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[Abstract]

This study aims to analyze the advertising effect depending on whether or not it displays economic support in AD messages
using YouTube in the recently emerging influencer marketing. In this study, we classified influencer type as celebrity and ordinary
person and verified how the advertising effect differs depending on displaying of economic support. The findings show that the
advertising effect did not differ between celebrities and ordinary person, but the advertising effect differed significantly depending
on displaying of economic support. Advertising was more effective when there was a displaying of economic support. On the
other hand, the interaction effect of the two independent variables on the advertisement attitude was higher in advertising by

celebrities than the ordinary people only when there was a displaying of economic support.
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Table 4. A Comparison of the Estimated Average of
Advertising Attitude by Displaying of Support

Dependent [Displaying of

Variable Support i M MD P
Attitude of None 100 4.36 -0.35" .056
Advertising | Existence 100 4.71
+p <1
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Table 5. A Comparison of the Estimated Average of
Purchase Intention by Displaying of Support

Dependent|Displaying of
Variable Support N M MD P
Purchase None 100 2.67 | -0.50"" .003
Intention | Existence 100 3.17
"p<.01
6. 1 Ef=of CHEH MERY FED 7L A2 5%
k=i

Table 6. The Interaction Effect of Influencer Type and
Displaying of Support on Attitude of Advertising
Dependent| Displaying |Influencer
Variable |of Support| Type . & D 2
celebrity | 50 4.35 | =0.03 | .917
ordinary 50 4.37
celebrity | 50 | 5.01° | 0.61" | .018
ordinary | 50 4.402

. None
Attitude of

Advertising

Existence

’p < .05, Bonferroni: a<b
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* Person

5.00
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4607

Attitude of Advertising
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Fig. 1. The Interaction Effect of Influencer Type and
Displaying of Support on Attitude of Advertising
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