it Zlofste o
tS St (Watts & Dodds, 2007). "Jgf'?—o“ﬂﬂ- SISt
A7 olg2 ERIU ARYENA AEFE ARSI
2715 Aot Ale A 2389t Kim &
Choo, 2019). 1 23}, dittpo] A Aellr= 71deld
BT nA" AgUAold adorA JEFAXN |
S AFSRT B2 AHAEC] 1939 (eg, A9,
2T AF BET A4 Hto] JEFAA] Fu Frlx
of o ZYAQ ¥hg-Z Helth= Zo] A A& 2
Z57|% 3kgom (Schouten et al, 2020), ¢IZFe149]
24 (Choi & Lee, 2019; Ki & Kim, 2019; Kim & Kim,
2021), QI=E2AA 9 B2 H (Conde & Casais, 2023;
Giuffredi-Kahr et al., 2022; Zhou, Jin, Wu, Chen, &
Wang, 2023), JEFA49 = /3 Kay et al,
2020; Sardar, Tata, & Sarkar, 2024; Syrdal et al., 2023)
Gep meeld QEReA vpge ARdE A3e
o
S 248 ]t} Aol HolEm 44 mojr} 24
oA Aok Fato] AXAA A4 mte] JIEFUA
£ @5 $71E S e dgnts & B
oflel 50| HAR RSO TAE 7HteE A4l
o] Fggolut grolmAgtdo] HiHE AlES 23 wHizkA|
st 7 daelo] Sj=lT )t (Kim & Choo, 2019). Ki
et al. (202009 dF= JAEFAIAME %@EEHEJ "Hi—r
oo g2 AQteh, QJIEFAX
A Zez fdold S E—':r g4 % 7iQ1e]7] ‘mﬁ-
of 7Fsshar st 44
A BRES 7H*45}°ﬁ| 59 Fgo] |xl AES st
7 AE A4 o ]EQE}‘Q gl
RS Aoy AFY FTEHE Aot
2 fe Ao 92< skl e (Yoo, 2018)
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2006). olet 22 wWigtollA A4 mltjo] JIEFAXNE T
249 ZRET JUsHA AFoH ARAQ] BAE 3
Aokl gl 159 "k AH[ESEe] @ A7) o
HEHER 7HpEo] A £ glon, ol R I8
th 53] FHBEHER e A4nde] JEFA
29, & AHETe] TA Z)Ekste] AR5l
o A&
Y FAll, BHES} HIAUARAY] ST 717
e Aol
[sarabhakdee (2018)= 19 AA{Ql Hag4.004 T
Aol JIEFAAZE BRHETL H= 1P Aith
A7t 7] w2t ZiAle BaA e sl 7
7 AEE 2ERlolA ot 2B 22 44
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Be tolr] 3L W Zaxl Aol SEE 71K
2 A Hd), ol 2 Solut dAsE HxUrE @
Asick Fait BAES} BAE ojoldle|HE st
AT AE) ol 2ol AHAoR FPe ALt
1 sk AEAQ BAYH gel, AR BhE B
Hx0] ggfo] BAE ooldEEst e, Felxo] B}
L 2HAES BAAAe] slo] BAEs} GAH. ofot
e FunAct vA=gy ofde] AgEgel wx 4
wrs)7) whge] AEAQ) WAl BAsR B st A
e Rtk AR oleh e FHHASE YEE
o] PAE stos sjul 159] Hwel BEd] 4ulA]

J4el are w7 7] wEe] Fasit B A7
nlo} QlEReN FONE AES Brfshcs]
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A B¢ &4 mide]e] At 7 AHAEY
ol ZMA(e—commerce) TS W3}

AIZ1L Qlek, IA ARl AlE 4 22l AnAE
ol gFrtH, o] LBt A4 HHoE FACR AE
[e]

=
FAM AHNM B ATl AHEHE H=2E $4

2 AFE ok § TR AMA S Holx gt
(Fu, Lu, Chen, & Farn, 2020). E3], &% u|tjojAtofA
JAEFAAZE B AFE A4 4F SollA Argsl= Z
275k Bl 35 FE Bl AlES Aliske

7P ByshE AAvtels B3 AA FEie Kim et
al, 2020). JAIEFAAE S F5 Tl AARHolid
Al IEFAX7E 2400 RS FARD 713 Setell A4l
o] TEet @A Aok AS oulst=t, AMIA ZH41E]
TEAE ez wuste Feolth oA AFTH=, <

v

il

Ao

719} BAE AL QIEFAANE AFoA H2YAE T 4

= FHEICI} Ho] HiEE AXsk=t], o] FHEHM

E= o] e Bt 7] diie] Aol 4= 9l

o] HlwA 444 w7} o]F o]t (Isarabhakdee, 2018).
o]

1
24 4% YT 2HAREC] AREE Pk IHoA
ERQIte] AoAgS xjtole AHA PFE oulRith
(Kang & Park—Poaps, 2011). &4 &% P52 Jof A
(g, BE AME % = W), 79 F (g, BRI
gt AE ), T (eg, TFUISE AES ERIONA
sz A Aol WAt (Kang & Park—Poaps,
2011). o+ FH aAdmdolelA FeiAL Y= FHEH
o] A9 ZFel AgHrh JIEFUA= &4 HHols
GHSHA AMgSe AHIZRET AR &l S T
AE SHoE Aok 1 ¢l B AlEE ARSShe
AE AAAHA B, 2710 tisf AHAe} A= AF

gt olgo] AlF FHiEgels EsHA FeArgel

- [¢]
O 22 24 uheolE Fol ARE HASHAY JAEF
AMERE AES AT Fae HAe AFGH0E 19
sto] ARE $ATMt ([sarabhakdee, 2018). ©] A oA
plo]l R g ote AFcte AEFANE sl & B
42 Wk ol 259 AlE WS U1 Hor »
ek P52 1% oY (Ki & Kim, 2019), Fuf 3
+ AdHez AlFd WE 2715 @79 BRI A
olojubzttt (Zhou, Barnes, McCormick, & Cano, 2021).
ole} Z-2 FujgiEe 1 TR BRITO] AJoAgo] B
o] mJE|7] wjge] AEFAMY AMA Fof| Folshe
24 aggsoletn & 4 Qirh wEhA, 2 dAofA
=

B 4% W5 AZA} Sasis Anio] Hel
g
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3. =E740{ &3} (Doppelganger effect) 7|4te| bk
2191 A4 41 HFI0| HA|

AR S5 ol mEW, Y2 JEAY S5 FH F
sz, 7H9S BR19 8%, HE, 712 5& 2de A
A1) B5& olo] A ATt (Bandura & Walters,
1977). 2} @52 7i%lo] Q&siA] glot: dojuh= 79
ARl PFo= IHFET|E it B AlES B Rd=E
o7l o2 AT HIRoiA7] 9ol B dES o=t
(Bandura & Walters, 1977; Ruvio, Gavish, & Shoham,
2013), o714 & Bde B4 gy IHE 714, 5 9
PFo] Bio] H= AFEE ouieith. B HY2 ohE AT
59 HEu 2Ad 93 1 4 sl AAEE 7
(Bandura & Walters, 1977), 7153 28t 2te} o] ¢F
Wgo R AoA8S st Aol 2 & glon, nto]
& AzEeEy Adu|to] JIEFAA} Zo] ggoer
Ao 2F25k= Algo] & 4% Qlth (Ruvio et al,, 2013).
SEARE AH] B3-S Bk A9, AHIREY 2 3
T2 FE zAQl Pojrh oA &9 m qFt
g, A dtox] oAl mY PF ‘TE7o] At
(Doppelganger effect) 2 Ag& 4= it =2780] gyt
2HIZEY] B P52 Ao ERE sk At 9k
Aol AgH PFdS AEstr Uoh Ruvio et al,

2013). 2HARREo] AlEe Fiskedl ol 2 S

Za3%t 982 gt (Ruvio et al,, 2013). AFHES 59|
T A AHEETD gFoRY PEHor [ARS] Holil
A2 8971 9o, olE FEZA7I7] ol Ao B}
9] AH| P52 wEpeity, 2 P JRHE M2 AFEs
S A, 2 P52 ool SAHSl PFelo] &
o1=9lth (Bertrandias & Goldsmith, 2006; Ruvio et al.,

2013; White & Argo, 2011). &, 2 P52 Fojijo
2 dojubs ol i, wetetal A2 tiid o 7t
AALL FASHA Bolial st FAE DA S8 AL
H PFFQ Aolrk Hut ofyz), BHF o] Slojil= ARl
H A4S Zgo] Fast 92 ottt (Gueguen, Jacob, &
Martin, 2009). 2Hst= Al 2HF 58 53] 2o
ol He AR Afole] Az
(Duffy & Chartrand, 2015), =4} S
Feos Zgsto] W i dTte] FeAgS 7RI
(Hess, Philippot, & Blairy, 1999). J1%7] wj&of =a
T2 a4 Htoldolx ARl & RS0l 50| I=
ol AEFAALAY] AFAe IS S8 UEhe=

rol;
uiyet

o

tlo
in)
52
L
oflt
oX,
ol
Qb
)

)

(¢}

ohe Aoz Ukt
(Rogers, 2010; Ruvio et al, 2013; Viswanathan,
Childers, & Moore, 2000). 7}, AEFAA gt =t
2= QIZFAANZL Fustks Aol ozt v oz o
T AR g 7 YEe] FAY Gk w2
1 &% PFo] 24 v

I QIHKI & Kim, 2019). 44
ool A ERIZY] ATAg-E HAR AFS stz

E L =

QT AHAES] QBT U J4H w5
F7h 24 27 BT GFE vl fgon, 7t
4 10] EEH9IcE

dE Q39 34 (source credibility)2 FH B2 Zel=
o A5y s Bid Mde=, Al 7k F8 A
ol HEA(expertise), AR d(trustworthiness), =4
(attractiveness) 2.2 o]0z Qlc} (Ohanian, 1991). A&
e QEFAMTE BA ok FAOl dift A4 HRE
dupt oo g 4+ J=AE AAnith A=g2 <
ERAA7E HRE Aot 184 A Hdohe At o
1o] glom, ol 4H|AEC] A e HHE ofgA I
Zhotal AlEshea] g mxith mEde JEFAA
gt AAA v deg, gt 42 ) I AA uiE

TR [=

(Erdogan, Baker, & Tagg, 2001).

AR YHe] FAEe JH F8AE0] ZHXE 85}
I F9 HEE JAote ol IS mAE T8 4]
tt  (Hovland, Janis, & Kelley, 1953; Dholakia &
Stemthal, 1977; Ismagilova, Slade, Rana, & Dwivedi,
2020). 11 A, AR AHE] FAYL JAEFAA niAH
FANA HHARD H4R ==, FE AIAEA
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Ust / o P2l 24 ATO| HojsKIh FoHu

JEFAAY FAlgo] FH 58249 Bl Pzl ok
& v2)7] WZoltt (Ismagilova et al., 2020). EHL qo=
Schouten et al. (2020)2] A telAE AZFAA ol ot
£ A" 5aE ASo] 9% A9 |
g, m=Ed Ads ARSSHT:. EFF Choi and Lee
(2019)9] dFQME A4 mro] QJIERAAY T T/
F5E (Youtube) Eo]2A (viogger)] ARA, A4, uig
d 2pgo] o] Falsks AlE Fuf ke wR]= fFF
He HSPIxE st Weismueller, Harrigan, Wang,
and Soutar (2020)9] AFtoA = Tl Zel=o] HEA Al
24, WA o] Fu ox = olojx: HRE s}
H, AE Ao F4E 2pelo] FRlx O QAL S

he A, 4

of 48 4 UL A o Yot Lateel
G AL REERA JIgolt A CEOS| B4
2 J1%goNt BRIE] g 2ule] Bl 3L vl

=

At (Huaman—Ramirez & Merunka, 2021).

HE QY] FAEL s] ARl FAHATE 8w
£ 7ide] ohyel HA=27tx] SHgEe] HEEy|x itk
BHS Aol oigt F4lEe Bl P4 (brand
reputation)¥ HAME oJu]z|(brand image)H= AEZ Q1 7
gog, AHH dH¥9 FAYT iR 2HY A
AH2E] Hiket WES sk A aclolth (Bobinski
Jr, Cox, & Cox, 1996; Yang, Peterson, & Cai, 2003). B
HE FAY S YR PG FAHT [AleHA HRA,
A=, Mg A sog AN, fuf oot T2 4
HIZF FEo] AR FFe m- (Back, Kim, & Yu,
2010; Sweeney & Swait, 2008; Wang & Yang, 2010). ¥
T ofya} Song, Lee and Kim (2017)9] dtollA= 71g0]
Agste wAx]e] izt AHAHES] WS HS5E] AR
A, AR, MEA Age AAESIE St oY AR
Hdo] AL Y Eak opzt 7
Agro] AR 4 Sl Adelrh FHEERA A4
o] JIEFANE AHAAR

QRom, olgt FAo 7]

AHVF“)HH] AAE & doe He v o, JE 9
=

©
_\:-_l‘
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B
_);]_5
e
<
l_ﬂ

(ek=A-4 74154‘21
A (@4 mte] JEF 2ol &HAE
o] B &40 {7t FFE A AHIAEY FFAY
2Hho27tz] olojxE AR HFEATH (Cheng, Chen,
& Hung-Baesecke, 2021). gt oflzl Ki and Kim

ﬂJ
re
Z
lo,
m
Hd
oL
k=)
>

(2019)8] AL JEF =
2o folgt JgFS l% e gl
olgo] WEw, shte] Bl

FAA 7H‘ﬂ& E/dellAl 7]%6}
A

Aol e

of

oho] A Aol AR 939 gAES FAshe A
=4, A=, el Anxt Yol miAE ddEs d
Fotgleh. A% el wad AEeAA 0] A=A, WA,
AL Q&AM Farske Agel oigh 7o o]
A FFe nHe U{ ol iz ool A<l
FFE e 2e FISIAT (Choi & Lee, 2019). Hxt

ofa}l, Weismueller et al. (2020)9] ¢i7tof| w}2H QEZF

AA ] HEA, A=, wi=d K9l O%fn'*—ﬂ/ﬂﬂ' arst

£ Aol tigt ol Qo] FAl g vHem, Kim

and Kim (2021)¢] dFoAe JEFAA 9 A28 ufe

/Ho] 2HZEE] oo A FFE HAle A&
A

=
SISk, o)Ay R PR FAAL 2nAEe] 33
¢ F4

pE

49 PEL ofFol A aclge & 5 glon
BAER A ABRIMe] B4 A A A g Anl
So W5l FHHA GFL v Holet T 4 e
olell theat e FHe Msieict

H3: FRRcEA AB2AM] @AY, O, ©
Ege Audse] 48 49 dzd] 34 9T v

2 A7) g A=Y Figure 1o AAISHEAT

0 @7 Wy Yy

=

T B ging £ 9 BASIot) QIEFAA 9 FAIE
A= AEA el AZEA Choi and Lee (2019)9}

Lee and Watkins (2016)2] ¢17tof|A AMEH BEFES 4
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Attractiveness H3(c)

Desire of
Imitation

Social shopping
intention

Figure 1. Research Mode/
(drawn by authors)
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7k 89159 A BEEE Ish] Qs AMOS 22.0&
olgst] BE Qg wHHdet A SHRFS ez g
917 9 AEX(CFA: Confirmatory Factor Analysis)& AIA]

25 BE AP A4t BEYVE SEo U
zgs o 74 AdE & Fe A AL B
TH x 2(df=80)=176.816, p=.000, Normed x2=2.210,
CFI=.968, GFI=.917, TLI=.958, NFI=.943,
RMSEA=0.070). 3t CRE2 E5F 0.7 oo =r 49 €
I (convergent validity)o] 2RIE|QloH, AVEZto] 0.50]
olm(Table 1) W45 3+ oA AlFgyedt 34 v+
et 59 eFgAdT T e (discriminant validity)o] 2
olx]9ic} (Fornell & Larcker, 1981) (Table 2).
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Table 1. Results from Confirmatory Factor Analysis (CFA) of the Finalized Measurement Model

Factor Cronbach'a
ltems loadin AVE
9 CR
This Influencer knows about the positing very well. 763
:ftasﬁioann undeniable fact that this Influencer is an expertise in 885 917
EX : .836
This Influencer has a lot of experience in fashion. .861 984
This Influencer will give followers information about her 834
Instagram content. )
| find this influencer very attractive physically. 871 .901
Source Credibility AT .786
This influencer looks stylish. .902 926
This Influencer would be sincere every time. 815
This Influencer would not pretend to know about what she
does not know well 863 217
TR - .818
This Influencer would not talk without grounds. 910 978
This Influencer would frankly present her position, thoughts 841
and opinions. )
| want to have a lifestyle more like this influencer. 828 880
Desire of Imitation .664
| want to emulate the style of this influencer on social media. .902 920
| think | would feel good about buying products sold by this 977
influencer. ) 822
Social Shopping Intention | think | would _fegl good about the process of buying 954 850
products sold by this influencer. 981
| think | would have an enjoyable time shopping for products ’
L 828
sold by this influencer.
EX: Expertise, AT: Attractiveness, TR: Trustworthiness
Table 2. 7he Squared Correlations and Average Variance Extracted (AVE) of Variables
EX AT TR DI Sl
EX 8367
AT 1549 786
TR 584 .099 818
DI 292 .359 .359 .664
SSl 253 .033 325 .399 .850

Note.

a) Numbers on the diagonal are AVE.

b) Numbers off the diagonal are the squared correlation between the variables

**TR: Trustworthiness, AT: Attractiveness, EX: Expertise, DI: Desire of Imitation, SSI: Social Shopping Intention
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2, G A 2] = RS vssthe Helrh wEhA H3be 712HES
o whebA], miEAe FHERHERA QJIERAA] gt =
AF7HdE ASS] sl AR A4S AAskglen, 2 W 875 Folk A & P FFE Rtk
myel A Y AFTEIH (7(df=94)=188.250, A& g 5 AUtk
=000, Normed #°=2.003, CFI=.972, TLI=.965,
NFI=947, RFI=.932, RMSEA=0.063). 7+ 2%& BT V.ZE 2 AHA
27, B 871 A4 47 Pl KT FF( =522,
pLO0DE mIA= Aoz Ueht Hiol A==t JEF 1. =9
AA9] FAES Aok 891 AR, "=, A=A
Zo)A wiFA(£=.295, p00DT N=HA(F=.427, p<001) AE A 7lee] dHeg Qs &4 wrjolrt AdishHA],
gro] i 850 Fom|gt Yk mAe ZACR Uehhth 710 EAlsted AdeHeE|eh= E OHE FH A
w2tA] H2bot H2c7b A==l o] & A=AdT 448 4 24 mde] JIERAA 7L TSI e5Y &4 v
g Pl foulgt BN #=.226, pL05)7t Y= AL R o] JIZFUAME= 7190 Bl AFES FHok= ddo]
Bl H3co] A== qict. AR 31, 50 BASkl Y 34 (credibility)
WA, FHEAT 2 A JQEFAA Y] A9 n w856} < 7|Ero g TRt HjRYA ZEg sl itk o9
o] BAE IPY H2aol FHEMAERA JERUA9] 2 AFAE FHEIHE o221 =E7jo] Aute] 7Rt}
AT &4 &% PFos A H3a2 F5HA] glot o] A4 wtjo] JAEFAAL FHEHERA H{ok= A
LT 714 ols &HIAEC] AT ool £8E 2, A=A, viEldol AnxES] nY 879 &4 47
g diofls JAEFAAZE BHet ARJEGE JEFAA ol pA= FFAS FSoHh AT Aol digt 74
AM =4 4 Qe AEdat T15e] BRRE wiEgo] 4] ARl =9 vt 2t
AER otod AEFRIANE Bietast ol &35 2 AR, FHEAERA JAERAAY FAH F, wiEdn
dos HojFe At & 4= §lrh AZ/dol ARRre] mi 5o {5t JkS mjzled, A
SRR Aite AHAPE FHBHERA QEFAA TS AR B 850 foRt 93RS mXA] Est
A wEgAde =7H BYESE ZEAA HA (H2b), wiE k. o= A3 Aol B AAY ABRREC] AEF
AE =T oA A8 43 FFel BAQA FFS mA SAA Ask= wiE Ay Agido] AmRRe] FAA
Table 3. Results of Structural Equation Moaeling
Hypothesis Structural Path Stcrr:f?i::?;znid t-value Result
H1 ID — SSI 522%%x 5.813 accept
H2a EX — DI 109 1.027 reject
H2b AT — DI 295 %% 4,506 accept
H2c TR — DI ADT *x% 4.037 accept
H3a EX — SSI 116 1.256 reject
H3b AT — SSI -.188** -.3.050 reject
H3c TR — SSI 226%* 2.298 accept

*% <. 01, ***p<.001
EX: Expertise, TR: Trustworthiness, AT: Attractiveness,

DI: Desire of Imitation, SSI: Social Shopping Intention
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ot 352 whgo] fofgt Y nxicke Aztet FE2 A4 &7 sl FHA JFE nzl Ao et =&
Hog A & 4 Yot (Cheng et al. 20215 Ki & S3 2t} ol AHRbEo] FHEHEAA P <
Kim, 2019) AFAE, o]t FAlol| AHAEo] AEFAX AN 2]Zst
EA, FUEHERA JAEZAN| et =Y 84 4 £ fAMdol FAastely] digel AES Falistks Aol diel
A 4% P5, S JAZFAA Bafets ARS skt AE BRI 9L 7R e Aol siad & Sl
el

Sho Hlwe olojgirh ol QBT e B STk oL fAE ARAeIN ARSI shed), AuAEE <
QEFA Yushe ATl et Puh O L 1 AF BRI J1EY FYAANE LK) RRY 12

of gt A kol B JgFE vI-th= Ki and Kim = 71 ol ko] A Pk mFct (Buy,
(2019)9] A4 A¥E AA|5t= Afoltt. ol QAEZTAA Parkinson, & Thaichon, 2022; Schouten et al., 2020). &
7b Gl ARgShe AlEE AEAEA k&S] dizd 5] & AolMe FHERES] oA ujg o] 24E 9=
AH 2= ZpAo] Folehe QJIEFAANS] 45 A9 4 o] &S APsl=dl, 187 fieo] AHAES B2 5
oA meEfolE iy 42 857 A71A HIL ol AAAHA =9 9 migde 150 7H 4 gl Aol BZe,
A8 4% P olojral AT 4= qlrh QUEFAALE 21 Afo]o] FAMIo] Rl Q14sto] Ad

AR, FHEREZA QJIEFAAC] disiA 4A28& A AR Fuf Peome FAHOR IS HX= AoE {5
Aot A4 4 Al AFHeR [foFt JFE mAE= ok AR B 2Eo] A4H wjHg-L AH2E9] Anf
Ao e, ol AE o Agldo] Sl oo o FAA FFe wHeH (Bower, 2001), Kim and
A¥Aesr Kot dFE I AsE AFH Kim (202D)¢] Qolxs JAEFAA] AAA ofghde
Weismueller et al. (2020)9] @746} duFEste 2ol T ool foft FRkS wIXA Esiglh welrt, oleh

T oit} BH, SolEAE FHEHERA QJIZFAA of T2 A AR A9 o mjElio] FH 8ol

oA A28 m=EAES AT StejRie A4 & 3§ FAAR AYFE FAFE Hele 3840 ¢S v
ol AFHo=m AFAA FFE MAA] Fohe AoE 4 2 2%, A71A% BARE o]ojAA] gethe AW AT
BRI Song et al. (2017)2] AollA FRAE 30149 o] At {ARE Wedo] qlkal & 4+ Qlth (Dipboye,
vs. 7fel)o] AR QA FAIE A 7FA] Aol ojEA 2z Arvey, & Terpstra, 1977).
Q1 ARGl ougt JFe PA=AE HHFel, o] = Ade 2 8= foulet JFde MR 4t
AT v ARAH] Y gt 22491 34 =, ol JIEFUA AR BRE A8 Aol Ax
Boll HAQ FFe PR AHAM] gdml= Fon o] Tl &t AH|ARE] HEo 3R BE A
g FFEE 77 ZP EE oid A7 SEHSE A At oE 29Ue F 4 AUk (Choi & Lee,
2201 FAFGYET] wgo] 2 AFolA JHdR EEF 2019). ol¢t &2 ZAil= JEFAATL Teo] JHE A
ARE—24 473 P b 24 4% P59= Sk HE dolA 219 HAUA SES ol AgoR
ofe] BAE HsHA AR ok= AREle ohdth 2y, & HH 7] diZel=t 5 4= Qi
FolE & e AR AR ARYH] 7197 A1
Aol mreba] AT wiEdo] BForo] WA= FFE 2. SR MO AARA
o] HEth= Aoy, & A9 Ail= dF AYS 4 QL
o siAEny & FHERHEZA QJIEFAAZL Jides AEFAANL} IE t59] A8 dAoA= JIEFIME
AAZ =2 BRHER AR w2t PFolert geid UFo P e, 52 59 ZHIRE 7|Yolv BHEY]
g & Zojgt Holw, 24 wisie FHEAE=RA HNE Hgote aE0R o7jH AFE AFsiGin. siA
JEFAAME et 2 AHTe BREZA AHZE o A4 oA IEFAAS JFElo] AAH AE
o] QIXskal Sl f5aliA siAshE 4 k& ZAolth o FAM = Dol 79T BES] P HEo] ATS o
S B aFold FUDAEEA JEBSQNY BRAW 05 2220} shie] FULAEEA NS A H3
P AdageFo] FAA FFE vAA ZPE A o} olo] & A AEFIAE okt gHEHER A7t
olgtar sfAFch st AH|IRREe] 0] st AlES Aokt WA
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