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[Abstract]

As influencers, which refers to the public who directly or indirectly influences others in SNS, are growing in influence,
companies maximized their marketing strategies through influencer marketing. However, due to rapidly changing social
environment, influencers have recently started creating a new distribution channel called influencer markets. As it is believed that
this is a time when more diverse and detailed research is needed on fashion influencers who are creating new trends than
preceding studies, this study tried to analyze the impact of the characteristics of fashion influencers on consumers’ willingness to
buy fashion products, and used “R” which is an open source as a visualization tool. The results showed that there is no difference
in perception between men and women regarding the characteristics of fashion influencers. However, men found that unlike
women, the informality of fashion influencers affected their intention to purchase fashion products, indicating that there is a
difference between men and women. This study aims to identify the characteristics of fashion influencers and help establish a
marketing strategy suitable for target customers. It is also hoped that research using open source will be actively conducted in
follow-up studies.
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Table 1. Demographic Characteristics
Variable Items Frequency %
Gender Male 36 31.0
Female 80 69.0
20yrs. ~ 24yrs. 33 28.4
25yrs. ~ 29yrs. 17 14.7
Age 30yrs. ~ 34yrs. 29 25.0
35yrs. ~ 40yrs. 7 6.0
Above 40 30 259
Profession 54 46.6
Office Worker 9 7.8
Tob Service Worker 8 6.9
Students 36 31.0
Housewives 3 2.6
Etc 6 5.1
High School 6 52
Junior College 9 7.8
Education Undergraduate 35 30.2
Bachelor 45 38.8
Above Master 21 21.0
ATk T EAISHY 5493 SNS AR 544& 2l
3171 9131 “Reol A AlEE= freq( ) FFE AHERIGIOM, B
© WA o] A= <3 1>3) <31 2>l A= AT

2~3 times a day

ihce a day
dimes a month

2~8 fimes a week

above 3 times a day

d8 1. 5% " SNS EIE
Fig. 1. Average Number of SNS Usage per Day
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E 2. SNS At EM
Table 2. SNS Usage Attributes

Variable Items Frequency %
Under 6 months 4 34
6months to less than a 7 6.0
SNS years
Usage period
ge P! a hour to less than 5 448
3 years
Over 3 years 53 45.7
1 time a day 6 52
Average Daily 2~3 times a day 36 31.0
Usage Above 3 times a day 69 59.5
Frequency of
SNS 2~3 times a week 3 2.6
1~2 times a month 2 1.7
Under 30min 31 26.7
30 mins to less than an hour 48 41.4
Average .SNS an hour to less than
Usage Time 19 16.4
2 hours
Once
2 hour to less than 3 hours 11 9.5
Over 3 hours 7 6.0
One-time 4 34
Number Of 2 time 14 12.1
Searches For
SN Fashion Above 3 times 94 81.0
Products In 3 weeks ago 1 0.9
The Past
Month 3 months ago 1 0.9
Etc 1 0.9

3} HlXH AT el 8
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o] AdE AAs] _,43}04 KMO(Kalser-Meyer-Olkm)Q]r
Bartlett®] 797 A4S AAski o, AR A3k KMO =
859 JAEFAAMY BA), KMO = .757(7"e)E)=
KMO>.70%1 1%}5} %i YEl} BFE RS SE S o
Bartlett®] 74 774 23 dd JAEFAAM 549 x2 =
284.747(p<.000), ?LulH 9] x2 = 361.537(p<.000 ) ©.& LJER}
sig(P)=.000 o] HL.& ARG 23hek A O & vhEbstt
A Lé%ﬂﬁ 548 F 319 a9lo® EREoH,
A A Q12 U7 BEshs s JIEFIA =
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;} o, F WAl 8912 ‘W7t FELete A JEFAA
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Fig. 2. Visualization of men and women's Cognition
Difference on the Characteristics of Fashion Influencers
using Boxplot
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Table 4. Equal Variability Test

Factor Name Result
Attractiveness F=1.3074, num df = 35, denom df = 79,
p-value = 0.3265
Informativit F =1.2499, num df = 35, denom df = 79,
Y p-value = 0.4119
o F=1.0528, num df = 35, denom df = 79,
Credibility p-value = 0.8290
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Table 3-1. Factor Analysis on the Characteristics of Fashion Influencer

i Cronbach’
Factor Name Item Factpr Eigen Value Expllalned ronbaciis
Loading Variance a
The fashion influencer I follow has a great sense of humor. .876
Attractiveness The life of the fashion influencer I follow is lively and positive. 787 2.042 22.694 745
The fashion influencer I follow is expressive. .656
The fashion influencer I follow provides the latest fashion information. .864
The fashion influencer I follow constantly updates various fashion 835
Informativity | information. ' 2.005 22.280 721
I can quickly access information about new products in Fashion Brand 602
through the fashion influencer that I follow. '
The contents of the posting by the fashion influencer I follow are 315
reliable. '
Credibility Thg f?.Sthl‘l influencer I follow always gives a consistent product 708 1.852 20577 647
description.
The fashion influencer I follow always tries for the professionalism of 669
work. '
KMO =.757, x> =284.747(p<.000 )
E 3-2. YMHE Foiol 22124
Table 3-2. Factor Analysis on the Purchase Intention
i Cronbach’
Factor Name Item Factf)r Eigen Value Explglned ronbacits
Loading Variance a
T would like to consider the products that the fashion influencer I follow 349
sells when buying fashion products. '
I'm willing to buy the product that the fashion influencer I follow sells. .848
I am willing to keep follow the fashion influencer I am currently 301
following to purchase fashion products. '
Purchase — .
Intention I am willing to recommend the goods I purchased through the fashion 798 3.855 64.249 887
influencer I follow to others. '
The influencer I follow greatly fashion influences my decision to 766
purchase fashion products. '
I would like to buy the product that the fashion influencer I follow sells 742
even though it is a little more expensive than other products. '
KMO = .859, x> =361.537(p<.000 )
E 5 oM QIZFIMe EMof st &4 QIX| R0 pairs.panels( ) S5 A8 Oiguﬂ A= <29 3> A H
gablg 5. T-t'fst r?nal;lls;ls of Recgr?nitio? I_I)i:ference between o} tZHE Ao 7 o= Altko. 7 MSE 7o) AAIE
ender on rFashnion Influencer aracteristics
el Aol e, elzhe] S| ~E e 7t st vl o
Mean 5D. & ghe] REE HojFe Folr). A5 sheke Ao i
hale | Female | Male | Female | £ | P 21220 8 g0 EATE H0R AEE Sl A
n= n= n= n= _ —

, Bl e WrE7e) Akt skl Helglrhe: ekl
Attractiveness| 3.444 | 3.446 647 .566 -012 | 991 = AT gl FeE Al o ) <13 359
Informativity| 3.732 | 3.892 .568 508 | -1.514| .133 2ol A Feolw]= upe} go] Ar Ayl A A, AR AT

Credibility | 3.167 | 3.138 543 .530 272 786 o), AT Frjo)w AEw 9] gldo] A YR o]
5 7] ARRAT 22 53 5 ook
4-4 JRBARA S AZFAA ] BAlo] Lulaje] AHAFE oo o]
v Gl et Sl B4 7 81Ee) HRAS Potn
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Fig. 3. Correlation Analysis and Regression Analysis
between the Characteristics of Fashion Influencer and the
Purchase Intention of Fashion Products Using “R”
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Table 6. Correlation Analysis of Fashion Influencer and
Purchase Intention

. .. - Purchase
Attractiveness| Informativity| Credibility Intention
Attractiveness 1
Informativity | 360" 1
Credibility 446" 361" 1
Purchgse 64™ 366 4057 1
Intention
“p<.01, "p<.001
sifls *kk *kk *%k |
‘ 0.36 0.45 0.26
i,
U B Fedkk *kk

a8 441. ‘R'g 0l8% i QIEFM %é,# Taiel=
AEEEAI A AlZEE} 1

Fig. 4-1. Visualization 1 of Correlation between
Characteristics of Fashion Influencers and Purchase
Intention of Fashion Products Using “R”
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Fig. 4-2. Visualization 2 of Correlation between
Characteristics of Fashion Influencers and Purchasing
Intention using “R”
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Fig. 4-3. Visualization 3 of Correlation between
Characteristics of Fashion Influencers and Purchasing
Intention using “R”
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Fig. 5. Normal QQ plot of Characteristics of Fashion
Influencer
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Table 7. Effects of Fashion Influencer on Consumers'
Purchasing Intention
Dependent | Independent
Variable Variable # B t
Attractiveness .041 112 361
Purchase [y o mativity 311 120 2.593"
Intention
Credibility 424 125 3.404"
R=.483, R=234, adjR>=213, F=11.373"", df=12, p-value: 1.439¢-06
p<.05, " p<.01, "p<.001
Min 1Q Median 3Q Max
-1.814 -0.237 -0.059 0.363 1.484
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Table 8. Effects of Fashion Influencer on Consumers'
Purchase(Male vs. Female)

Dependent .
Variable Independent Variable ¥ S.E. t
M 413 194 2.117"
Informativity
Purchase F 245 .148 1.653
Intention o M 467 203 2294
Credibility -
F 434 142 3.044
Male |RP=357. adj R*=318, F=11.373"", F-statistic: 9.15 on 2
and 33 DF, p-value: 0.0006894
Female |R°=180: adj R*=.159, F=11.373", F-statistic: 8.445 on 2
and 77 DF, p-value: 0.0004831
p<.05, " p<.01
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