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71eo] WAoo Qlaf niAE AeA 71
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Park, 2016). <L COVID-19¢] o} A}3|A
A F717}F 33t ol AntE 71715 83
aAn|t] o] o] AIZte] Bl&Y A F716k3d
tHDongA Ilbo, 2020.8.9). JEH O GEH
o] A8 QA O, g&, 9 7t E 53
Ze advyo] EHES TV, Sy, A,
Al 5 7128 I3 ARy A 0] (One—way
Communication) 349 A&2Ql WA E A}
A5t 9lth(Jeong, Kim & Kim, 2018).
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A QAETANE A} AulAre] AT
A= FAo o= Pt JFS 7 HSS S
£ 4 th(Wright 2017).

FAHOR A nw, 22 ABRAN vt
A AR vekHo R wAsa ek Ay
2020 7|20 ABZAN TlAY AR o

102 60009] 902, 2017 9] 22 13002 o]
Bl - oF sufj o] el Aol AUTHKOTRA
2017.9.15),
o3t olZ= oA ulA|g el HAIAE I R
&5) UehA HA ol 243 v
3 BALE gubs) o) 2ol T ek, A5 &
20204 1190 2 Ho EEAL|EQ] ]o]
7 agi} AEFAXY RE AATT
E 7o) 3% 27t 18009 9-& FARSIAIkaL
Aglehs 5 AUl AZSFAA vhAE A
AALo| ol A= tHKookmin Ilbo, 2020.11,24).

=

QAER0LA nhA o] Tt Bl SHAloA
= vkt AR ke gk el o
B ATEe EACR AERANE AuA
LA A 2 AR P RAD) chopat
SAjo] AvAgEe] vHL 9T SHelsg
o 3] QBRI S4T Anle gt o
Gl vlA e chopat 9 A a ko] it o

Sl
27 78 o2t 9RAALE 24v|Col
AEY] Y AEFAA 9 W (Fandom),
4 W 9 Fol ot 042 28 EL
AR mefstel Gzl BukshA ol ol
A3l tHLee & Jo, 2021; Lee et al., 2020;
Lee et al,, 2019; Choi & Jeong, 2017).
oleh= e, AR M ~golehs ZR
A0 gzl SHo A 242 ofds] #
3t Aok, &, AEFAACL &n R
A 3|
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ThHLee & Lee, 2012).
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S8 9l Tt ZR2E ARToaH
tho] AFENA GeE vl HAcKSon & Kim,

2017; Jeong, 2019, Van den Bulte & Joshi

QABZOAE BEH opAPE ABO A
ERREPRUPES
S0l AR oldka 4 sk A
ol 2] 'SMCRE' 7.81-&
sy olZ2 A A= Source’ T ‘Sender’
off SIS, RS Message', 240]clo] B
£ 2 ‘Channel’, 7121l AH|A}= Receiver
o, AB|XY] AZHEMI= effect B B
=+ th(Jeong, 2019; Lasswell 1948),
A3 QBT YHBFL QBTN
(Source/Sender) &0 AlFo|t AB|20f tfTh
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rg
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1ATE AR A3 o2

[oN

SIo4TL The Korean Journel of Advertising

2006; Park & Lee, 2017, Lee & Lee, 1998;
Lee, 2010, Jo et al,, 1998; Aaker & Stayman
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7HA 7hsA o] %‘—E]-(Slm 2014; Yim & Kim,
9018; Till & Busler 2000). FAH|H 02 Arm 1

T SHAES e R glo]H AmA
Aol o ol e s EaEe) vy
o suaEe] AEAE 9 AR FHH
elg e, obg e FjelolE 4 H el

S FL= Ao=g eyt (Park 2022;

o

ABAE S, A8, 59 59 Y
= WaESHYim & Kim, 2018), A& FaL
mdlo] 33 BNAE U HAS| thato] B
o Agolt ANE Bgstn 9o, T4
o2 2HA} QA HER HEA] £

Bl oA AT R e

3
48 9d0| =olAtHYim & Kim, 2018; Till &
Busler 2000), Att7} ARE A dh= A
ARHE 097 e AR 2HA5 Y
Aol A= HA| A of] gt =8| &E7} a1 of
28] 7o) oz A YIFE MAE
o2 Uepyit), AuaBofo A Al A
Ao] HEAL pulE) Alg 9w 3
Ao yepdrt. o g &
A FAdedrE SAAES] AEAAT QA
 2HEY) BHEolEe FHA A8

ox 0}11 Py

How Agsie

2IROZAM AE0|0(0] ASFAMO| £40| AH|X} EiE=HEl0] DXl Fef

5t= Aoz YetH(Kim, Hong & Lee,
2010; Yoon & Cheon, 2012), E3} glo]H 7
vaolA aBase] ARg0| LuzFe] 2
2 AE2] A=l 384 FokE vl A
o2 vehtyth(Park, 2022), webd, Q1ZF
SEO.
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A HEQLS SHHE FHH 9F
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7120 ol FuA L Hofd mgo] A
G4 bl gl e o s

R S P e
(Elaboration Likelihood Model)& AH|Z}7}
FAL wAAE Al = AEA ] 2ol 3
N FUAE W FUAZE B9 AU

& SIS HAR7F AlS ekl Qe
= 7l SA4 dA S uEet
7Fs/do] W anAbTE £
sk WES-8HATH Petty & Cacioppo 1981).
oA7]o A, SAA TA= AlFolY AH|2e] &
KoLt R4, AA 31 2 WA} AN
Ste MH4 AREAE ojujsin Py B
+ Fardolu i Sels it Zol Aol A
H]2of Bt WAIR 9] =4 = A A Q) B0
gl EGAE ofulgtth(Petty & Cacioppo
1983). olefgt &H|A} AR A A=
24 AMBA LG O Z HE Zlo] A AF-E
1 th(Lee, 2010; Lee & Lee, 1998; Batra
& Ray 1986; MacKenzie, Lutz & Belch 1986).
ol 7oA = dutH o r AH|RFE] A
HA R SHA = FHARE BF A
o]Fofx|A|ut, dtAo® HHE Hesh= &
ARARZE Bl Qle B7HREY e, o
off upe} &uAke] HE A2 o] th2 A ek
Uth(Lee, 2010; Lee & Lee, 1998). MacKenzie,
Lutz & Belch(1986)2] o]t 7|7} 7] &<
st 7hs A HES TVRALE o= Fal
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2020; Lee et al,, 2020; Lee et al,, 2020,
Choi & Jeong, 2017). H|& XL 0] AH|ALY
AHAT 0|2, B3 AusptsARdS &8
& Ap5o] s Tolwo] ojg 387
A B AL sl vlujsiet, el 4
WETHs ol B4 Tolwl FRWARA 4
Hzte] AuE 718 ojuis] uhielch
Holml QubAoR Aurt B4 Aol
ot oste] L7l PR W Fados
A A1l o el @ 4 grkLee &
Kim, 2008). E3, R A5 Qo]
AlZo] Qologix ZAWLo o2 3ich
(Park & Lee, 2017), 18]3}¢], aB|AE2 A
%3’,]—0:]57 =2 7 Ooﬂ_L_: X%];LFJ—/\H_,] ]q-x-]oi
NoJA B2 AR kS FABHAIE AL o=

_/.\_H]X}Q] z‘;ﬂEo" 7\1;@;@ o=z 0161:0 u} éz; o]

¥

H(Kim & Jin, 2006; Jeon & Hyun, 1997), &E
oF, AnRte vk ol Al S =
Sof Bojmsl 2ANSRA AT T o
(Chen and Tsai, 2008),

53] 2H|AH] grofmof wEha] 2po] 7} L,
naele] ARt X el FUAEE A
7] ol A% 449 B 502
2014 W E AT A AL o))
2] 0|2 FUARE UF FisAol &k
SR, el e 24 A

L

2IROZAM AE0|0(0] ASFAMO| £40| AH|X} EiE=HEl0] DXl Fef

Lr}(Batra & Ray 1986; Petty & Cacioppo
1983).
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E7h 8w WA o 24 FooEsl e
THLee & Lee, 1998),
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(Table 1) Demographic Characteristics of Samples

2IROZAM AE0|0(0] ASFAMO| £40| AH|X} EiE=HEl0] DXl Fef

Number Percentage(%)
Mele 216 50
Genoer Fermdle 216 50
10-19 109 262
2024 A1 95
2529 65 15
Age 30-34 55 12.7
35-39 53 12.3
40-44 63 14.6
45-49 46 106
Below 50" 109 252
50-99° 15 35
100-149° 21 49
150-199" 17 39
Income 200249 63 157
250-299' 31 72
300-349° 60 139
350-399° 28 65
400" above 83 192
Below 50° 17 27.1
50-99' 53 123
100-149° 71 164
Consurnption 150-199" 51 1.8
200-249' 54 125
250299 24 56
300" above 62 14.4
Capital area
(Seou, Incheon, Kyunggi) 28 897
Gyeongsang Province 91 21.1
Residentia area Jedlla Province 37 86
Chungcheong Province 34 79
Gangwon Province 9 2.1
Jeju Province 3 0.7
High School 139 322
University Student a2 97
Education University 218 50.5
Graduate School Student 3 07
Graduate Schoal 30 6.9
Student 150 347
Office worker 141 326
Technical job 23 53
Job Professional occupation a4 102
Self~employment 19 44
Housewife 24 56
Ec 31 7.2

*10,000 won is omitted

40T 7HA] ZFZF 1098 (25.2%), 10678 (24.5%),
10874 (25.0%) 10978 (25.2%) 0.2 1127 H 3L

33T 552022 78 152) 71
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Tl Qiek, o]5 AMEY, S 2587
(59.7%) 0.2 WFERHAL, o]o] e 91 (21.1%),
e 3779(8.6%), AlFE7E 37(0.7%) 2= 7}
B ST LESES Tk o) o] it
=9 2187(50.5%)°ltF, 292 3H¥o] 1507
(34.7%) 2 7P WAL Folof AHF-Z 0] 1417
(32.6%) ] itk

9 A
RE AH) 93 RREE 1Y ol B3
o

SEFIRHE 10~20Hjo) A == o] &a A=t A
A AT gl A APl 15% o)

O [e] H d
AL - QAR FEolqla,

Ylolu] B2 AYjaoR 20t ek 3oty
ol Aol HEHojolis Aol BTt B3] 78
I e 2A} AR ThRRo] An|tof
SEENMECESE- T LIS SRR
B2 A7 g 58 3%0] EEE 25250
2 37t P Sl ol B &

A} ABO) At ofn| NS Ao The

Hie e ox

PESHG FFEI} BE7HAHol A
o Ao Qg Aoty AZH

(Table 8 AT A4mclo] Q1Z2QIA
5ol §AIZES ABFHE Aotk ol §AIKHS
ol Afahe hA) AR AAT Jol7) ek
W) plek. o2 FFACE 2 ), 40 &
goltio] o §EL tlg Fug uiste, A

FEHE Antol AFH0R Bg}

(Table 2) Main platform used by generation

Main Platform Teenage 20s 30s 40s Total
Titter 5(1.2%) 1(0.2%) 2(0.5%) 00%) 8(1.9%)
Facebook 92.1%) 3(0.7%) 1(0.2%) 40.9%) 17(39%)
Youtuoe TA(17.1%) 59(13.7%) 56(13.0%) 63(14.6%) 252(58.3%)
Instagram 15(3.5%) 296.7%) 25(5.8%) 16(3.7%) 85(19.7%)
Naver blog 6(1.4%) 14(3.2%) 24(5.6%) 26(6.0%) 70(16.2%)
Total 109(25.2%) 106(24.5%) 108(25.0%) 109(25.2%) 432(100%)
(Table 3) Average time on social media reviews by generation
use time of platform Teenage 20s 30s 40s Total
Below 10 minutes 16(3.7%) 16(3.7%) 19(4.4%) 25(5.8%) 76(17.6%)
10 minutes to 20 minutes 20(4.6%) 296.7%) 27(6.3%) 25(5.8%) 101(23.4%)
20 minutes to 40 minutes 296.7%) 25(5.8%) 30(6.9%) 27(6.3%) 111(25.7%)
40 minutes to 1 hour 27(6.3%) 27(6.3%) 23(5.3%) 20(4.6%) 97(22.5%)
above 1 hour 17(3.9%) A2.1%) 92.1%) 12(2.8%) 47(10.9%)
Totel 109(25.2%) 106(24.5%) 108(25.0%) 109(25.2%) 432(100%)
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Alei7F 10Tl A 300, 1 Fofl 53] 10~20th
7k AgE Aolet olidste] ool ik A&

g Zlaske

AL} weko} 40t ojAke] A

Aol 4= 2AvlTo}E Fesks Aow ot

A, 33 d7A5ol

3 wRolt,

3) mio| 7155 Zt

ol ] (Table 4)=

SEARE £4= LA

A<
FESA

(Table 4) Descriptive statistics of variables

of ZFarsfof

w40} el wetel 7]

2IROZAM AE0|0(0] ASFAMO| £40| AH|X} EiE=HEl0] DXl Fef

4) AlZ|E gl Q0|HA

—_

u_Y.
o[

2 Ao A= 7HE 8= Slsl SPSs 24¢F

AMOS 262271318 &85t =5d dlojg
Gml et A=Y W KR PSSt
Aok 24 3929 WE duie B3] 9
&) Cronbach’s Alpah A4S £3d) 2} HyEo

A2 S B4t} Cronbach’s Alpha 2] Zt
& 0,600 FoJu|et gre g & &4 qlomn,
0,804} tf & k&3t ~Fo] 22 (Table 5)9]
H 2E ¥4E9] Cronbach’s Alpha A4

2
I

Average SD Number of Sample
Informetion 5.4045 1.00693 432
Entertainment 51331 1.23873 432
Attraction 4.4462 1.30405 432
Expertise 5.2645 121222 432
Review Attitudes 5.1481 1.30000 432
Brand Recognition 50469 1.17962 432
Brand Attitudes 48738 1.16867 432
Purchase Intention 4.8021 1.34695 432
Consumer Involvement 52726 1.39139 432
(Table 5) Religbility and validity result
Construct | ftem No”fofggizgized S E C.R P St:gg;;‘iﬁd AVE CR C“X:gﬁ:h‘s
1 1.010 0.053 19019 e 0.834
iormretion 2 0.971 0.053 18239 e 0.851 0649 055 0903
3 1.004 0.052 19.482 ek 0904
4 1 0.744
KMO=0.846, Barlett’'s Chi-sauared=1183534, p=0.000
Construct | ftem Non;zt;;i\gizgized S E C.R P St:g:f?;?;‘fd AVE CR C"Egﬁ:h’s
1 0.898 0.034 26.548 ok 0878
Entertainment d LOoT 0036 29067 . 0913 0691 0899 0940
3 1.061 0.0338 28,151 ek 0.901
4 1 0.836

KMO=0.823, Barlett's Chi-squared=1605.385, £=0.000
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Construct em Non—starl\dlardlzed S E CR P Standgr@zed AVE R Cronbach’'s
coefficient coefficient Alpha
1 1.008 0.034 29.483 ok 0.922
2 1.072 0034 31.430 ek 0.947
Altration 0.592 0.851 0.922
3 0.778 0.045 17.405 ek 0.696
4 1 0833
KMC=0.796, Barlett’'s Chi-sauared=1510,599, £=0.000
Construct ltem Non—star?d.ardlzed S E CR P Standa?rc.ilzed AVE R Cronbach's
coefficient coefficient Alpha
1 0930 0.031 30.069 ek 0.836
2 1.013 0.030 33.282 ek 0917
Expertise 0.747 0.922 0.952
3 0975 0.029 33631 ek 0.920
4 1 0.925
KMO=0.867, Barlet's Chi~squared=1782.789, £=0.000
Construct ltem Non—star?dlardlzed S E CR P Stand;rghzed AVE R Cronbach's
coefficient coefficient Alpha
1 0.925 0026 35,043 ek 0915
i 2 1.036 0.026 39122 ek 0.943
review 0804 0942 0967
Affitudes 3 1.043 0.024 43108 ek 0.964
4 1 0935
KMO=0.874, Barlett's Chi-squared=2237.745, £=0.000
oS T Non—star?d.ardlzed S E C R P Standg@zed AVE CR Cronbach's
coefficient coefficient Alpha
1 1.097 0.051 21.663 ek 0.839
Brand 2 1.117 0.051 21.941 ek 0897
and 0638 0875 0922
Recognition 3 1.086 0.051 21.473 ek 0.833
4 1 0.798
KMO=0.807, Bearlet's Chi~squared=1404.710, £=0.000
Construct em Non—starl\dlardlzed S E CR P Standgr@zed AVE R Cronbach’'s
coefficient coefficient Alpha
1 0.954 0.026 36.880 ok 0.924
2 1.011 0.024 41.869 ek 0.953
Hrend 0837 0953 0968
Attitudes 3 1.002 0.025 30,623 ek 0.941
4 1 0.941
KMO=0.832, Barlett’'s Chi-sauared=2217.536, 0=0.000
Construct em Non—star?d.ardlzed S E CR P Standa?rc.ilzed AVE R Cronbach's
coefficient coefficient Alpha
1 1.110 0.044 25.243 ek 0.907
n 2 1.158 0043 26.826 ek 0.936
Purchese 0691 089 0948
Intention 3 1.144 0.042 27.204 ek 0.943
4 1 0.838

KMO=0.855 , Barlet's Chi-~squared=1773.985, £p=0.000
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2IROZAM AE0|0(0] ASFAMO| £40| AH|X} EiE=HEl0] DXl Fef

ol 0,904 02 Yepht glojg o W 4y of Zglel Moo glom Alg|wel Ayt 7|&
o] uj$ =%k AL &9l T 4= QIrH(Hair et A& TEetH(Cerny & Kaiser 1977). EZH

al, 2010),

S} (Table 5)2] KMO(Kaiseer—Meyer—Olkin)

=
p—value Zf= A

% Barilett®] A% 2L M, KMORARY AL & 5 9ok

(Table 6) ltems in Variables

Ail= F921 0.01

B 22 2k 7R mE @ olE o) Ajsirie

Variables Questions References
Information 1 The review of the influencer provides me with appropriate information.
Informetion 2 The influencer review provides quick informetion.
- - - — ; Ducofie(1996), Les(2008)
Information 3 The review of influencer provides convenient information.
Informetion 4 The influencer review provides complete information.

Entertainment 1

Influencer reviews are interesting.

Aaker&Stayman(1990),

Entertainment 2

The review in influencer is enjoyable.

Davis(1989),

Entertainment 3

If's fun to watch influencer's review,

Taylor&Todd(1995),

Entertainment 4

Reviews of influencers stimulate curiosity.

Jo, Na & Kim(1998),
Lee(2010)

Altraction 1 Influencers are attractive,
Altraction 2 | like influencer, Til & Busler(2000),
Attrection 3 The influencer looks similer 1o me. Yim & Kim(2018), Sm(2014)
Attraction 4 The influencer has a good heart.
Expertise 1 | think influencer is skilled.
Expertise 2 | think influencer is professional., Til & Busler(2000),
Expertise 3 I think influencers have a lot of experience. Yim & Kim(2018)
Expertise 4 | think influencers have ability.

Review Attitudes 1 | The review of this influencer is good.

Review Attitudes 2

The review of this influencer is likable,

McQuarrie & Mick(1992),

Review Aftitudes 3

| like this influencer's review,

Yoon & Chai(2019)

Review Aftitudes 4

| am positive about the review of this influencer.

Brand Recognition 1

| was well anere d the funcliond adventages that are distinguished from other rand products

Brand Recognition 2 | | was well aware of the alffribute information that distinguishes it from other branded products, Chai(1995),
Brand Recognition 3 | It seems that there are meny useful functions compared to other brand products, Lee(2010)
Brand Recognition 4 | The product of the brand is likely to be of good quality compared to the price.
Brand Attitudes 1 | The brand is good.
Brand Attitudes 2 | The brand is likable. Lee(1998),
Brand Atitude 3 || like that brand, Lee(2010)
Brand Aftitude 4 || am positive about the brand,

Purchase Intention 1

| am interested in using the branded product.

Purchase Intention?

If I can afford it, I am wiling to purchase the brand product.

Purchase Intentio 3

It's worth buying this rand if | can afford it,

Yoon & Chai2019)

Purchase Intention 4

| ' would like to recommend this brand product to my friends.
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AHeE S35 2t BESHSE 0 0.828, RMSEA=0,068 ©& $=7H &t A
ABBAE Blelr) skl BIH el FRdo] Ryshs YEE oujsh: Yo Ay
& AN, B2 A gol WE 0701 Eb umA 94 o yeyth Al
o2 el mE LA IEL] AVE(HAE CFI=0.949, IFI=0.949, TLI=0.,943%% <3
A¥2Z) gro] 0.5014, 18I CRONAAHE) Ao T2EFI Jude vud o 2 Aol
e 0. 70|40 B HZEFGAo| BRE Tt FZREYo] AT} F5sA YERTY

ofzfe] (Table 7y FANEE] wete Zedow yuy, oThy, ey, AR,
A& ASsH7] Hste] AVE(HF+4taE) 4hat YR E, A, AEEHE, FujojrER o
TANAET AuASe) AFE v oA 2 Aol mUe WsE 7o 724
(Fornell & Larker 1981), wjglAda} gty o] HAE FEoHA AEET S & 4= Qo
9ol BE LYAYETY Baeigol o
HE e}, 5) 7VaE35

ol 2] (Table 8)2- W& o] 23w o] Axto|
tF, ApA|s] A EH, CMIN/DF=2,976, GFI= (Table )= 7MdASY A=, 12279
(Table 7) Discriminant validity Results

Corelation
Construct i AVE
Information | Entertainment Attraction Expertise ;ti\ﬁzgs Rec?c:::iion fttri?;c(ije

Informetion 0.649
! 0.805

Entertainment (0648) 0.691
) 0.663 0.846

Aradion | (0,439 ©715) 052
) 0.755 0.781 0.738

PeEE | 0s70) (0609) (0544) Rad

Review 0.808 087 0823 0.798 0804

Attitudes (0.652) (0.756) 0.677) (0.630) ’

Brand 0.737 0.768 0.695 0.737 0.768 0638

Recognition (0543 (0.589) (0.483) (0.543) (0.589) '

Brand 0.604 0.641 06 0572 0676 0682 0837

Attitude (0.364) (0.410) (0.36) (0.327) (0.456) (0.465) '

Purchase 0589 0673 06 0623 0.644 0.666 0.79% 0691

Intention (0.346) (0.452) (0.36) (0.389) (0.414) (0.443) (0.632) ’

% ()in means the square of the correlation coefficient
(Table 8) The results of Model Fit
CMIN/DF GFl IFI Tu CH RMSEA
2976 0828 0.949 0943 0.949 0.068
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2IROZAM AE0|0(0] ASFAMO| £40| AH|X} EiE=HEl0] DXl Fef

AR foE B Aot Frjolze] daumgets /)& ABATIt B

S ARA, oY, oA, ARAY A ATE F3) AT SR Folet T 4 e,
gRsAo] Bl o] AL G BE § o2 Hhgro 2 o] Ful o] that BEE F7t
gt Aoz ekl FAHOE A2 Bli Hom BN UAS ofef (Table 1002
S4o BlfefEe] o2k 420 BES 4R oF W AR Avtoln], RE HSo|H A
A BAT AT o2l RelE0.2990] o= olu)g Aukglo] e, TAHoR
Mg 7 Usron] M- REEO.273),  ABEE, AR suxe) el Rewst A
AT HEE0,266), AEA-SHEE0.172)  molA] Tulelmet EAE SREE, AEQlX,
7 EANE B G g, o]F EfE E AT 183 v e 2 e, AR

FAA7E S T o BRe] ede A
slots Heke HajoF o Zoz melch

)

4 mg— T o) o] Ezﬂﬂ@ %ol
}XIL 2 o 4 ). werA,

fo my o O uE
i,
"oy
. i?—
=
oS{L ﬂJ

it ullEe] o277k AR 2} S AR o5 3
F 4 AR A 8-S A SR s el Waele o 4 gl
Frha0R 28 AL e 2N

da AU, FAoR Vst g

B = 9] %= (0,801) 7} 7MY =2 ARATE skl om, ofgf ] (Table 11) Y (Table 12) ]
Holal QJal, 2] e E=—43E3IA](0 83) e A do® 9 A B 29kt vjr) &t
T —AFHEE(0.394), Ad3EQIA| /e %=(0,379) A0S 4 4 AUk FREEA AEQIA,
7 =AY = FE 9laL Aok ole AR =Tt FREESE AA FHYEE oloA= A
(Table 9) The results of Hypothesis
Hypothesis Path Path Coefficient Standard error p Result

Hia Information — Review Attitudes 0.266 0.06 ok Accept

Hib Entertainment — Review Attitudes 0.296 0.065 ok Acoept

Hic Altraction — Review Attitudes 0273 0.046 ok Acoept

Hid Expertise — Review Aftitudes 0.172 0.042 x Accept

H2 Review Aftitudes — Brand Aftitudes 0.394 0.057 ok Accept

H3a Review Atitudes — Brand Recognition 0.783 0.041 ok Accept

H3b Brand Recognition — Brand Attitudes 0.379 0.066 ok Accept

H4 Brand Attitudes — Purchase Intention 0.801 0.047 ok Accept
(Table 10) The mediation Effect

Hypothesis Path Path coefficient 95% interval o}

MEa Review Affitudes — Brand Recognition — Brand Atiitudes 0.345 0188 | 0537 0.000™

MED Review Aftiudes — Brand Alftitudes — Purchese Intention 0270 0109 | 03% 0.000™

VEC Review An|tude§ — Brand Recognition — Brand Attitudes — 0276 0145 0451 0000™

Purchase Intention
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(Table 11) The mediation effect of the high involvement

Path Path coefficient 95% interval p
Review Affitudes — Brand Recognition — Brand Atfitudes 0457 0253 | 0718 0000™
Review Atftitudes — Brand Aftitudes — Purchase Intention 0.130 -0.120 0.347 0000
Review Alttudes — Brand Recognition — Brand Alfitudes — Purchase Intertion 0379 0206 | 0614 0000™
(Table 12) The mediation effect of the low involvement

Path Path coefficient 95% interval p
Review Aftitudes — Brand Recognition — Brand Aftitudes 0.244 0.063 0510 0046"
Review Altiudes — Brand Aflitudes — Purchese Intention 0375 0.161 0493 0000™
Review Aftitudes — Brand Recognition — Brand Aftitudes — Purchase Intention 0.186 0.043 0.421 0076

o el WAL S 2 ARAS G
A7) ek ShAut S oA A o
Fojol e Aol Est o 2 ARAL G 7H

A e AL % 4 9ok BTG FAA &
G QI%ol A oR nelw v ET}

247 Ao 8 AE & 5 9t} o
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A%l 394 24 s}% Ae % 4 ek

Ay
E
N
N
10
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o
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1
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R 2ol wwu} 243
Hejw % AEAA

o o
ol
-
R

M
s
| o
o
Ehs
)
H1
=2
_t

(Table 13) The result of the moderating effect of involvement

o 4 AMEE e Fhol =] 2
o Aoz deteh, Al 4 4
32 99, 714 Heas} 7Hd Heb A|X| 91
I RETERNE S LS B SR
293} Alopmdzie] FAXOR folgt Aol
7} FERA] @kokth, @ eE 7bA Heck &
ARoR folshd 3 ke FHa

FAH O.RE (Table 14)0l4] Ao} o]
A el E- AR E L] A2 AL0.589)7F %
ol thollA] Lieht uhel Tigho] gkl a
el ARACOIB0E o
4 ek, s, £e19l @

olu] gt x}o]

o glofA] o 2 gL AL AoR e
Wk ol AuAEC] Aol Heto] el
off QlofA] 3o HetHhe o fEA 0 B

Hypothesis Path DF CMIN P Result
Hoa Review Aftitudes — Brand Attitudes 1 5614 0.018 Accept
Hob Brand Recognition — Brand Attitudes 1 11.174 0.001 Accept
H5c Brand Atftitudes — Purchase Intention 1 0.250 0617 Reject
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(Table 14) Comparison of the moderating effect according to the difference by the degree of involvement

2IROZAM AE0|C(0] ASFAMO| £50| AH|X} EfE=Hl0 0|X=

%3

Path coefficient (p)
Hypothesis Path - Result
High Involvement Low Involvement
Hb5a Review Attitudes — Brand Attitudes 0.184(0.043") 0589 Acoept
Hab Brand Recognition — Brand Attitudes 0577("7) 0.1930018") Accept
Hee Brand Aftitudes — Purchase Intention 0.825(7) 0.755(") Reject
. H1a
Information
Consumer Consumer
Involvement Involvement
Entertainment
Review 7\ Brand Purchase
Attitudes L\’ Attitudes Intention

Attraction

Expertise

Brand
Recognition

Consumer

{Figure 2) The Result of Hypothesis

Q= SEEY @E%oﬂ JHFEL vAE
WA Au|zke] I

o>
o g

sk ehede] el oA 5ol
aH|Ae] ol =7} vhe Fieto] €l o
5879 AHol7] whge] Alze|Ee] 2%
o ¢ 2 g Rk Aoz FEREn
O R HEAA-HEAE HRo|H Af
293 ARt FAHOE Fat Hol7h
ettt Aol W nge] BE BAHOR

OISR, Axm]R}e] A ghe] A
A=) J=2A15~(0.19 )01 sl
ko] HekollA s AR A3

A0.57T) 2 et ol Bo=T}

FojolEo] HRE Fi Ao Wolth, Tug
ofUet $lolA et

1=
L I
S LDER o
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The Effect of Influencer's Review on
Consumer’s Behavior
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Th study analyzed the impact of influencer's review behavior on consumer
IS attitudes through the Dual-Mediation Hypothesis, one of the information
processing theories. Specifically, we set the attributes of influencer reviews to the
informativity of review contents, the entertainment of review contents, the attracion of
influencer, and the expertise of influencer, and determine the effect of these variables on
review attitudes. We verify the causal relationship between review attitudes, brand
recognition, brand attitudes and purchasing intentions. Furthermore, We check the
moderating effect of Consumer’s Involvement. The survey was conducted through
‘Macromill Embrain’, an Internet research company, and a total of 432 samples were
obtained to analyze the effects of the variables through Structural Equation Model. The
analysis found that the informativity of review content, the entertainment of review
content, the attraction of influencer and the expertise of influencer all had a significant
effect on review attitudes, brand recognition, brand attitudes and purchasing intentions.
The moderating effect of the level of consumer involvement was significant in the '‘Review
Attitude-Brand Attitude’ and ‘Brand Recognition-Brand Attitude’ pathways, But not in the
‘Brand Attitude-Purchase Intention’ pathways. This study used existing Advertisement’s
effectiveness theory to analyze the Effect of influencer reviews on consumer attitudes.
And we can provide future studies related to influencer marketing with stereoscopic view
to understanding Influencer Marketing by establishing a systematic framework.

Keywords: Influencer, Online reviews, Dual-mediated hypothesis, Elaboration likelihood model,
Purchase intention
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