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Abstract

This study examined the effect of Instagram usage time (short, long) and spending
on fashion products (light, heavy) on product attitude and purchase intention of
products promoted by an influencer. The moderating effect of influencer type (mega,
macro, micro) was also investigated. A total of 515 males and females in their 20s
participated in an online survey. Descriptive statistics were analyzed and exploratory
factor analysis and two-way ANOVA were conducted. Research findings were as
follows. First, the usage time, both short and long, had a positive effect on product
attitude. Also, the interactive effects of usage time and influencer type on product
attitude were found. Consumers with short Instagram usage time displayed the highest
attitude toward products promoted by a macro-influencer whereas consumers with
long Instagram usage time displayed the highest attitude toward products promoted
by a micro-influencer. Second, usage time and influencer type did not show
interactive effects on purchase intention. Third, both categoriacl variables of users’
spending on fashion products had a positive effect on product attitude. Fourth, the
interaction effects of spending on fashion products and influencer types on purchase
intention were found. The group of light buyers showed the highest purchase intention
on products promoted by the macro-influencer while the group of heavy buyers
showed the highest purchase intention of products promoted by the micro-influencer.
Based on the results, implications were suggested.

influencer( 9IZF2914)), Instagram usage time(QIAEFTZ ARG A|7P,
spending on fashion goods(ZJFAREZE %), attitude(El =), purchase
intention(7*2 9/ )
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158 QUAETR ARGAIZE s dAIE o] AFeeet Fufolko] vAle IF

I. Introduction

A4 Y EY I AH]A(social network service: SNS)
9] Algo] Z7lslHAl SNS AZZ A A (influencer) ]
dFdo] E& AR Ut} SNS ASFAAE SNS
AolA AH4lel DT A AES =Eohe AXE

1=}

H7} 35 o]F= LB (Instagram)2 A Q1E
FAAMEo] 7P AZsh= Aol UArHChoi & Kang,
2017). F|F AAELY o]-gof ¥t AF-Eo] &s
ool T Y, 1 FAME QAAEEIH ]
A ALY JIERIA EAS OE A=l B
o PAROR QAT et ;A Al 5
Aol mjd Eel= EA(Kim & Lee, 2019; S. J.
Kim, 2019)0]u} QIAERTIR] O] s A7 Ko} 4AH|} Q1
Alo] 3t H3L(Kim & Ha, 2019; Yoon, Lee, & Lee,
2018)=°] At

AEFAA= o8 P& £S5 Z
29| =0l wEt w7}, W3R, vlo]3E IEFAA
& JHTHChoi & Kang, 2017). &9 47} @2 o]
7FRJAERAA = A o Es 2 B, 2H2
TEAEY MAHoR 45517 oE9 ERA
(engagement rate: T2 Y7} gol3, 3H, HZ 5
2 ZHYZo] ¥-gst= HE)7t B2 Holth
29 7 AFHoE HL2 ulo]a & JIE T
ERA|7} B 7 Yeuet], 232 08 o]E50|
Aoh= Aol gt Z2 &9 W2 o 2 & ot
(Choi & Kang, 2017). T&Y FH2o]| WE AZFE
A 18 ER7F A ERdol=s T2 4o ot
 AEFAA FBE FEsto] Fulss Lok
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heong, 2017; Kang,
2018; Kim & Choo, 2019)E°] Q=Y 2 A=
2914 ZHoR ooz, Au% ZHo| AT

HHos BEFch 265 B4 F SNS 0|§3
U oigs ol Het AERANT vfeks A
of that ol eba 4 e olet Hek 4
o whEe ParolEe] YEHE S} AFAZIo] A
of st T4 eIzl FFe E 4 UTkO.

o R oy &

2010). %, 4] 9 ESS JHE el A
7ol ot JES Fulg Feol o FolHrhs 2

o|t}k(Hirschman, 1981). T}2F7}RA] 2 SNSAOAZ
2B AREA|ZEO] QIAETIR A &E5t= E
FAA 0 thgE AHRF gl FF uE 4= ik
AAXT. 124 SNS ARRAIZIE BHEE AFE
SNS ARGA|ZEo] ApotEF oIy AT 5ol vl
L J¥K(Lee & Kim, 2016; Son et al., 2018), SNS A
HZEA] o] M| Al= GRFH. S. Kim, 2019)°] #IF A
7 A =E oL, SNS ARGAIZEo] 4:B|R} Fof H|
e TS & A= W AdHo U

FHE ol ik §iRl F 2 714
Zolut o]9it A= F83% Helo|th T EQ
20:80 &) wret HA 20%0] sfFok=s SRR A
Al E2] 80%E AARTHE o] & HIF O R T
Tl ZHheavy buyen)E 251, 152 43 4]
7HE oldfishs A2 7199 AFAR Ao
LZo] g & o] Fa5HA oIAA Tt Chae(2016)
of WEw, 2RlolA WAAEA et ol
A 22 o] e Bo] IS mHich
Jeon and Sung(2008) IE Y A &£9] HY4E
of wet HekZ EFoto] 4BE AujAo] gt Bix
£ H|We 2%, AR FAEAESG ¥, 7
AFE, ST, ARSFT T BE Aol w3
sto] Fuff AAeEe] FF A= AASHAT AR
2 A Aol At AHAIELR HHH &4
£ UEAT= BEl wEt Fuige] 24 gl
AFOIEZ(Lee, 1997), FFuHo] wheh 4H|AE &2
sto] QIEFAMTF a7okHs AlE] et vH8=
T 87} AT AR wEhA & Aol A
JAAEBRTIH ARGAIZEL s dAF o] AEF
A7F a7k AFHE 9 ooz B 9
of tis] Lotx A} ok ESE o] e Ay} QI
FAA KR 7y L2/me]A2)E & Zpo]7F 3l
A BHETA T, ol B 2% B4UE 9
FANO) ot THAEL oo AAeIY
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o A JAEFAME &8
= P
Ee

o Q= ARE AT
II. Background

1. Influencer type

AEFAAY §BL2 o2 7= £7E
o, 2 g2 Frof uet 3 I Choi
and Cheong(2017)2 QIEFAAE LRRIF &
S2 ARl &Sk, 1 E9 HolE ATt
=GRkl JAEFAAZE AQl JAEFAA ] H]5]

(2018)Z QJIEFAANE FHAY AE7IE &5
njo] FEAo] g AH[A}F Frtol| s Aot
=0, "lHo] £540] =2 W AEV} AEFAA
et AR B2 F A e, vitio] R4
o] ¥ wlofi= FrgQlof gt 4B B B =2
Ao R e T

Choi and Kang(2017)0] tt2H QAEEA A=
9 ol weEt w7h, WA g, vlela
U= o Ut Lim(2020) #7}
32 JAEFAANE o] &LHZ}
9], o] AR APAFolA

= Slol AAZE Bas
Arel QAEFAANEY WEE5l
, Gkl & 27| of=#eH,

S StHA Aol gk BE
HE7HeE gulelo g LESH= Flof
A7t w2bA o] AtolA= 7P FHEo] BER &
29 £E EUE H7L vo] AR R FESH] Al
o Lo wet AHAF ¥hES Hok=T, W7t IEF
Ao AL 1o AEFLSE AFUACIA Bt
=1, upo|3 2 QIEFAAY A Aol AEFA
AFUAIA a7t =rhe HE TAsHATH ES
AHAES oA QIEFAA}Y] o844S
o =4 B7H

Park(2019)2 E3 H|7} QJIZF A9} nfo]3 2 <l
EFAA] Higt ABA ¥hs-E BlastleT], 7t
JAEFAATL vpo]3 2 JIEZFAAET AEFAA
of et A=t HelE B o EA4 Ui,
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Tl Tofli= Aol & HolA] IgkTh Choi and Kang
(2017)0l W= 29 7 Ao g A2 ulo]
AR JAEFUAE BEYEHN] 45 L A5AES
Bl FiE F95t] iR A2 7Hee 2EY
Hl&o] B okl shAIRE, 1o gt AFAA7E #
Eoty 22 A1EIES v Aolgt FHE Ho
T AR Aol FEY o] IE ASFAX
8 EolA H7L HolA2 JAEFAAZRE

slo] 5 H=6(Lim, 2020; Park, 2019), ©]
=2 A S22 7MY B JIERIAE ASERE
Aot I8y & Aqte SEAEC] TES
EFUM F 7HE Fofohe JIEFIAAE W
AqtstE® FEAEe] 24 719et AEFA
Z2 Q] o wt Wt w22, upo] 22 374
PO F2E ok mEhA & AFolAE A=
Aol Z29] o wE wWrh, w32, uo]a g
AAZ FHESko] 4B} ¥-gof s A-skar
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2. Instagram usage time
2| SNS o]-g-&0] F7F5HHA SNS ARE-A|T
HE AF-E50] LF o]Fo|F . Lee and Kim(2016)
SNS ARGAIZE JF43o] BAE BT SNS
] EAA AE]E W X (trans active memory)
Folgh= 719 adtol v = FFolA SNS ARGA|
o] FYHoR 2AYYL s OF Uehyt,
o SNS ARZA]7Fo] SNS
H|7Ex|o] 9 mXlS Srg=t ARgAITo] 11
U5 SNSO| #=h2] An7IAE o= AT
A-EH LIRS F5ks AFEY dHidew
B =22 skt o]A" SNS ARGA[TIo] Y
gt 2B7H] SOl 2 HIE 4 2ol B
AN 282k BEy FugE 5ol A IS
Yok At= FEsitt
SNS ARGAIZES SNS/JollA 8 wEthe 9fufl
o, 2=kl migolut QIEYl Alo]Eo] MF= AlF
AZEe] FRFT} AAsto] ofsid 4 Utk AFARE
7 HAE ATES AT EH, 0(2010)= FARIES]
AFAIZo] AB|RRe] o] o] JFS vt
AL SHgie gl e MESE AES SYkEe Al
Zkol solual o] meEt AES e &Ex #of

S b P E A 2o
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160 AAEIY AGAZIY HAAE Tlolo] AFHES THLe] HAE ¥ BAZsIAT

Ztt= ZAo|th(Hirschman, 1981). 181 Kim (2008)
o] 221 £ EA ARC|E ZRIZ9} 48|R}O] A
O|E AFAIZko] 4nm[e] FuQl Ao w|X|= FF
Ao A ARC|E EHIZ F tgAo] ARIE AFA|
7ol FRF= HHAIT A E AlFAIZE )14 o
OI%t FFE PIAA= AT SHATE Lee (2009)
I79] AP E AFAIZMY HERIEES ASt
DA7F GAO|Eof| et S 4%
ot A& A5sHl e, Kim(2013)& 44
HA APOJEC] @ M= ARO|E WAL} AFE
! AE]A ol kS mFIThAL Skt o A7 A

AFE B5to] Higelu 221 Ate|Eof HE=
AlZto] Fuig s dFE & & USol TEWTh
SNSAAE JAABRTIF ARGAZFO] QIAELTIF O
A &5t AEFAAEC] st AlEol gt
Hro] FE & 2202 Jddr. ZEYE2 oH
Al JIEFAAY AXES EHA AEFAA A o
S AEY 23S 3T o QAL o= JIEFAATE
2ot AEolE FHAQ dFE & & AL Aol
o whebA] QIABRTIR ARGAIZEO] AlEE et Fuf
ool JFFS mX= TA qlof JASFAA /3
o] 2daWE Yokt

o]

[

2O o 2> rlr do
Hir

o

[

3. Spending on fashion products

anlAe] PAPES PR, 95, B, 2
S ojg] NS EFeY, o] F UL /Y9
wzolit olelzt {Fg BRolmz vle Faslth
71949] "oyt o]l thFE 49| tig 4H] I
Zof| A oJEste Aol YL E= o5 HiF &M I
Zof| disf EAsh= A2 vHAE ZofollA S8AE
o] 2rth(Kim, Choo, & Kim, 2008). E3| mjAAZL
g2 AEoz B4 ggHT}t A4 wES 9
8 Fiste A7 Bal AEd &5 UEAT =
Aro] wet Fujgo] AA A= AlFolth(Lee,
1997). jzF7ujZH(heavy buyer)x= tZFARE A H(heavy
user), TZ(frequent buyer), FIH3E ARE-AK(frequent
user) 59| golofs FREE gz Fufolt
Fofolo] Be 29145 AelrlEd, 1 FR4
o S| ofglgt 1o wE Axte] did 2
o2 Qlsf ARHAQl A7t o] Fo A KTHKim, Moon,
Choo, & Yoon, 2011). Lee(1997)= &2 1 ZA|9]

ARHTE g9 Waht 43, A2 F7 59 o
o Ae] AglA ol 7| 497t Hot o5A
e Aol Ade A8t wEsuz,
Ak g ATk el 8] Eolshs ol
o Agsictn steck. Foion waE AgdTol
A #2 Fuole] G ATEAS 54 HlLs)
At A8 AEd St Aula B FHEHY
o, Kim et al(2011)2 Sf7u% E4S Q1757
4 24ow wasgd, 48T S0 wehs
o 4] AZo] WL clzpe] oj% s AEHE}
AR 2w, gL Ago] Uk A9 o] 2
gl o #Qlo] gl A9 A%o] o How, o
Yol A4S WKL Bo| WSHF Ao o Atk
Kim(2004) 2AZ o}z g2 o 974
# TogES 7YH A2o] wet BAstdey, A
Zo] £ WL IS GBS SIS ALF A
29} gofelo) WA § FRASHE Ao® ek
tF. Goldsmith(2002)%= ©J% thgel i s A}
8% Aotet AUH Aot EHSH: SHOE B
3, olg mltols Fof choket AARE dud 5
gov, g=aye o gol Frky ek
olo} gro] Frjolo] whet £ AeFolLt o
o Zjol7} QIeHe A U Felstgiont, Setel o
Aol o] o] Bet A7 REshert. Jeon
and Sung(2008)0] T2 Y HH2Y AT
¥ U] £uE Ausol] e HES M 23t
AU RARARTY 9UET, HERT, AFE
T, AEET 5 LE HPol Bk stol o
529] G ANSA Chae(2016)= L2491
A AAES et T AR R &
o] et BfEo] A vk soich oleiet
FES RAAE T Szl wet Lefelo]ne]
BaEo] 2okl 4 UL AL, o8 A
A4} AZsto] AAT AT BAHA ket
ATl MAAE ool S23} ABFAA
90l wet ABANT Aot AE G 7
WOl e Apo]7h Qliex] olrzt Fhet.

o4 B

4. Attitude and purchase intention on products
promoted by the influencer
AlEoll Het = (attitude)i= AxHIA7F AlE0 sk
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7= 393 e v H Q] H-gFEo | th(Vermeir
& Vervbeke, 2006). -1l @] %= (purchase intention)=
2HA] AFE E= AYE vHdse Auiste
Ao Aoy HErt P2 SAE THsdS T
Qtth(Engel, 1986). Aol tiet =} o=
AH|RY] P ES ASchs HEA HMlow 4|
A PEAFolA QAFt FA5HA HFojH 2 &
HIZ} dhgoltt. B}t Bs 7Ho| WAES A7t At
=2 B9 &HATE ARy Aol 7 "t 1
AU AlE] iRt P50l ¥ vE = Aok A
TAve} Het F5 H] AT EAY gle AL
2 UEd A7EI HEA Y=t
(Lee, An, & Ha, 2006). & AFo]A APz obF
= ALETIH ARGARZEIY S AAIE i, IS
FAA FHE0] ASFAA7E 275k AlF WSt
B} Fujol o] 22t S HA=A, Bt
otk 7k Zpol7h A=A FAMSALAL Bt

. Methods

1. Research hypotheses and research model
AEFAA FFERE JAAETIH ARRAIZEY sf A

A8 - of 20 161

A% Fojelo] ABFAN} 27sH ABHES T
el zo] v JFe A 9 et e
ATEASE 7S AN, (Fig DI} 2L AR
B2 Ayt

QTEA 1. ALEIH AGALE SEER)O]
VBTN FHBE AF0] f Bust FoholE
o Bl FFRA Aol ABFAH FF(EN 7o)
ag/melag)e] e Folsh Lhehbe] ot
HL QIABEIE AHARE S22 ABRATL §
ekt AEo] tie Be=e] H(He) FFL o
A,
H2. QIABEIE AHGAE 0] BRI 5
Bt Az dhat BEe] nX: G
o glol ABTAN G| 2Bt et
H3. QIABEI AFARE S QBRI F
wok AF g Toowe] HHo FF
2 w3,
Ha. QIAEEIE A SE0] ABRAMTL 5
Hote AFo] g Theme] AL 3T
A glol AN FY9 rA@I}

it
Besearch model 1.
: 2l Product attitud
Instagram usage time roduct attitude
Short H3
Long i i
H2 a4 Purchase intention
Influencer type
Mega
Macro
Micro
Research model 2.
Spending on H5 Product attitude
fashion products
Light H,
Heavy Purchase intention
Hb H8
Influencer type
Mega
Macro
Micro

<Fig. 1> Research model
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162 2RI AAAZ WAAE Thelo] ABRT ToRse] WAL 9  BARTFAT

AFEA 2. WdAE Tl SEELd/A)o] <

FAA } iiﬁ}h AlEl gt B = o] o]

A FFEAC] 3ol AEFAM FIE7H=

E/”POIEE)OH et Zpo|7F WA dotEtt

HS. B AAE Ao 22 AEFAM7F SE3t
£ AlFol et Bizol FHe] FF= mIxIH

Ho. WAAE Fofjdf o] AESFAMZE FHS

=Rl

+ AlFol Wit ] vAs FFeA A
o] AEFUA F39 =davrt oot

H7. JAAE Tl 22 ASFIA7E SE3)
< AlEel Higt ool Fhe IF= v
g

HS. THAAE Fojo] S0] ABRAN L B1S
= Az dig Foloje] nxE JFwA
o g} ERAN §99 2hxH ek

ll‘

2. Data collection and analysis

2 79 d7gos 4EAEe AMgsidn:.
SN 7 G A ABRANE 241
918} AkAlo] 7H4 AF Solrt B AxeIH 9
224 AHE A4 02 HES S9t 8
G 198 ABRAA) Aol AN E B2
S5 slsto] 5008~1%F WA ool Ivt
1002 H7EA) o2, 1009 7 olE H7b
TESITH(Choi & Kang, 2017). 1 & A& £
= Ay I, o A5 B ARy QlAEIH
A FHF AFBAIZFE B ‘HA 51F 2 A AT
JUAETHS ARGSHIYZE?” 233, WAAE 7o
de B U E 7E 22U Y8l AEske A
F Y8l o AEAYZR” £ 1(1~107F A
oeh~7(1007F 9 ohe] Az SASFH. AEF
AAX7E &7fske AlFOl et Bt oo &
5t E3}o| ;‘tOLE]CHq— A& "X Fishbein and
Ajzen(1975)9] 22 4 - HA3E 3BFES AR5
o 78 =HAE 245 2 S5 AE FuloEs
JAEFAMT}F 2715tAY Hafish= AlFel it 1)
SJARS HolH, Park(2019)9] ATolA ARSH SHE
e 4 - BYste] 32%8S AlAskL, 74 FAE

HE2 24sioct
2 20 @A 2009} 300 i 15%olA) 2A2E}

9 ARGAIZE W ABFANT AHE AB T

>~

Fl

AAZAE AN AL,

gEut o S 2E
2 2k sNsE ;;ﬂga 313t AEFAN 2410] B
oz 4yt

X ’E«Hiﬁo}n‘:} %E}‘l AR 71EA - -AA
H|o](nownsurvey.com) HdS A Z 20t HHE
Ao Z 2020 4¥ 20€8EEH 4Y 26€7HR] 747
AEFRARE sh3lon, F 538%0] Aol F7hskal
o} HPAENA &2lo] 7P EARE A AIER
AAX 9] AEe A=A shxieh. el A4 Anp
EZ07 o5 AEFAA AA A&sto] 2~38 7t
JAEFAA] AANEY] AH, 2, HF 52 Tt
SUSIES Slach &
g 2370E ARt 51570
o] gk} 25 B4 AREIIT 2 A7) A
HEAL SPSS statistics 255 ©|-&dt0] HIEEA &
47 eRH, BARAS Foiol WA ko] B
= Azt

i
O
Hﬂ
L
m
rL
S.:
_@
rulm
r
+1

rﬂ

IV. Results and Discussion

1. Demographic characteristics of respondents

A7t WS AR 54T IRty &
4e B2 2k AES JA 21178 (41.0%), A
3047(59.0%)0.2 oA F7IA7T vl A Wkt o
Hoj= 20~24A4] 204%(39.6%), 25~29A4] 31178(60.4%)
olrt. € Wt 7HAILEL 1008 ¥ w]gto] 329
(6.2%), 1009+ Y 0]A}~2005F ¢ |glo] 33%(6.4%),
2005+ 1 o]AF~3009F 9 w|wto] 827(15.9%), 3001t
A o]~400%F 9 H|Tto] 837 (16.1%), 4007t ¢ o]
A~5007F 9 ojglo] 106 (20.6%), 5009+ ¥ ©o]Afo]
17978(34.8%) 2.2 eyt 3 2 7|& 221 fis]
Aot WAAF AL 1~108F € m|¥te] 101
H(19.6%), 10~20%F ¥ d]gto] 161 (31.3%), 20~40
g mjeko] 149%9(28.9%), 40~60%t 9 w|gto] 607
(11.7%), 60~80%F ¥ w]to] 87H(1.6%), 80~100%+
jeto] 9%5(1.7%), 100%F ¥ oJA}o] 279 (5.2%)°C. 2
UERLY 10~40%F ¥ w]gte] Stufjoio] 71wkt 7t
% Forotal gol He ZACE 7|U% JAERAA Y
2 $E 7ELE F¥S FESt Y H7E A
Z2AA7T 8678(16.9%), "HAZ7} 30678(59.2%), U}
o] 27} 1237(23.9%)2. & WjAE AZFAA7} 7}
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7wkt <Table 2> Descriptive statistics of Instagram usage
time and influencer type on product attitude

2. Validity and credibility of measures Usage | Influencer " .

AZB Mo QA LAFIEO] S A=A} time type can n
AZHE 2 A= Zof et g2 aQliA Mega 4.64 1.07 56
< AAEYT) BAE had 510 & o
2 AR 242, AFHE 3832 & 1719 Macro 4.69 1.09 189
f90g F2EoH, 7P ¥ aRlFstEo] .90 Short

Mi 4.36 1.20 77
o2 qAHOR A Uehrh A 82.89%0]0]
AFEl 9002 =9t Lujoy 3RS & 17 Total 4.60 1.12 322
9o goloz 2&rF|glon, 7H& Y} g olHslgfo] Mega 4.61 72 30
872 HAF R A Y. 882 85.60% Macro 491 1.27 117
olw], AEH} g e 928 R AFHES BT Lo e | 517 | 105 16
Table 1).
(Table 1) Total 4.93 1.16 193

3. Test results of hypotheses regarding research Mega 4.63 96 86
problem 1 Total Macro 4.77 1.16 306

AFEA 12 AE2AXN FFEM 7}, Wz =, v Micro 4.66 1.21 123
olam)® AAEIH ARGAIZHA % AIZE 21 AR Total 472 1.14 515
o] AFHz} Fuolse] vlHL P opri
Zoltt. ol AFd7I0l ShA WA A& E} a8 4 2 OJAETS AFRAJ7IO] AEE w0 u]X] = 3k
ABATS B 1ISO-10)TE FUCL T 14 1,28 AT A lBRLRAS

e e

= A AT AR JHe ' Leal, %“a‘x}ﬂ AlStiTt 11 A JIAETLS] AREAZHO] mHE <l
7198t JIZFAA 9 BEY 5 7€ = w7k v FAX7E aste AFHEA FaTF YEhy
AZ, vlo| A& QIEFAANE &t 7|&5AEA (F=9.11, p<.01) 7Fd 12 A A=Y}, E35F QAAELT

2 AASIATH(Table 2). Hhzo & JAEFAA 32 H ARAIT JIEFAM 13 1 =280l AlF

<Table 1> Exploratory factor analysis for measures

Factor Item Factor Eigen Variance Cronbach’s
cto ¢ loading value (%) a
1 would like the product introduced by this 90
influencer. '
Product | This i d product introduced by thi
roduc This is a good product introduced by this 03 249 %289 90
attitude influencer.
I feel positive toward the product introduced 90
by this influencer. '
I would like to purchase the product %7
introduced by this influencer. '
?urchjase ¥m willing to plllrck.lase the product 29 257 25.60 9
intention | introduced by this influencer.
I have an intention to purchase the product 91
introduced by this influencer. '
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164 AAEFIH AFEAREY WHAAE Foiolo] AFHE Tulolwe] nE 4F  BARAT

Biof Fogt FIFS v & AR YER(F=3.94,
p<05) 7HAd 2 EFF A A=t o] EE YEhfH
(Table 3)3} Zt}. 5289 25 dotE7] i
THE YeEE (Fig. 2)9} ot

AEFAA FFEZ AAETH AREAIZO] AE
Eiof uX= G ZpolE FAFHOE AWEH, o
7b AZFAA A JAAEFTH AREAIZEO] 71 gt
(M=4.61, SD:.72)01] H|g] & /'SEL‘r(M:4.64, SD=
1.07)9] AFHET B FHH0IA, AR JIEF
AAollM= QJAAETH AREAITIO] F-2 k(M=
4.69, SD=1.09)°] H]a] 71 Aeh(M=4.91, SD=1.27)]
AZH =7t o G Aolqith. vlo] AR JIEFAA|
A QIAERTH ARGAIZEO] B2 X Th(M=4.36, SD=
1.20)9] ®]3] 71 Ah(M=5.17, SD=1.05)2] AZH =
7t €535] A YeRdth AAERI AREATEO] 7]
Ao W7}, A=, ulo]a2 02 AFHEI} &
ORI, AHgAIZEO] B2 Jo2 mfolA =, w7, uf

«O 2 AFHEI} ot F Ik 7F Jolg B

At H7F AEFAA AT Z2 AIZF ke AR
E=7b 71 AlZbol| gl 2 Ao Yehth ol
2 A7HERt IEF
FHAY 4557 ogER ojn] dHX KTt
JAEFRAA7} A7ek= AFE] 3991 S 714
Aoz &3k uhd, JAAETIH ARGAZ] 71 A
T2 mho| 32 QIEFAA 7L Aok AFHET =
A Uit Ao& Hol, AR &5 AR B
o] Expsto] mpo] A2 QAEZAA7} Avfek= AlFo
59140l B3-S Yoty & 4= Qirh o]k FE Y
7t AdH oz AL mpo]a 2 QIEFAA= H7t
JAEFAA H|e] T2 E9] ERA|G7} =th= Choi
and Kang(2017)9] Ao} et

e
=

S AEA (Table 4) % ] LA H(Table 5)& 4
At 1 23 QB2 d

oo thit QIABHIH AFGAIREY] F IF-2.09,
p>05) B ABZQUA £ HTAE AIHF-46,
=057 g RA02 vekgteh whebd Zb4 33 4k
N4 &, ASTAN fFEE AxetaY A
87k w2 PO Ko7} glrks Aolth. o]
£ 22 Gehya (Fig 33 2ok A2ekI A8
ARk} Aglo] whol A% Q1EReIA ] Fulol st
GAHCR §A ergow, trt AERAA] 7
o=t JeiEoR woreh

4. Test results of hypotheses regarding research
problem 2
AFRA 2= WHAE TR, 2T

52

5.0 Influencer type
+—% Mega

48 *—® Macro

4—» Micro
46

Product attitude

44

Short Long

Usage time

<Fig. 2> Effects of Instagram usage time and influencer
type on product attitude

<Table 3> Interaction effects of Instagram usage time and influencer type on product attitude

Effect Variable Sum of squares df Mean square F
Main Usage time 10.32 1 10.31 8.11"
effect Influencer type 1.88 2 94 74
Interaction effect Usage time x Influencer type 10.02 2 5.01 3.94

Error 647.43 509 1.27 -

Total 12,156.89 515 - -

Y p<.05, 7 p<ol
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<Table 4> Descriptive statistics of Instagram usage
time and influencer type on purchase intention

U§age Influencer Mean D "
time type
Mega 4.71 1.09 56
Macro 4.74 1.10 189
Short
Micro 4.86 1.40 77
Total 4.77 1.18 322
Mega 4.78 1.04 30
Macro 5.04 1.27 117
Long
Micro 5.04 1.15 46
Total 5.00 1.20 193
Mega 4.73 1.07 86
Macro 4.85 1.18 306
Total
Micro 4.93 1.31 123
Total 4.85 1.19 515

ot AE2AA SR WA, vlolw) 2k A
Eeel Fojole] Hjol7h Qx| ori Ho]
ok g Aol A WA B g 7o Bl 9
Az WAAE Foiolol Z4g W 361
(SD-161)& 71208 F FATOR W, w7t )
A2, vlo]AR ABFANR TR 7 EFARA
£ ANSATHTable 6). Th-0.2 714 5, 62 A%5
7] gla) ol EAHEAS AT 1 Az, 7ol
o] A= ML F wIt OIS vet
(F=4.94, p<05) 7Hd 57k A=) 5, A4S
Fojoo] uhet ABRAMT} Aske AF
gt gehinks Aotk TAHeR, WARE T
whoo] 2 o4l ek(M=4.86, SD=1.12)°0] Lo}

oo} 165
5.1
G
£ 5.0 Influencer type
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©
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47
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<Fig. 3> Effects of Instagram usage time and
influencer type on purchase intention

o) Feh(M=4.59, SD=1.15)°] H]3} ASZAX7} 47
St A Eo] gt vt o FAF o]t Fuf AT}
01—301/\1 Tl'cé 7]- /\]—_Q__X]-‘Q_ —S—J’]' ME}'(F=94,

p>.05). A 7HE 62 714 EH L, o]E BE Wt
BRI (Table 7)3 231, =35 Yebld (Fig. 49
2z}

7 73} 891 Fi A JIEFAM Kol T
Lo ojHgt FFS mA=A A5 Al 7IeE
Al &4 (Table 8) & o] PEA P—E—@,(Table 9y AA5t
Aot 1 23, fAAE Feido] JASFAMTE 270
S AE Fofelze] BAL Fa 47} BETS
12.25, p<.01) 7Hd 70] AR =HQUet. &, LAt
= UEFAATZE 705k= AFol gt S = )
OmoflA At cho] WS #A vebgth. et
A ZABAIRE RV LA A
2 oloE wE sopu ] v A ebk
o e Tl WS ol B
A k] G Eh Sl LERE=332,
p<.05) 7Hd 80] AAHUH. ol& =#E YERH

<Table 5> Interaction effects of Instagram usage time and influencer type on purchase intention

Effect Variable Sum of squares df Mean square F
Usage time 2.96 1 2.96 2.09
Main effect
Influencer type 2.13 2 1.07 15
Interaction effect | Usage time x Influencer type 90 2 45 32
Error 720.75 509 1.32 -
Total 12,856.33 515 - -
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<Table 6> Descriptive statistics of spending on fashion
products and influencer type on product attitude

Spending Influencer Mean SD n
type
Mega 4.49 1.01 37
Macro 4.63 1.16 164
Light
Micro 4.55 1.21 61
Total 4.59 1.15 262
Mega 4.74 91 49
Macro 4.93 1.15 142
Heavy
Micro 4.77 1.21 62
Total 4.86 1.12 253
Mega 4.63 .96 86
Macro 4.77 1.16 306
Total
Micro 4.66 1.21 123
Total 4.72 1.14 515

(Fig. 5)<} 2t B AAE Fujda JIERAA /3
9] 4=2HE o] o FAFeE AHEH, 4N
TRl AR AEFAA(M=4.76, SD=1.21)
oA e} FHioErt 7Y #al, wio] AR QIEFAUA
(M=4.51, SD=1.23)0|A9] Fujolzr} 7} wrorct.
gt TAFuf oA = vlo]Z R JIEFAA (M=
5.34, SD=1.25)°|419] o=} 714 &=9kw, w7}
Z 20X (M=4.83, SD=98)°|A Fujo=r} 71
5, ARG AFHEE vl AR <
AolA 7S Eokou, Fujoes AR <l
AolA 7 E9%al, A m o] A FH =
ag2 AEFAANA 7MY wkou, Fioxe

R e 4
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<Fig. 4> Effects of spending on fashion products and
influencer type on product attitude
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V. Conclusion

£ AFoMe LB ARGAIZE s A E

<Table 7> Interaction effects of spending on fashion products and influencer type on product attitude

Effect Variable Sum of squares df Mean square F
spending on fashion goods 6.41 1 6.41 4.94"
Main effect
Influencer type 2.60 2 1.30 1.00
Interaction effect Spending X Influencer type .16 2 .08 .94
Error 660.46 509 1.30 -
Total 12,156.89 515 - -

* p<.05
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<Table 8> Descriptive statistics of spending on fashion
products and influencer type on purchase intention

Spending Influencer Mean SD n
type
Mega 4.60 1.19 37
Macro 4.76 1.21 164
Light
Micro 4.51 1.23 61
Total 4.68 1.12 262
Mega 4.83 .98 49
Macro 4.96 1.12 142
Heavy
Micro 5.34 1.25 62
Total 5.03 1.14 253
Mega 4.73 1.07 86
Macro 4.85 1.17 306
Total
Micro 4.93 1.31 123
Total 4.85 1.19 515
T o] QIEFANL 2Bk ABH =} TLfo)
y o

JANEFAA FF wef gobi
At =8 ATE AL o] & HIE O R A E
EEoHH o3t 2t

AR, AAETH ARBAIZRS AFHE] JFS
uAE Aoz yehgth &, AAEITLH ARRA|THO]
7o Ao vl 71 Hko] QAIEZ AN} AAfcH=
AFHEE o =4 71 o] 22 Zik= gAte]

E AFAto] AAlE ESES F4EE ¥9E

Th= Lee(2009)2] AvZdel 22 wWgtor &
At F, SNSAO|AE o]&5kH= AlZto] A EEf o
FFZ = 5 ks ZAolth wEhA] JIZEFAA 2
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<Fig. 5> Effects of spending on fashion goods and
influencer type on purchase intention

=0 o= AZF HEA T 4 e 84
Aot AXES AF &8 =
Z2s0l FUE HEudt %‘%ﬂi% A GHCIE
Sh= Zo] JIAEILH QJIEFAAN F'=9] ARG A
12 &4 & A Aot

A, A2EILH A]-—%— ] T JAEFAA 79 ¢
AFEHE 2ol AFoz-g At Uedth A
Hog HH, ?l/\E?:’-E" /‘}'Q‘/\] o] &2 oA
= WaE, Wt velas &0 2 AFHET £
WERAAL, ARGAIZEO] X1 oA wholag, v
=z, W7t o2 AFHETt =4 WEET 5, vl
AR AESFAATE 2ehe AlFE2 ALELH AR
AlZEo] 71 AFEo] A2 AlEol His) o $4 WS
Ftte Zolt. ol molaz AEFAA= =Y
F7F =7t ‘ﬂ% Ao Hg] Moz F=QAEH
Sl Tz 9 7T TR e
o] ¢ &t} Choi and Kang(2017)9] A= x| A5}
o o] AAEIH ARl AoAE avE wo
24 9u] Qe 2HE AU &, vlo]AE JIEF

<Table 9> Interaction effects of spending on fashion products and influencer type on purchase intention

Effect Variable Sum of squares df Mean square F
Spending on fashion goods 16.01 1 16.91 12.25™
Main effect
Influencer type 2.29 2 1.15 .83
Interaction effect Spending X Influencer type 9.18 2 4.59 332"
Error 702.83 509 1.38 -
Total 12,856.33 515 - -

Y p<.05, 7 p<ol
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<Fig. 6> Result of hypotheses test
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