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Abstract

Purpose: As the digital environment has expanded opportunity for consumers to acquire information from social media and social
network services(SNS), With this environment, influencer has not only promoted products, but also participated in distribution and
influencing on their followers. Despite the increasing interest in influencers, there has not been enough research on the structure of
fashion influencer, relationship of immersion and purchase intention. This study examined the effects of fashion influencers’
characteristics to the immersion of relationship with followers and purchase intention. Research design, data and methodology: For
data collection, a pilot survey and the final survey were conducted. The pilot survey data was conducted to 50 female SNS users
following fashion influencers. Based on the pilot tests, questionnaire was revised and the final survey was conducted online from august
22 to September 1, 2019 to female SNS users who have followed fashion influencer. A total of 408 data were collected, and exploratory
factor analysis, correlation analysis, and structural equational modeling techniques were employed for the data analyses using AMOS
26.0 and SPSS 26.0. Results: First, five factors were extracted for the fashion influencers’ characteristics: interactivity, similarity,
reliability, expertise and attractiveness. Second, fashion influences’ reliability, expertise, similarity, interactivity have a positive (+)
effects on relationship immersion; however, attractiveness has no effect on relationship immersion with followers and fashion
influencer. It was also determined that relationship immersion had positive (+) influences on purchase intention. The relationship
immersion has been found to have a partially mediated effect and similarity has complete mediated effects between interactivity,
reliability, and expertise of fashion influencers and purchasing intentions. In terms of fashion opinion leadership, it was found to have a
significant influence on purchase intention only for low fashion leadership groups. Conclusions: The present study found the structural
relationships among the influencer characteristics, relationship immersion and purchase intentions to provide framework for succeeding
research. This research revealed academic association of intention of purchasing through use of fashion social media and fashion
influencer marketing. The results also showed the practical implications that fashion influencers’ expertise and reliability perceived by
their followers are key determinants to success in influencer marketing.
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Figure 1: Research Model
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PZLOl 000022  2dZf0] 14292  30[50|1, EMDHS MLt WLRIYCL 2 ATME ZHDHO
RMRZ{0| 03192 05ECH Y11, GFIZf0| 917, AGFIZLO| 0.891, NFI Mot & "ottt &, 1799l ME| =2t EfEeS HILSIRICE
40| 09412 092Ct 52 HOR LIEILL =8 7Hs3h |eolo| )
Table 1: Results of Exploratory Factor Analysis and Reliability Analysis
Characteristics of Fashion Influencer that | follow Interactivity | Similarity | Reliability | Expertise | Attractiveness
The influencer can communicate. 791
The influencer responds relatively quickly to comments. 741
Th_e_influencer actively responds and accepts questions and 733
opinions from followers.
_The inf!uenc_er frequently shares and exchanges product 756
information with followers.
I think the influencer's preferred brand is similar to me. .756
The influencer is similar to the fashion style | pursue. .806
The influencer's favorite fashion products are similar to me. 775
| think the influencer's social media posts are honest. .803
| think the influencer's social media posts are reliable. .819
There is no error in the information delivered by the influencer .787
I have confidence in the influencer. .765
The influencer looks like someone who specializes in fashion. .736
The influencer seems to have a wealth of experience in fashion. .736
| think the influencer is appropriate as someone who works in 728
the fashion industry. ’
| think the influencer knows well about fashion. .763
I think that influencer is cool. 731
I like the influencer. .814
| feel that the influencer is a sophisticated person. 779
The influencer feels attractive. .814
Eigen value 10.205 3.902 3.249 1,980 1.338
Variance(%) 29.156 11.145 9.288 5.655 3.828
Cumulative variance(%) 29.156 40.302 49.587 55.243 60.061
Cronbach's a .878 .882 917 .902 .903
TNEe EtEde UTEEY, HEEFEez MEssto O, CRYZ 25 07 0|(84~91)2 AVEE 7|FX| 05 O|&(64
FolotACt BESE 2HA7t 07 O] Z|2 05 0|2z 7HE ~ 7822 [T EIFH0l ABEO FHYSA Sk HiQ
BEHP= ME[E7F Ak THERSEACE NS 318 7ts8 +E2 = FHHolH SFoIATI D TSR,
Fg82g2  MEE7t =HEEQIZeR WS IE X2t S =HESIALE Mt 2 A7 ABE FH8Mes
ElEEME  HARBIRIM & SFZHOM= EHIYHS0A TSEEEol Tt TERIn: 2 ARl F47iE 8
BEHSE Jis BE Z2o| BES A0l 5(710~922)  SHWSSO| CfSt WBEIG ZSHDHE Table29} L.
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Table 2: Results of Confirmatory Factor Analysis

45

Variables Estimate S.E. C.R. p-value AVE. CR.
1 .817
Interactivity 2 752 .050 13.78 .000 .64 .84
3 .832 .060 15.15 .000
4 .710 .000
Similarity 5 .884 .090 13.92 .000 .67 .86
6 .843 .080 13.63 .000
7 .818 .000
Reliability 8 .890 .060 19.06 .000 77 91
9 .922 .050 18.80 .000
10 .822 .000
Expertise 11 .798 .050 15.59 .000 .68 .87
12 .857 .050 16.90 .000
13 .856 .000
Attractiveness 14 .857 .060 18.66 .000 .74 .89
15 .866 .060 18.894 .000
16 .851 .000
Relationship 17 889 050 20.75 000 78 91
18 .930 .050 22.13 .000
19 .945 .000
”'?t‘gr‘]’t?::e 20 889 040 23.27 .000 78 91
21 808 .030 19.65 .000
2 AR0ME steldeoe ol Ie TNl USE  HEztect AU DHEEtgET) ots Wy Mol A
7t Qolgo| B EfgMIL ROl 7o BAlS| WS BUXt 2t ADb Tl 31 ZCh AVEZO| CREE 050|402 LiEtdn
QOIS 7to| MEBAE ZAMSIAL, AAS WHOR A8E= FH7HEQ| AVEZIO| CHE FE7HEe| A+ S 20t 27|
B 2i=SAVEI0|l HEE 7F A4 MEet 20 3A R0 FYEEo| THEEIEE0| ASS & = At
LIEILI=XIE  =HQIsk7 |91 AESHRACE  AVEZHO| &2t
Table 3: Results of Discriminant Validity
Mean b Characteristics of Fashion Influencer Relationship | Purchase
1 2 3 4 5 Immersion Intention
1.Interactivity 3.170 729 .642 592 ** 517 .535** A29%* 551** .139*
2.Similarity 2.891 731 .350 .665 441 A40%* ATE 4545+ .105*
3.Reliability 3.001 711 .267 .194 .770 577+ 514+* .619%* .218**
4.Expertise 2.788 .801 .286 .193 .333 .682 .680** .615** .221**
5.Attractiveness 3.082 .709 .184 .226 .264 462 .739 484** .160**
6.Relationship |, 553 | 1 0gg 304 206 383 378 234 780 123
Immersion
7.purchase 2802 | 1.244 019 011 048 049 026 015 779
Intention

Note: **The correlation coefficient is significant at the 0.01 level (both sides) / The squared value of the correlation coefficient is expressed in

bold letters. / AVE value is expressed in shades
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Table 4: Test Results of Hypotheses
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