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ABSTRACT

This study aimed to mvestigate the effects of Instagram fashion influencers’ characteristics on their fol-
lowers’information acceptance, continuance usage intention and purchase intention, as well as the moderating
effects of influencer type. Data were collected by surveying 685 female Korean Instagram users after a pilot
test and questionnaire revision. After deleting incomplete surveys, 507 were used for the statistical analysis.
The results of the present study were as follows: four factors of influencers’ characteristics were extracted,
namely: expertise, trustworthiness, similarity and attractiveness. Regarding the effects of fashion influ-
encers’characteristics on information acceptance, trustworthiness, simularity and attractiveness had a positive in-
fluence on information acceptance, while expertise had a negative effect. Information acceptance affected con-
tinuance usage and purchase intention. The influencer type showed a significant moderating effect in the re-
search model, and there was an important causal relationship between the expertise of professional influ-
encers and the acceptance of information. These results indicate that Instagram fashion influencers’ trust-
worthiness, similarity, and attractiveness, as well as their types, played a significant role in the followers’ in-
formation acceptance, mtention to continue following the fashion influencers’ Instagram accounts and to pur-
chase fashion products reviewed by these influencers. The present study has practical significance n that it
presented marketing strategies and practical guidance for fashion companies to effectively utilize fashion

influencers.

Key words: continuance usage intention(A|&:AH-2] %), fashion influencers’characteristics(B A 1 ZF- A A EAY),
fashion information acceptance(® A4 24=8), influencer types(S1ZFAA F3),
purchase intention(7-7] 2] &)
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Cronbach'’s
888

ance
20.739

Vari-

nality
668
718
751
663
674

Commu-

Eigen-
4.148

Loading | Value

Factor
761
796
786
757
750

Variables

I think this influencer is appropriate as a person

This influencer seems to have a lot of knowledge
who works in the fashion industry.

This influencer seems to have a lot of experience
about fashion.

This influencer looks like a professional person

about fashion.
This influencer looks skilled in fashion.

in fashion.

Factor
Expertise

{Table 1> Analysis on Reliability and Validity of Measurement
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) Factor | Eigen- | Commu-| Vari- | Cronbach’s
Factor Variables . .
Loading | Value nality ance a
I think this influencer's SNS is honest. 768 720
The SNS of this influencer seems reliable. 728 754
Trust o influencer looks sincere, 669 | 3781 | 628 | 18907 | 876
worthiness
This influencer has a sense of trust. 677 755
This influencer looks serious. 591 567
I think this influencer is similar to me. 856 787
¥ think this mﬂuencer has a similar value 854 802
judgment to mine.
I think this influencer has a similar mindset to 830 812
Similarity | mine. o 3.146 ’ 15.731 922
Thls influencer seems to have similar lifestyle to 832 764
mine.
Thls influencer seems to have a similar taste to 752 677
mine.
This influencer seems to be a sophisticated person. 626 592
I like this influencer. 659 730
Attrac- . . . . - .
. This influencer is attractive. 725 3.089 723 15.443 871
tiveness
I think this influencer is a beautiful person. 736 654
I think this influencer is wonderful. 730 724
I think I will accept the information provided by
.. .894
this influencer.
Informa- |l think the information provided by this 883
tion influencer will help judge. o 3.078 76.945 .900
acceptance | think I will agree with the opinion of this 383
influencer. ’
I am willing to take this influencer’s opinion. 848
. I want to keep watching this influencer's SNS. 949
Conti- I plan to continue following this influencer in the
nuance 955
future. 2.696 89.870 944
Usage
Intention |1 want to continue receiving information provided 939
by this influencer. ’
I would like to buy the clothes this influencer is 948
Purch wearing. -
Furehase , — , 1798 89910 | 888
intention |1 would like to buy the clothes this influencer is 948
wearing among the products of a similar price. ’
ZH9%, WAABYS Gustel B AT 23 FS HAKILA 74 2AF 2o YRUAS #4
HyFE JAFErdA o] itk Adstti(Table 2). 3ttt AVE ol tiFE 5olde® el
A 91EA A mE Tddge] ¢ TN E el AVE kol o8 FAME e FaAs
S 7t 8AES] WHEPGAF 8R17F BA W AFHpEn ABZ SAFE] e o] gl
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{Table 2> Results of Discriminant Validity Analyses

Expertise Trust- Similarit Attractive- | Information Continuance Purchase
P worthiness e ness Acceptance | Usage Intention | Intention
Expertise .669
Trustworthiness 569%* .659
Similarity 343%* 6027%* 702
Attractiveness 6307%* 6887 A87** 648
Information Acceptance | .508%** J751%* 609%** 747+ 719
Continuance Usage | jcous | goass 656+ 650+* 7615 816
Intention
Purchase Intention 403** 582%* .605%* 6127%* T14%* 810%* 747
## 01, AVE VALUE.
{Table 3> Fashion Influencers’ Characteristics Factors and Credibility Analysis
B B SE. CR. D CR(AVE)
1 1 766
2 969 .800 052 18.78 000%#* 910
Expertise 3 1.035 846 053 19.905 000%#* (.669)
4 941 749 055 16.578 0007%#* '
5 920 755 053 16.733 000***
6 1 758
7 1.084 843 055 22.064 905
Trustworthiness 8 .844 694 .053 14.431 ( .679)
9 1.1 869 .054 18.376 O
10 790 655 053 14.129
11 1 843
12 972 879 038 24.504 .000%** 921
Similarity 13 998 888 039 23.082 .000%** ('702)
14 939 814 042 22.468 000%#* ’
15 924 774 045 20.757 000%#*
16 1 599
17 1.615 841 112 14.375 .000%** 901
Attractiveness 18 1.708 .830 12 14.108 .000%** (.‘648)
19 1.397 707 109 12.761 .000%** :
20 1.644 792 119 13.88 .000***
21 1 .835
Information Accentance 22 981 778 047 21.177 000%#* 911
P 23 1.017 .840 044 22.82 .000%** (.719)
24 1.050 .855 044 23.602 000***
. 25 1 924 ;
Contmuta“f.e Usage g 1,035 936 027 37.942 0007 <'ng)
ftention 27 988 904 029 34.359 0007+ :
busehace Tntent] 28 1 900 855
urehase fntention - oq 1.006 887 036 27843 | 0007 (.747)
22 =934.365, df=355, p=.000, x°/df=2.632

RMR=.038, GFI=.882, AGFI=.855, IFI=.951, NFI=.924, CFI=.951, ***p{.001
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ARL BBIAS A BT B £ A ML B A LE ASE Loge
sHAl FAEHL JCHRE J|EEIFA o] FAC F A, CR.=5077(xX.001) 2 Yy SAHC=Z
=80ty @ 4 ArHCho, 2015)(Table 3. el Am bA 198 ARSI,
1-49) ¥4 23§ We 7 wEs AFE A%,
5, 972E JIM AN CR.=77371(X001) 2 Yeh} EAHCZ F93t
of 714 14 z‘HE—HEJ‘}iE}. o AAAEFAA
bl pu. . o 1w bl
AMOS 230% olgstel T4l 23 2% a2, %Aw Aog ey, ARHe 2(-)
e i ) E - T o
€ B3t FERE AYd: HAAY A x ) o] HH T 282E Y 28T7 Z7be
= = e} o - <) pal
2df=2741, RMR=.044, GFI=.874, AGFI=.849, ‘jr*‘ Song et al(2017)¢] AT Agel FEH <l
IF1= 947, NFI=0919, CFI=0947Z Y&y FFT= Zoio] 3 AToA] SlZZoiale] SALA ol
N ARE ITAR S A = AT 39AY FLE DT WY 24 Lee
He B3 SHNANLS B
22 B AR ANEAAR & QTN gy 97 2gE A w94
Aol FHx FHE THA FTFE
R A #3 2FNA% Begel AFe og Bme 2
3]
o A GFE FATHE Choi & Lee(2019)9) Aot
Reptd AAETAN SAH AALLT qgaw zzazade Wy 2240
Q3 kU q S - J1- S|
gt AN B L AR M Gggnsge) 9ge MAGT @ Lee o al
1_47]' iHE—HQ‘}iF’_, 7]’@1_1% Ooﬂbg:.%. U]}igb]—’ J:T]" (2020)9] o @T/]—E- Xlxlﬁl_q_ 13‘1]/]‘ Oﬂq_
(_)9’] Ogﬁg:—% U] -]E‘ Zi-e—i Q%QO} 7]7“]-5]91 @—, = o]_:_z:__el_o%}\ioﬂ k) 3]_ o ;l_Loﬂ}\i o]_r_z:__E’_oing]
o 7PAL2E B8 AN T AT 4 EESH AT ge0) auemed Q0 @e WAt
= 39408 {4 5% oulelA CR.=6.216(p S A Yoo(2018) 9] A7 Ao} o1Z2oiA )
D= gARLE Fefeted 7Hl2e AR gagung degel poewd Q3 vty
(Table 4> Path Coefficient and Validity Analysis
Path B B SE CR. D Result
Expertise —| Information Acceptance -.087 -.084 042 -2.077 .038* | Rejected
Trustworthiness —| Information Acceptance 454 394 073 6.216 k1 Accepted
Similarity —| Information Acceptance 171 199 034 5.077 k1 Accepted
Attractiveness —| Information Acceptance 830 495 107 7.737 k1 Accepted
Information —,|  Continuance Usage 1188 | 858 | 056 | 21160 | ** | Accepted
Acceptance Intention
Information —|  Purchase Intention 1137 | 819 060 | 18963 | *** | Accepted
Acceptance

22=997.818, df=364, p=.000, x%/df=2.741

RMR =.044, GFI=.874, AGFI=.849, IF1=.947, NFI= 919, CFI=.947, *p<.05, ***p<.001
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v AL 3

KR
=

AT a=1% 7}

9|

=X
Curran-Everett & J. Benos(2004)¢] <

05=

ol
N

t-value
1.693*
.001
025
4,284
013

-.049

Personal
Influencer
372
2207
4567
867
8517%#*

Estimate

L

.

Professional
Influencer
-.147%*
3607
1897
596
887
8547

b

I

p

A1, *It1.645 a=.01, ***[4)2.575

— Continuance Usage Intention

— Information Acceptance

— Purchase Intention

Path

(Table 5> Moderating Effect Analysis
X1, 0L Y Aol (i) a

Information Acceptance

Expertise
Trustworthiness
Similarity
Attractiveness
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3 AY FARE ARPE A AR
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By fE A, HIFE 53 2%55HA
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4 AEAMEE B Fujor 7+ 93 AAE &
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