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Abstract

This study analyzed the effects of fashion creators’ innovativeness and attractiveness
on consumer response and orientation toward a sustainable relationship in personal
media. A survey was conducted with consumers aged in their 20s and 30s who had
experience in sharing video content or writing comments and participating in fashion
creators’ real-time broadcasting of personal media. The results show that the innova-
tiveness of fashion creators was classified into originality, opinion leadership, variety,
and adventurous spirit, while attractiveness was classified into physical, social, and
professional attractiveness. Consumer responses were classified into either emotional
or cognitive responses, and sustainable relationship orientation was classified into
communication, sharing, and relationship sustainability. The originality and variety of
the fashion creators positively affected the emotional and cognitive responses of con-
sumers. Adventurous spirit positively affected emotional response, whereas opinion
leadership positively affected cognitive response. In addition, the social and professional
attractiveness of fashion creators positively affected consumers’ emotional and cognitive
responses. Emotional and cognitive responses positively affected consumers’ sustainable
relationship orientation. The originality and opinion leadership of the fashion creators
positively affected the three factors of sustainable relationship orientation, while variety
positively affected communication and relationship sustainability. Fashion creators'
social and professional attractiveness positively affected the three factors of sustainable
relationship orientation, and physical attractiveness positively affected relationship
sustainability. The results of this study are expected to provide useful data on the
direction of fashion startups using personal media and marketing as well as distribu-
tion strategies in the fashion industry.

Keywords: fashion creator(ZJ& Z2]9JJOJE)), innovativeness(E<I%), attractiveness
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I. Introduction

RE, JIAETIY 59 2] E34E
Q1 mjtjoi7} A" T} {59 SRR o
ok 191 vyl RSt A=A A
SR A2 AEo] 7HsT ERELE,
TE FFAA BAH Fo
BT =N AFofolE o] HEAQ Ql17|et A
FFEol HA AAIL Ath(Lee, 2017). 53] Anf
7IHto &2 AH|REo] Hil IHHSHA A=

WA AT AEE GG AL AR
W& AofolEl7t EoHA A71E B Q)
A1 AEUY g &£ L5k, EFE
%l a7 & R 5o g 225
5 Y9 YWols WA I golol" 7t F7tst
3 QUth(Park & Chun, 2020). ©]E& =LZ]ofo]E 0|7
{FEE SHCE = WA AR, Ao 4§
A1/ 5ol 1O (Ha, 2020; Hong & Jun, 2017; Son
& Park, 2021; You & Na, 2020), Ij4 Fg|ojojg &
AEolu A4S §30] & FFS v|A= YH=
A9] A3KChoi & Lee, 2021; Kim & Kim, 2019)&
Skal Qlof Y4l wigdo] daaet & 4= Qioh

GAdE M2 AHHA T o] AEY, AlEt
o, ABlA 5& TE AFET WA dolsol= F
T 24, AAES S O, ZAT 9F
= st e & 23 QS & ofyeh, eujydd
dHEA 9 dgS st Ao=® EFHTKClark &
Goldsmith, 2006; T. Kim, 2016; Roehrich, 2004;
Tellis, Yin, & Bell, 2009). T} T &jofo]&gl: AH|Z}
2A9 S EUE wHEOE WA AEH 73,
AHHE S 8ok 414 Ao, 191 vt o]
oA FH == ool o AlAA, AHS]H 2 A&
A Mg HAAY d585 =0l 7oA B
1o} Aot X E E3f HliA A&HES 2= AT
o] QIth(H.-J. Kim, 2020; Kim & An, 2018; Kim &
Jun, 2016). o]¢} Zo] 191 w|tjo] A ]ojo]E 9] FAl
A7t mi /g AnAre] AAA, XA ¥HES St
sto] A& 02 BAE BA Sh= FAT S4olt
o S ek ™ol Bk, s #oke] Feof
o]8 A-H(Byun, 2019; J. S. Park, 2020; Yoon, 2019)
= 2= YT A ASARE o] gt A
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ole £4& WAL A A G4 ARUAC]

B B4, BAE 4= 2L AF 1= 5L GFy
o
AR

S R AEA FAAFGA #eE A+7F B asit
AF7HA] 191 vltjojel AT A= SNSOA &5
= AEFAM7 Algshs 22 A2A, AAA,

P5H 4328, 74 L FoE 5 BAetAR

(Kim, Bai, & Han, 2021; Lee & Yang, 2021; Shin &

Han, 2019), AEFAA 9 BFFHo] AFEor=

SGjEEA AEFAA A" T3 A7 (Kang &

Cheon, 2020; Kim & Hwang, 2019; Son & Kim,

2017 WEE T Itk Fjel 4ol FekEo] AN

ARE= ZFoolE 9 £4dozA 7Eeat o),

YA, WA} anA kg, e, ) 3

A 58 E4F A7 (Ha, 2020; S.-J. Lee, 2018;

Lee & Yang, 2021; Oh & Hwang, 2018; You & Na,

20207} ©|FAL YA, 5 Hokx A AX &

I SFHASHA 2ARBIAY, ool HH, REl &of

o] Aofl Blsf 2ok Zzofolefo 3t A+

< dides FEsint. fAdZokllA= SNS &

FAAM] Fd=1 Al E4, Wigas, AF4H &

P52 FFES st AT Kim, 2019; Kim &

Choo, 2019; Kim & Lee, 2019; Park, 2021)7} st

v, 43 B 5944 SHEE AFSHAY A

A WSS st= ZolloE o] tigt A= AL

2 XgEo] goug Hr} thokst WHAQ dT

7b 8FEe AF3 Zol sAaLtd Y] FHol 2l

o7 I, A FESZ BT AFoolEH Y EF

o] &H|A ke ¥ T WSS utete Al siA

Zofolefof tiet AR BHEIE A|&A FARFA

= Aok A2 191 vlholE Bt WA Al 4

A A& FasHL = 5 3
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ek 2 A7 19 vHolE 4o i I
gloflo]8 o] Al g go] An|A} whE 9 A&
A FAAFAC vAs dFe 2Tz fAd
A2joflolE7} &n|At] S W2 olEo A&4
Rl HAE Fdst7] A 2oF & 24E vs|axt
St} o] ¥k 191 v o] E2E] digt 1+ 49
< A 2okz sk 191 niyolE Z-83t wA
Fh BT A Aol viAE 9 feddEel
&3 A= ATY AR 7|HdH
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Il. Theoretical Review and Hypothesis

1. Personal media and fashion creator

19] Wejoli QY 4Ol SNS BHE 5

=2 A= [e]
71o.g AfQlo] AEshe EH=E Yust, of

gAgte] 48] o8] RAAAE BESHE v

ofolw], 32 AntE 7715 B A% 45| 0%
AThU. Kim, 2020). 2 FEE3 9l 191 1]gjo]

9 $FE, G5, QAT SolAk A oolH7}
A (streaming) SHEA 5018 FEFIL e

O =3 L
TREE

Foz ARG B opeh, AT 74 Hol
AMESHE Wil ofZejAolHo R st dFee
YAFSEIL QUth(Son, 2020). °o]S FHHFASE Korea
Communications Commission(KCC)°]| 9]stH 22}l
SYBASAHIA(OTT) o] 3= AN F-FE7F
62.3%= 7P w9kl AFER= 2009} 30tH2] OTT
o]-8-E°] B3 A WEFHTHKCC, 2020). 191 7]
gofellA Zejofloje = AAIRE &ET

o, dAA HH 2] T 5+ =R
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£ A5l (Kim, Kim, & Lee, 2020), o] &©°
ZHzo] A7 5ot Qe EAE
2uA] Fefololels) shtel Yoz el
QITHH.-S. Kim, 2019). Choi and Lee(2021)% Tj
AZofo]B 7} AH[AFEOA qlo] FE oAt A8 1
tjo] 4ol AEFAAM AL 5HIL, J. S. Park(2020)
A F2jofolE 9] AFYA A o] EHl= HK
£ AA = 4 kol JFES EHT
ChL SHQieh 53] HHMY o]-83} A EHl=) s
Sk Aol Al AAIZE 2to] B jEoluy mtjo] W w4
Aofo]Eeto] A FAdoll HF22 AFE HolH
(Park, 2019), Zgofo]EH 9] F23%F £/ 2= g
A A2, YA 9 deA8A Sl xfEE A
o=@ Ueh}a QJthKim & An, 2018; Qiu, 2019). E
g, 191 mgo] FoflolE 7} o] et FFY &
H=E AZsto] AIHAE EolE0]7] AsiAe= AE
S 7iAd et Hjglo] BaAoly, 5344, v 59
FAHQ] £4do] F83 a4t & 4= SlTi(Ha, 2020;
Hong & Jun, 2017). o|2|gt #FoA £ A= 191
ujtjo] Anjte] ¥k 9 X491 WAE st
ol Qlo] 875 E= £402 s FFoolH o §4l

N
12/ T T o QY =1

oX o,
ol

—_

rlo

7 123

7} o] = stoit.

1) Innovativeness

FAE 2 AREEY o 3y FAS &
BEEA, o]H9] Ade3t AHwEo] ofy} A]
02 AlES Adstae Qe A8 4 9
A4S YEFATHKim & Hwang, 2018). AL A2
& ofo|to]7} whEol A= =A< oA 7i1e]
A" E4os A2 /delu AR, FA1Z1 Al
£ 9 AMHAE Aol AdEolstal & 4= Utk(Song,
Yoo, & Kim, 2020). o]of] FAA4& Ad A2 A2
& Au} A3, Aol YA, BAH0|T P
F75h 49T 594 A42HE she Aol
=2 EAE HQAtKClark & Goldsmith, 2006; Tellis
et al,, 2009). 3] s FAA= MEL AFolU &
P& 2710 Woksol= HE A FFAF Alol9] &
¥} gHitoll FF2 mAH, AdFo] Al Y,

BAFAY B ohek oy ¥ 554 78
= S XYl JtH(Arts, Frambach, & Bijmolt,
2011; Jeong & Kim, 2000).

YAlgol #gE AFollM= Ade MdstAY o
Al/go = Qg g W3l 191 24, AlF H 4]
A F44 5ol WA A= o] it olF FAAY
o] S Rt AFolM FEHCE BRI Qe
stNES MEd =588 st =384, 9
9 52 WSkE Aot B4, ARl A% o
¥ 2 3y Fud 52 & 5 U Tellis et
al.(2009)2 F4dE A N, G, AFeE &
stol Jfgells tdd S, A WeE 2gE A,
o= A F 99 A 9y F8d
o, Aol AR of, HoF, oJ4o] ZItHETL
S}{tt. Roehrich(2004)= §4l/do] A= thgt &+
oF Ao thgt v, oAbAA o] AaAd & wHe
S84, 9 &2 ¥gkE Aok 59, 534 5
oz 344 sigolgtar skt Clark and Goldsmith
Q006 BAHE TR F414, 24 F414, 9
oy HaxoE FRsel 9% A4, AAEA, 29
A FEd, d9E o4 94 5ol ZtE AL 5t
31, Lee(2013)= SAIRS] A7 9 EAHOEA 53

5= AAISATH

4, B4, 384 5=
AL &BAF 7HA 9 v, AAlE 8 ' T

Am oh ok

L
—
a

Al
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mjolzo] JgFQQloZ A I (Jung & Yu, 2009;
Kim & Lee, 2018; Singh, Sinha, & Liébana-Cabanillas,
2020), Ze}Rlo| A £gsh= Thgtt 79 AET &
A7t B2 & ofyzh, 89 WA dES] 221 Tl
it ot B/l s AR e th(Blake,
Neuendorf, & Valdiserri, 2003; Park, Burns, &
Rabolt, 2007). WA A7 ey ZH4d2 <
Y SA4, Letel F5 TRl Fofo] tet Al
9 BAE BEo] FHA Y vX v (Baker,
Yu, Gam, & Banning, 2019), HHIY sjAd4Y EAJA]
23} ojmpd), Latel BRI A4 B
o oAM= A2 Fag FFARlo= e Fct
(Ryou & Ahn, 2019; Son & Yoon, 2016). T3S} 191
ujtjo] Z]ofolefo] gt A-H(Ha, 2020)°14 & 19
FHl= A A 2= L 2A FA4T 4
FE, AFHATES AA6HALL, Jang(2013) 12
27199 AFA7E SE5SHAME autzl ofoly
olE AAsl7] fIeiA= F4ligol QETRAL §F%)
o} S. Y. Park(2020)2 s QIEEAA O] E4F 9l
4140l anA7t JRE FAAL S-S =
28 A7 AXF W YA JFS vl
o+l 3} O, Beak, Yoon, and Sung(2021)2 191
ujtjeld] Adw BPETo} ol gAY Ful, EA%
59] JHH W82 kol aglolet stk Vin and
Chun(2021)2 191 #ltjof Z2jofolg7} HE2{]l A
4g nigon xS A%, G L AFFOEH
29| ¥hgo] YL vlAE YA HErpe] o
TS BT Sk ols AT BN
AH|RRO] A A, XA

FaIYL ¢ & et

2) Attractiveness

gL A9 g TolE A& HEEA
o= 58-S 9u]slH(Ellegaard, Johansen, & Drejer,
2003), R He) AL T AfREe) uFe-E ol
She 21€ ZH=i(Shin, 2018). Tl A4 o
oA Lozt i ArSlH 7o Sde = Wi A
®, QIR A9 ey A7 2oz oY
11 Qlth(Hakim, 2010; Kim & Jun, 2016). A1A| & of
g2 Quu AA|zA 5o o5t g aclo=z fiel
Azt olA T3 anE 285 (Kim & Chung,

NS 2 AH BAAGH] UL T BARSAT

2012; Kim & Chung, 2013), A3]4 g2 €}213}9]
S840 FeAEES FAANTI= ARE Vs,
2, A2A, 2wl 59 Hdeld AfUA] Mo
ofet wig 8 QlolH(J. Kim, 2016), &4 WH2 5
3 FopolH ARAA N 2 5L RGO
24 e 22 3lo]th(Hong & Jun, 2017). o]
S ey adEe] APATE B A&How
A5El vt wig g2 AAA, ABlE 9 AE2A] o)
gog 74E AL AdLe & % ek
vy A MEAel el that 4ul% B}
U 524, HE 9 FFoe 53 #¥E] olFA
1, 439, AR % BASe] AL Aula u
o HE, 344E, F ? FAAEE &ole A2
2 Yra At Shin(2018) 914 HEZS] AEH, A
34 vjgo] HHAE ojn|AE £ FAHEE FAt
= Q910]g} 3191, Kim and Oh(2015)= AE}f 3331
mdof mjg/go] ofxko] HAE AlFo] it B4,
57 9 P RS LTk 59ltt Yang and Kim
(2016 & TAES] o] A4 HES &
Fojolzo] P Zrha 519.0m, H.-T. Lee(2018)
£ fele] A4 WA AR el 48 ole
FAAQ JF2 vk st E3E, Elbedweihy,
Jayawardhena, Elsharnouby, and Elsharnouby(2016)=
BAE ojelio] FHE0] G vH BAse} L
Ap Zko] TAFAN ol T3 a]lof=hal sHH
2| S0lAl= SNSeF AUTEES] giFstE 191 1]
tjolo] JgFeo] e AEF AL} A2 of|o]
9] wijeg ol gt At7F AL Sl SNS 2l
ZFAA0] 3 AFH(Kim et al,, 2021; Lou & Yuan,
2019; Oh, 2019; Wiedmann & Mettenheim, 2020)°]
A Q1EReIA 9] eiio] 2u4 BEg AAlsHA
g A5He BASA D BEAEE Eol 29l0]
AL, BHE ofm|R], Q1A% 9 Ftuo]of QlojA =
8% 8oz Y F. 191 vjrjo] ZoolE
T3t AGH(Oh & Hwang, 2018)0)| A+ mj2Ado] AH]|
Aol 4HH WgoeA B2 AYol FH IF
< 1]H 2™, Son and Park(2021)2 F & ojo]E 9] ¢
A g7} A4 whgo] FHHY JFe Fi
0l9)e A=A o g AZ3TE Choi and Lee(2021)
L aejlole o thayol +84) FHH WL
o]Zojlfictl 31l Song and Choi(2021)= A&

o o 4
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olEjo] A1 njeiAo] 4 S A Foli
FEFLRAoIFAL skt o] ok 191 HHo] 7l
JAEFAA 9 wig /o] QARH A2
A} whgo] B Qe Erh ATHKim &
An, 2018; Lee & Yang, 2021)5 3l&jsld Zg]oo]
B 9] i g2 AH|A} REES o]T1= acQlojet & &
Art.

W% Bl 9

2. Consumer response

AH|Z}F GRS B w2 HA[X]Y] AT FHE=
AH|ARO] FA A B2 QIAA ¥R AZ L, 4]
Al Hhgo] XF2Q ano] AZE= AYS olEF
o2 Argstal lth(Lee, 2008). FA4 W2 54
A=of| tisf whg-sh= WA FAIAR1 A AEo]
J(Kwak & Choi, 2002), Q1A% §h-3-2 HJE A2 3}
oA AALHA FEE= 28R RFS YERdT
(Kwon & Yu, 2019). o]g|gt A A2, Q1x]7] w32
7L Bla, WEs), 28, wd % 9AREE 5ol 8
He AEAZ A AALHA FLEH(Yun,
2014), oA A= WA 22 1A F7F ==
AAE 3l FHJAFEE ol ¥ FA1 Eth(Achar,
So, Agrawal, & Duhachek, 2016). Das and Varshneya
(2017)= MR ZHT A2 A9 AH=EA A
BEH AR FHS AR, Kwon and Yu
(2019)0= FaL - E7, 74, AE, SNS Edl= 59
oAY AFYA ol gk AHRke] AAH, A
2 Hhgo] B Tof tiet £2 H=ot IHEE =°I
= 81lo]2hL SHFH. Woon(2012) 4xH|ARQ] Q1]
2 W33 A4 wEgo] e, FHoE 59 TA
A&Hdo] 92 FE= AASS 7HA A A7
o U= o] BAEofof jithal Shith ESE,
AH|AF G2 A& BAAF YA E A=A H,
o]} FeAH AFPATF(Cho & Choi, 2020; Ma, 2019)
oM 4HAe] BHEo] S LS X&A TA A
Fo] oAl ACE YERTH

24 vlolo 4 A 7i19] A oll= A
2 B7ret A A A wrE] FFo] iz Eojof
St (Han, 2017), SNSOJ A 9] 4:H|A}F ¥FE-2 P59 =
£ olne 9% 9902 gFFh Lee(2021)=
SNSE ©]&dt 4[RO QIAZ], HAF ¥hgo] -
AYrE =ol= Q9lojgt 5191, Park and Kim

rlo

7 125
(20202 SNS 0] Tgt 9144, 74 A whgo] &
HlAe] 7 @ FuolEe] HHel Jare mAickn

SFRATE. Song(2021) JAEFAA ] tigt A1ztd 7}
A7F &8 YEForo] FFZ HFTL sl
Han(2017)2 QIXA 9h&-l HE &59] §-847 3
A& T3l AFEA AAfzro] A ult]oloA 2] A
F THYEE =Aoh 5k, Park(2013)2 A4
4282 Q1A A, 78 H ¥h-go] o8k FHH
QG Eoh= AL WA B3 &4 w|Hof ut
AR AFUA AL thFgt J&ol| gt AH|A; vt
3-8 R&7MsAdo] S FH(Aljumah, Nuseir, &
Alshurideh, 2021), 1] "|t]o] AH|R}o] BFS-2 &7]
2 BAANGFAY JFeozr 223t 4= QItk(Cho
& Choi, 2020). Y.-H. Kim(2016)2 A& 4 2] A3
o] FAHAQI RS oA A7|H ol A&HQ
TA Ao F3FS vHehal 5k, Jeong(2013)
2 A BERHEY] HolAE A FEHE X ot= &
H|Z}O] ¥Hg-2 A F4S B9l 718 TARAF
o] 7= Jehdt Y 519t} Kim(2018)S SNS ¥
A QAEFAA ] gt AnjAte] Fg4 wh3gol A&
Aog HAE FASILA Sh=t S a7t
QIthal slF e, Park(2021)2 AAETH s AE
FAA gt AHRFY EAF, 7] 9 AH 59
AEEgo] JAEFAA LS &2 HAE kst
=d o] FHAQN FFS v 5kt olE ¢
TE A= 191 BlHo] s =g|ofolEof

447} Bhgo] A48 JAAFS wol= 82U

& % Un

c

filo ok

3. Sustainable relationship orientation

&4 BAAGHL A7 A0 BAS §X5H
£ 87 7] L PBYERA BAASE, v
T 9 A% 59| oA AFEH AT (Kang &
Kim, 2019; Yoo & Hwang, 2014), 72 GAIY 4
Eo] 25k SNSoJA = 4nBRIebe] izt o]
A FR7F BANFEE B4t AoE UEhEH
(Jeon, Jun, Kim, Shin, & Moon, 2015). Lee and
Suk(2017)2 oA 4H|AHS] FH, Fu] 9 HA|
£ 53 FojgEo] SNSoA9] A&HQ] Fojet
AR FS &Ikl 319, Kwon and Cha(2018)=
SNS L] v Ee] Aapuclon 474 B
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A g o] TARA YL, BEu) I FHo =R e}
dtha sk} S. Kim(2019)2 SNSolA Q] A 2] &F
A& 1ol ARA JAs 2L TAH SHAA
EHPXW TAE B/d5to] g2 Fujet X473 A

FA 5= 9 5t A, Yu and Yoon(2015)
2 ﬂr%’fﬁ 28-S 5ol 349 AT 71479 A&
A3l BAE AFE &+ IA k= Dol "okl st
k.

121 mtjo] A Ae]oflolel= WEY} L3 &
A B 210] ohiek, A44%) 25 Hol £
3t BAE AgFeoF oly, A 82 W Ao =
WOl 43ke Ijaker] s eE 2ulAiste] A
& o] IAE FA8HoF gHrh(Sin, Tse, Yau, Lee, &

Chow, 2002). A&7 BARFAAL A Addiaate]
A3 7HsAdTko] oy}, A71AQl HAE /A
StaiA} sk 89 FE7HA] ETH(Lee, 2010)5FE R
191 mltjo] AH|AFEo] Aojo|Eet F7|Ho2
AE #17 ol= PFeAEKEY Mo g2 HET =
Atk o]t YEA| &L 191 mltjo] FEjofolE<}
A&H0Z AESIIA sHe &1L B2 HH, 4]
4 33 52 FRotee PdEE YERH(Lim,
2021), A2 oo]H e} AH|A} 7HS] A7 A Q1 A 5
< A% AANEGYE 2dol= Aot E3L 191 v
tjo] EAE9 7P & E4do] AzloolE e}t AH|x}
749] A% 3 9 #AFAG vk FollA A&
2 BAAGF L 2R AofolE et BAE A&
6}71‘% 4% 2 FRE ASSHLA ol Feo=et

" Ag BANTRE old ol o
glo] JFL uA 1 glor, 191 uro] Fejo]

29l0]
Elo] gA43 w2 AujRtet BAE A&oHet]
o] $83% 99102 YA Byun(2019)S S5

B 7jQlxjd el ApEAo|HAE E&& 0l FAA g9l
ol HHAE L PREL I3t 2nlA BT} A
ZQl o] g9oko] FFZ Frttal s, Shin and
Choi(2021)= 8 -FE9] 347t Aofo|H Hj
g4o] A%A89EE Role aglolztn sheitt
Shin(2021)2 191 wjtjo] Z2ofjo]E 9] AAdsta =
19l FAlo] avlxe] A&Hel AT FH
TF=oEE #QAThL sk3leH, Qiu(2019)= 191 B
tol He Zelzo] A{ET /AT Folgo] 4n

XE_I

_4_4

S04 lego] Anl ¥

ARG miAlE 9T HAESRIF

Ape] Fojelzo] 344 @ ok stk You
and Na(2020)= F-E =Zz|ofo|5 2] 7|'&etat Aol
0 A42e Aol H=E B4stel selol] 23
sl 9% E &olthy 51913, Hong and Jun(2017)
2 Agofole7} AlFols EHxO] 3447 Sy
4, A, A8E R AR o] 4] B
Loz o] g m|Htha 19Tk Kim and Choo
(2019)x= SNS T A JAEFAA 9] Z%—F._—’é o] A&l
BARAES HHHel FFLL AL e
o, S. Y. Park(2020)2 3|4 Q1EZAA 9 AHZ
4ol A&HoT BAZ FASL Aol ke e
o FAA9 JFE mHtta 3tk L Kim(2019)2
SECERERRESEPEREEREREE
Ho| 4v)%t B7ke BRI 74 AT B9
11, Yang, Lee, Lee, and Lee(2021)= 121 w|tjo] 3
ZJoflo]E 9] w2 4do] AH|AFY] A[&2]Q ol E 0]
L gapRloleka sk olels QBTN A
31, SAH EYe T2 WAL B4l TA
A% 9t BROEE o3 YLOH(H-. Kim,
2020), A8 w3 ABH vl 49 BAKA
oo FHAR JFE HA= AR YEEH
(Choi, Ryu, & Lee, 2020).

. Methods

1. Research hypothesis

& A= 191 myo] w2 ofolH ] FAldat
e, AnlR; Bk B X452 BA RG] Bt A
YATE AR otof A/HES UHasck

1) Hypothesis between fashion creators’ innova-
tiveness, attractiveness and consumer response

131 wjojol A sjH FzofolE= M2 F3o]
U} AER, AAE 58wk £85ks FAIREA,
EESAL EsEEs 202 4357 A
= FAHQ £4 AUE Ao Fa5th(Ha, 2020;
Jang, 2013). o] &gt FAIHZ 191 E-l= AR A|
Yool QAR 2R PHE BASAY 27
3he ol M9 A F wg Ful, 242 59 4
A urgol FHHY FFS FE A0 H3AA %
ThHBeak et al., 2021; S. Y. Park, 2020). T3} 191 =]
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E2F 48, A" A2 3B FE =
202 Uelti(Oh & Hwang, 2018), 191 ojtjo] A&
HRie] 24l W8S Foltt YojAE 2ol
B 9] migido] 24 JFE HA= 8R1CE gl
th(Lee & Yang, 2021; Song & Choi, 2021). wahA]
2 A= 191 vdo] s AZoole 9] AT
mjggo] 4nAt vhgo] 38AQ FFE HF AL
2 o33, T 2L e AHsisr.

HI. 190 oo} sj4 Zejofolele] HAge Al
A uhgol (hel Jee 1 AHolet,

H2. 190 vlo] W4 Zejofolele] tje e s
A uhgol H(hel JeFe vl AHolet,

2) Hypothesis between consumer response and
sustainable relationship orientation

AHA}F ¥RE-2 54 A=) vHSohe BAE A
FHISE AEAR BN FEEe AR WSS
23}5l= ZlojH(Kwak & Choi, 2002; Kwon & Yu,
2019), £v]7} ¥ho] YAl YFOR 4TSS
A48 BAXNFHO] Fob AFE Holw gt
(Cho & Choi, 2020; Ma, 2019). 121 b|tjojo]x] AH]
A ¥R AR AFolE et A& HAE
AgFst=d ol 38AYU FFE VA= A= H
Ebgtal(Park, 2021; Park & Kim, 2020), A/20j49]
A2 AR AEA Q] BAANF S w°le
99102 Y AHTKY.-H. Kim, 2016). o] & A=
11 mlgo] s =eofolof Higt 4H|A}F ¥E-go]
A& BAAGF Y 384U dFE € A= 49
ot 33 22 7HdS skt

H3. 1] m]cjo] 3 Feofol o] Tt 4ul4t vt
2L &4 PANFHN AHO F%E )
4 Zole.

3) Hypothesis between fashion creators’ innova-
tiveness, attractiveness and sustainable relationship
orientation

A& PAAFHL 191 mleio] 2uxp7} Felof
olelot F71H o WAL FAGEE 87U A

2a
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%P5 =E HEHH(Kang & Kim, 2019), Z2]°f
olele] BT ThHYL &H PANFHE ol
L 950l @ 4 Utk 19 mjrjo] Zejofolele] %
HoldHE B AL A&7 BAT} o]
e, o % FEAEY JFeRler HREFHL
(Byun, 2019; Shin, 2021), Z&]ojlo]¥] 9] 7|&da} &
4 9 A= 7ol BRloA F3dstE e 2=
£ &ol= Ao E YEFGTH(You & Na, 2020). 191 H]
tjolo A Zz]ofo[e7} Al gdhe ER=9 S
=& AofolE7t Ad vig o] 4R 3R =
of IFE A= Ao=E ¥ F o (Hong & Jun,
2017), A AEFAM Y S 409 A &4
Al oot FAAFS Eole 2JAe= FRIHAT
(Choi et al., 2020; S. Y. Park, 2020; Yang et al.,
2021). wEkA 2 A= 190 v o] s Fofofg
o] 4l mig/go] &2 BAAF ol 38U
YTF= vE Aer d&sha, o 22 7HEde A
3atgiet.

fo mE r

H4. 191 vdo} mjd F2]ofole 2] gAd2 A&
A JAA G A(He) S vIE Aot
HS. 191 vHo} mjd F2]ofole o] uigd2 x|&
A JAAGZN A(He) = v Aot

2. Measurement

2 AT SH == 191 vtlo] sfA F2jojolE
o] FAIAY} iy, ABAF vk, A&4 BAREA
of I3 EFH AF+EA T EA, 121 viHo] o]&
E4o] H3t Bgoz A5 AL Roehrich
(2004)2} Tellis et al.(2009)9] /fES EUZ 35},
Clark and Goldsmith(2006), Lee(2013), Qiu(2019),
Ha(2020) 52 A5 FFEsto] 191 vjtjo] i =
goflo]H o] =4/, thdAd, H A, ey gu4
of ¥t 208Fgow FATALE wiF AL Hakim
(2010)8] o]E& ZAZ 3d}a1, Kim and Jun(2016)9]
oo gl &4 H %9} Hong and Jun(2017), Kim
and An(2018), Lou and Yuan(2019) 59 d+& %
CERTE R EIEEE DRI R E
9 AEA dgo] B 15EFor FASAL. &
BA Wk Zgurgol] Bk o2 TAZ ohu,

Woon(2012), Han(2017), Kwon and Yu(2019) 59
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AFE Farsto] Hfd o]l Het 4Rk
A, JAA A HEgo Wt 10T = /453
A&A BAAFZL Kang and Kim(2019), H.-J.
Kim(2020), 1. Kim(2019), Yoo and Hwang(2014) 5
o AT-5 Fxsto] PAANLH, FRASY L 45
Ago] B 1sEFo A ol B4l
gk ofey, Al kg B A5H BANFH B
3 BPEL sY0E THE SUHEE SYFAL,
ATEATE S 19 mlro] o] §EA] B B
Fe Edre 24,

3. Sampling and data analysis

2 A 191 vHojolA &5kl = A 2
gofolg 9] FFA; FH2E FRIAY HFS 24
star, AAIZE gl Zoigt H 3ol Sl 201, 30t
AHIAE o= SRl A b2 E4do] 203
™8(49.3%), o340l 209%8(50.7%)°] 1L, 207} 205
™3(49.8%), 307 20778(50.2%)°] i}t AF X g2
EHA] 1379(33.3%), FGA] 115 (27.9%), TE=H
TA] 88TH(21.4%), AWHEA] 2 71EF 72H(17.4%)0]
Qlom, uj&o] 323(78.4%), 7] Z°] 897 (21.6%)°]
Aot 2 distn £ ol4dol 2927(70.9%) 0=
7 Bk, AL SIAM 178 (43.2%), tHEh(¥)
Y 827(19.9%) Sl oH, A+ 7HEASE 500
9k 9 mjgto] AA|9] 61.7%= HERET 191 wlHo]
A ZZofolE 9 TR 2H2E FRHAY A=
2, AAZE B 59 ofHlE= 1590 2-33]7}F
1757 (42.5%) 0.2 7P Woka, 1Y BH A8 A7
< 1AZE vlgtko] 16378(39.6%) 282 71 wolth

A8 $AS AERAE 59 ol9Hod, HES
A7) Aol 2AAdel & & e A ojig o
Qlsto] o) Fokd B9 SHSESE SHAlth AlAl
H 232 AA, 19l vjtolE ol&stl U=Th, =
A, <191 wltojoll A &-5sh= s AofolE 9] &
29 52 F=AA7F, AA, 190 w" o] s =27
oole 9] TI ZH=E T/ ¥ HA=Z FA5HA
U AXZE BEe] ol FE ol e elon, o]
% Stuete ofyth kil S ABAE A 95
oh E3E, RARA O] 191 mitjojofA FELstL 9l
= A ZZofolHE AN SHttes 275t
e, S'AEC] FESok= i A= oolE 7}

NS 2 AH BAAGH] UL T BARSAT

Z2 FEFHE 19 vgolt SRS AAEIH]
oleh. 24} 717k 2020 5% 208014 69 1007
Agon, ouzAE B3 URAS £, HAG F
B 2A4E AT £ AL B EYA
o g8} 4E, AWE wFL TsGon, M
A B 2A AT A BEXE A 3
2 AR eetelor YA £ 42089 7
2 Fo14 AT 41225 BAFAL, SPSS §A =
of WIE, 29, AHE, JuTA 9
A

033 AEEE HAstAH.
IV, Results and Discussion

1. Factor and reliability analysis of measure
variables

2 A= 121 o] s A oolH ] FAlidTt
e, 2uA S d X4 BAXG) a9l F
%8 Yobnr] 99 F4% $4L AT, LKA

H
10 o4, BAZAF 50 oS FAT WM Bhof

i

[e]

2912 #2349tk A=A EHo)AE Cronbach's @
A%E Azstel o] grol 70 ol4old AT & 9]
ot SebslAthKim, 2021).

1) Fashion creators’ innovativeness

121 mrjo] s =ZeofolEo] FAde a9 £4
3t Aol A= (Table 1)3} Zo] 4709] 8Rlo] F&%]
UL, T Akl 64.684%= YEFHTE 821 12 A
Aofo]8 9] 7Hstal =5 =341 A &
A o] ‘=34 olg} sHRl L, 89l 2= T A ofo]
H7l AAIE A3t FH, AME 7], A& A=
2 FrEY ¥1A dEEoEN FFES JAthe
AT HREo] ey ZH4 ol it &
Q1 3& WA A ofol87} Algste vt S7%t
AE AT A2 fE 59 g F+5= 4
T BRAEo] ‘T ol shalon, 9l 4= A
A=ololg 9] YF e, Bis 4 4 BPS ASot
= 8% #-E o] ‘w4l ol Ykt o gt
A= HAGo et APAH(Clark & Goldsmith,
2006; Lee, 2013; Tellis et al., 2009)o]4] A4S S
= 1o, Cronbach’s ¢A|5=7} .70 o]F o= YEh}
S0 AF/go] FHEUT
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<Table 1> Factor and reliability analysis for innovativeness
Factor | Eigen |Cumulative |Cronbach’s
Factor Item . .
loading | value |variance(%) a
Fashion creators are ingenious. 187
Fashion creators are original. 7187
. Fashi 1 ique. 722
Originality ashion creafors are Widue 3.398 18.877 .866
Fashion creators are peculiar. 718
Fashion creators have unusual ideas that are different from 673
others. ’
Fashion creators buy new products before anyone else. 794
Fashion creators quickly introduce information about new 777
products. ’
.. Fashion creators provide reviews of new products faster
OplnlOI.l than anyone else. 769 3.378 37.646 .854
leadership
Fashion creators introduce seasonal trendy products faster 720
than anyone else. '
Fashion creators use popular brands’ products faster than 716
anyone else. ’
Fashion creators use products in different ways. 764
Fashion creators provide a variety of information. 738
Variety | Fashion creators provide rich content. .663 2.787 53.131 .827
Fashion creator introduces various products. .628
Fashion creators have a variety of perspectives. 581
Fashion creators are adventurous, even at risk. 822
Advent . L
V:;rliltrous Fashion creators seek change rather than stability. 736 2.080 64.684 756
Fashion creators try adventurous styling. .655

2) Fashion creators’ attractiveness

121 mrjo] mfjd =Z]oflolel 9] HiZde 2l £4
S Aol A= (Table 2)2} Zo] 3719 Rlo] &%
Qal, & BAo] 60.791%=2 YEFGTE 291 12 A
A]olo]H 9] Qrel AA 2, 94 ojw|A] F AlA|
ARl SHol|A 9] wfga} =] o] AAH i o]}
stleh 891 2= s FFofolH o] FHAZt, T
A, AAA 5] AR Q1 SR A9 et T
of ‘AR%]Z wijg ojz} 5hlar, 891 32 WA Z= o
o[ 9] A4, AU 58, MEZTIEA 9 AHF
4 59 AEARl A9 Wiyt B o] HZ
2 g o]zt gyttt o] Aib= fgdelu dE

204 9] wjEAo] st 43§ F(Hong & Jun, 2017;
J. Kim, 2016; Lou & Yuan, 2019)2} 4= o,
Cronbach’s @57} .80 O|AF O 2 A &4 HS40] Al
Gzol ¥ vebet

3) Consumer response

121 mjgof s =efoflolefo djgt 4H]A} ¥-3-9]
821 £4 Aol A= (Table 3)7} Zo] 27§9] @3lo]

Z5 Q13 & FAFo] 64.926%% UERGTH 891 12
A FzjoflolElof gt A Al SHA Q] AH|A}

wHEa B E o] “PAA wEgolgt S131aL, 89 2+
A F2joflolElof gt QIA|H FHOA 9 AH|AL BE

4,y
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<Table 2> Factor and reliability analysis for attractiveness
Factor | Eigen | Cumulative | Cronbach’s
Factor Item . .
loading | value |variance(%) a
Fashion creators have a physical attraction that everyone ’13
will like. ’
Fashion creators have a nice body to look at. .806
Physical . .
y.s 1ed Fashion creators have a physical charm that attracts people. | .802 | 3.214 21.425 .850
attractiveness
Fashion creators are above average in appearance compared 700
to others. ’
Fashion creators have a sophisticated external image. .694
Fashion creators have excellent social skills. 811
Fashion creators have a great sense of humor. .805
ial i ing. .
attri(;?;:ness Fashion creators are good at talking 737 3.094 42,049 238
Fashion creators make people want to talk. 718
Fashion creators have excellent expressiveness such as 613
gestures. ’
Fashion creators have specialized knowledge about fashion. | .813
Fashion creators are attractive enough as professionals. .694
Professional . . . .
o essmna Fashion creators have excellent fashion styling skills. 676 | 2.811 60.791 .801
attractiveness
Fashion creators are well aware of fashion trends. 672
Fashion creators are full of pride as professionals. .641
<Table 3> Factor and reliability analysis for consumer response
Factor | Eigen | Cumulative | Cronbach’s
Factor Item . .
loading | value | variance(%) a
Fashion creators give vitality to my life. .835
Fashion creators make me happy. .803
Emotional
motiona Fashion creators excite me. 779 | 3.453 34.532 .878
response
Fashion creators give me pleasure. 732
Fashion creators make me feel good. 673
Fashion creators’ information is valuable to me. .806
Fashion creators’ information is helpful to me. 784
Cognitive . , . L
Fashion creators’ information is important to me. .698 | 3.039 64.926 .845
response
Fashion creators’ information is accurate to me. .663
Fashion creators’ information is reliable to me. .653

83} peiElo] QX4 wkg-olet Wwsic. oloh 2

o] 191 mHof sjd2jofolE ] sl AuAE2 4

A4, JIAH o2 vkgstal 910, Cronbach’s ¢
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4) Sustainable relationship orientation

243 TAAFFQ 9 4 Aio|AE (Table
4)9F o] 3719 QaRlo] FEHYL, T FEAM]
73.005%= UERETh 291 1 w4 =z ofolEle} A

ARE W, ARYE, $94 2A2 508 4430

rlo

% 131
TG 444 910, WA A4 85284 AFLEo]
7 vehget.

2. Correlation analysis of measure variables
SAHS 119 ABEAE EAT dioA=

2 AF0 4L ALt BAso] AF A&Aelet  (Table )2 o] ()9 WFOE TS 2= A
SR, 891 2= A A oflolE 7t AlFohe ALK, o= LRt 191 vito] s F2joolE ] 4l
FAx G4, AF 5 02 AYSH ASH0R AT YL TS RASS 2uke] PAA,
T3 4o Yot BAso] FH ASH ol W AXA W 4&H WANFH) 25, F5 4 B
Btk 22 32 wjd ool et A&HoR AR & G+ ol AU, 48R} ¥
BAE FASH = Aot BrE o] ‘oA A&/ 0] A &2 BAANFGY 28, T 2 BAANSEAS &
2 31900, Cronbach’s el 25 A4 909, (99 JTAol AT o]F FHHS 7o) thEBA
<Table 4> Factor and reliability analysis for sustainable relationship orientation
Factor Item Factor | Eigen | Cumulative | Cronbach’s
loading | value |variance(%) a
I want to continue to write in the community provided by 318
fashion creators. ’
I want to continuously communicate with fashion creators 779
through real-time broadcasting. '
Communication | I want to continue communicating with fashion creators 775 | 3711 26.507 909
sustainability | more than anyone else. ' ' ’ '
I want to continuously communicate with fashion creators 739
in offline meetings. '
I want to continuously comment on the content of fashion 725
creators. '
I want to continuously share information of fashion 220
creators with others. ’
I want to continuously share the know-how of a fashion 787
creator with others. '
Sharing I want to continuously share the video content of fashion
L . 772 551 1.871 91
sustainability | creators with others. 7 3:53 S1.87 o10
I want to continuously share the fashion creators’ products 719
with others. '
I want to share my experiences with fashion creators with 608
others. '
I want to maintain a relationship with fashion creators 317
through videos and content. '
Relationship I want to keep following fashion creators. 788 2050 73,005 65
sustainability | 1 ant to keep visiting the fashion creators’ account. 753 ' . '
I want to continuously check the product information of 694
fashion creators. ’
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<Table 5> Correlation analysis of measure variables
Variable 1 2 3 4 5 6 7 8 9 10 | 11 |12
1. Originality 1
2. Opinion leadership 41171
3. Variety 6207715337 1
4. Adventurous spirit .593"71.366™"|.505""| 1
5. Physical attractiveness 2691318771290 .334™"| 1
6. Social attractiveness 49977 45477 5727|4437 3827 1
7. Professional attractiveness 423771570771 .63177(.3317| 425" 5267 1
8. Emotional response 4987732077 .526""[.429"| 329" | 54177 46977 1
9. Cognitive response 489142777 | 6177 | 4217|3241 480" [.5947 | 667" 1
10. Communication sustainability |.500""(.263"(.450"""|.400"""| .278"""| 446" | 352" | .610""|.512""| 1
11. Sharing sustainability 48313597 5237 | 4007"|.258"""| 425" | 408" | .6107"|.560""|.606™"| 1
12. Relationship sustainability — |.454™"(.403"|.552"""|.399""| 344" | .482"""| 492" | .653™""|.612""|.607""|.612"| 1

ok

* p<.001

4 A= AR seteh, A7 80K T
2o tEaAge] EAZE itk wedtth(Lee &
Lee, 2021). & AT9] -, A T7E 25894 653
Atol9] Zhe Hlomng ZAWS i thE344d9
AE vt & & Stk

=

3. Hypothesis verification

w2 A= 121 mHof s A oolH ] FAlidTt
e, AnlA; Bk B X452 BAR GG HetE 7t
4 A2 gotol dEaARLS LAl 714
1] A= oA Z2|oo]E o] HAl/o] AmfAl Hh-gof

SR g BASAR, 7H 2% 94 Zejoo]
B9 weigo] 24 whgo] WAL e B

Aot 7He 32 &H|R} HEgo] A|&A IA R/l
TAes 9T, 7HE 4= A ZzoolE 9] 4l
o] A&A ARG vA= FF=, 1Al M
s= w4 ZoolE o] miF/go] A&A BAANFA
of MAle T EATHA

1) The effect of fashion creators’ innovativeness
on consumer response

191 vjejol WA ZejofolEo) Halxo] Aulz ut
8ol u] A FFS AT ATHe (Table 6)3F 21,

SR AL 747 33.7%, 41.4%Ach 4
Aol oJstd, WA Foo|H ] 534, T,
A FAA wgol (9] = v, A
A 3ol 534, eouUd Fd4, tddel A
(H9] FFS F31 YA FAAH 2219 Atz o
FE2 FAoNA 7HE =A YEbeH, 4 =
olo|E7}F HEU AF FolA TFFE Fok= A
o] AH|ZFO] HAZ, AA A HH-GE o1 FaF
= % 5 U9

£ AofA 191 mHo] sjA Aol E 9] E43
T} ohFd AHRRY] FAA, QIAA ¥R Kol
FE F2 YU E, ol WA A oolErt theFst
AEE AFtAY, W&o FHotr EFHLFE
A8|2Y] HAH, Q1A A kg0 FofA= Ao R o
Addt. olggt A= FE AgofolE Y] 7Edat
Zojgo] AnA AR EE vk AYPA-H(You &
Na, 2020)2} W& o] st o, 2 A9 39 1
A A oolE 9] gAl4go gt AHA}F ¥Hg-E H4
stttk HollA Agdrets ApdEEn. ZHA
AH|ZY] A F BRSO JFE F= Wi, AR H
ol dFFe] AL, oy 4L Q1A
HrSoltt J&FE iRl A0E YErgth wEbA |
ujtjo] sjd FeoolHe] AFS ASAY =

2 rlo g

o 1% o
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<Table 6> The effect of innovativeness on consumer response

Dependent variable Independent variable B t F R?
Originality 216 3.805™"
Opinion leadership .013 0.266 .
Emotional response -~ 51.718 337
Variety 317 5.593
Adventurous spirit 137 2.653"
Originality 119 2.243"
Opinion leadership 112 2.460"
Cognitive response ”~ 71.745 414
Variety 439 8.238
Adventurous spirit .088 1.805

T p<.05, 7 p<01, 7" p<.001

AAQ FAgTFol dafide aHAY FAA A
Aei7h vhgota, s oo 7t AAEo|Lt A]
Z FIPAE, EFE 52 270 gotEo] JgEe
PAboks oS YHTSE JAAH whgo] #obxl
thal & 4= Qiek o] Adbe 221 Zofet Eel 3
o] i 4l ey oy IFFLS ral
A% A (Baker et al., 2019)2} FARE T A o] 3f
=, sj4d A2 ofo]e 7} AHRHY] A A, AX A wE

c

it

|

|

gt 948 E@SoF I Zolck

2) The effect of fashion creators’ attractiveness
on consumer response

121 wjdo] sfjd FejofolE| 2] mjgd /o] AH|A} wt
SOl 1A= FFS AT A= (Table 7)3 2t

FAHC=, A FofolH ol AAH mHE A<
3 ASH ofEs AR el FAH, X W
o A+ dFZ PIAL AU, ARG A
o 247} 34.6% 393%Sh BAH W8] dhat
4 Q1] ATA Qe AElH ojelo] 1 &%t
o, QIAA kg0 A= A=A HH ] 4
Qgrelo] 714 w7 hehdte

AH|RE] AJA A, QIAA ¥ REof J7kE w]Rl
W 2elofolele] ey el ASH vl |
24 migo|ql=dl, o= 191 vtjoloA mjd Fg
offolel7} wlsiold #fiAol4o] Holhi, R}
249 dEe AUT 44 4] YA, o
A% whgo] Eoll Ao® sHHr) o Azke
SNS QIEFAA 9] i /do] AH|A} §EE-9] 7Ll
olgtal 3t APA(Lee & Yang, 2021)2} F-AFSH o

4

rol

<Table 7> The effect of attractiveness on consumer response

Dependent variable Independent variable B t F R
Physical attractiveness .083 1.843
Emotional response Social attractiveness .389 8.079"" 71.833" .346
Professional attractiveness 230 4676
Physical attractiveness .045 1.036
Cognitive response Social attractiveness 221 4773 88.162"" 393
Professional attractiveness 459 9.699""

*

™ p<.001
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oflA] ofsfid 4= Stk 12y s =] oolH o] Al
A w2 FAA, QA g-goll FaFS v A &
=, ol= FE A8 9] AIAA wjgo] 4H|
2} Bjzo] ¥3FelS HQlth= Hong and Jun(2017)2)
Aot AEAAS 2=tk wEhbA 191 wHo] wiA
AgofolE= o] Ad EZS Este AA14
2 H k= AR, AEA mjgE ojZot= Zo] &
H|Z} 9h8-& o|11=d EHY Aot

3) The effect of consumer response on sustain-
able relationship orientation

191 mjgo] s =fofolefo] Higt 4H]A} HE-go]
A& BAAGHC] mAL P BHT Ao
(Table 8)3 gt} FA|H o=, 28] A2, 1A
4 gL A% 34 U WANEY Yol IF
< u]X 3 YU, FARFY] AEHL 27} 39.0%,
41.4%, 48.2%SATt. &AM 93 2919] AtiA I
2 AAH wrgo] vls) A wrgolA B ke
o, 2H[RHE0] A A2 oflo]Eof tis gAZ, Q1A
Moz WHRes 253 37, BANL0] Foldl
o g % 9Uek o] AR sz 2G| At
A ZAAQ] gY=o] YERGTH= Das and Varshneya
(2017)9] AT} FARE TAOA ofsfiEn, AHA}
bt A5A BAAGA 719 IFEL 9 A
Al74(Cho & Choi, 2020; Park, 2021)E A X5} }.
webA 191 mitjo] s F2jofolE| 7t 4| AL} <&
Hel WAE $AST, 4% € F9 A4L Rol]
AL AAH e AAH W Aot Aol

Fastchy 2 5

4) The effect of fashion creators’ innovativeness
on sustainable relationship orientation
121 mtjo] mfjd =]oflo]el 2] SAldo] A|&4]
ARAF e rA s FE AR A= (Table 9)
oF 2, 3ARPe HYg-2 47 29.0%, 32.5%,
34.4%3Act. T FoolE o] F4ld 8%l FolA
34, B, BAAE AFAEA H(HY IF
=, S 23y YL SFAEEC0 A+
9] FFF= HAL YAk EIE, FAYS FAcH=
2E 89l & B34, 2y Y4, g, =Y
o] BAREHG A2 FF=E mFe=H A
AFoflol87F FAHS AEFE BAAEGAC] #oF
A= A0 Yepth FA4 8219 A3 F3Fd
= &TAEAHY BF 5440] 7P =R FRA
ST BAREES U Ao dA dF
go] 7H} w2 ZA3E HIAHh
HAd ool =44 ey HHdE
A &2 PARFEY a5, 3+ D TAAEA o
FE T2 UA%l=, ol= 191 riHo] s A oo]
EI7} AAIFOIU Al RS, Ui EFE 52
2] JopE0]1l ZESHA L 7IERL ofo|yolz HE
Ao A S FASFE A &3] AR F/ o]
EoM= AoR A EY. B3, i ZFoolH 9
< &% 9 WAAEA dFE FUL, 2Y
A BAAEA 3HAA FFE F= 22U
ok &, 190 vlto] s =& ofo]El7} theFstal S5
Kl = AEsHEA o] mEraE %

I
o
=
-

a
oy
ot

28 sulzjele] BARLAo] &

oMt & 4 Gtk o]efet A 4ulAo] Aol

<Table 8> The effect of consumer response on sustainable relationship orientation

Dependent variable Independent variable B t F R
Emotional response 483 9.335™ e
Communication sustainability — 131.880 392
Cognitive response .190 3.675
Emotional response 425 8.364™" .
Sharing sustainability -~ 144.544 414
Cognitive response 277 5.450
Emotional response 441 9.236™" v
Relationship sustainability -~ 190.342 482
Cognitive response 317 6.645

*

™ p<.001
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<Table 9> The effect of innovativeness on sustainable relationship orientation

Dependent variable Independent variable B t F R?
Originality 308 5.255™"
Opinion leadership 208 3.550™" .
Communication sustainability " 41.651 .290
Variety .119 2.226
Adventurous spirit -.017 -.350
Originality 204 3.572™
Opinion leadership 308 5.388"" .
Sharing sustainability 49.101 325
Variety .096 1.846
Adventurous spirit .076 1.563
Originality 119 2.104"
Opinion leadership 361 6397 .
Relationship sustainability " 53.293 344
Variety .101 1.971
Adventurous spirit 125 2.613"

T p<.05, " p<01, 7" p<.001

Lo} KA o et =34, 71 € 144
ggFel 2 B4 AP AL(Byun, 2019; Shin & Choi,
2021; You & Na, 2020)9} W& Zo] stgout, & ¢
TolA= FAGY AYoA F/AdTo] ofzl, @
Oy o4, oF8 2 ZFAH9 FFE7A Hil
oA ApEd 99& #=

5) The effect of fashion creators’ attractiveness
on sustainable relationship orientation

121 mjtjo] s F2ofo] 9] Hig o] X|&4]
AAF ol vA= TS AT A= (Table 10)
¥ 23, SARFY] HB8EE 247 22.5%, 22.9%,
32.0%°] Attt ®4 Aol ofstH, w4 Fe]ofolF
o AHFA, AE4H wigo] &% D FHAEA A

<Table 10> The effect of attractiveness on sustainable relationship orientation

Dependent variable Independent variable B t F R’
Physical attractiveness .091 1.856
C;’g&i‘;ﬁ?ﬂ;m Social attractiveness 341 6.517"" | 39.385™ 225
Professional attractiveness .133 2.492°
Physical attractiveness .050 1.018
Sharing sustainability Social attractiveness .280 5.358"" 40.484™" 229
Professional attractiveness 239 4492
Physical attractiveness 110 2.398°
Relationship sustainability Social attractiveness 284 5.792"" 64.079"" 320
Professional attractiveness .296 5.905™"

Y p<05, 7 p<.001
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#9] G Folx, ML T RE 2]
ARG Y02 IFS vAT 3
2919 44 IFYL 25 %
A el A b Eoka, BANSEE AR
wheio] Aeja] apelo] 7bg wA Lrehgek. ShAl,
s Zelofolelo] vei o] A% % F-RALAe 1]
A GPUAL B ALY delo] 20% o] v
o Huee mgone A H4o 2og agt

i Zelololele] Alald et AR vjee
A%H BANGH) 25, 5 9 WANEY BE
o A% 2L, oz 12 wiclel 34 220f)
i, 3R 5ol Aol Bt

U245 A% PAX Al

ol Aoz Hag, o Ant AL
oot F8lEe] Glo] SNS BRI ALBIA,
AEA mjEGAdS 73235 APAF(Choi et al., 2020;
L Kim, 2019)2} #-& o] geh. 41414 wieo] 5,
AAEAC] FAA GRS FE 49024, 19
ulclol s Fejofolelst Anlet BAS GAIBH
o QoA A WE w3t Fesitn & 4 9)
S, 2 Apold AAA e £ U F4AS
ol G vIAA) ok, AAH thelo] Ag @
FRoEe] dFRQIOR ekt HBAT(Hong &
Jun, 2017; H.-J. Kim, 2020)2 235 191 wjt]o]
4 Zelofolel 7t A wel el that thark =)
7 a7t e e,

= CERTE EEE EERE QEREFE
3} e o] A4 AL oL HA A

ARG miAlE 9T HAESRIF

ol A AR} ¥Hg-9] Wi EIE EAFE Aak= (Table
11)3} gt} ol& 5] 39A 3|AEAS A5,
1A A= 41493} w2l do] AH|R} §hgof ]
£ T, 29A A= AT W Ado] A&H
ARG vA= FFE, 121 3gA A= §
A4, wiEAdat Aua; dhgo] 242 TA R FA
A= FFS BT HA, F4lgol &4 &
ARGl vA e FAFS AHR §HZ TS 3T
AloA Fasto] AR} BHEO] FREuila Rt A
11, Sobel test AT}= 7=7.045, p<.001ZA] AH]|=} ¥t
SOl gt Wi vebgth oo g, uiE
do] A &A BAAF ol vA= JF AHA §E
S TS 38ACNA fFoskA] dtorng AHat
Hk2-9] Al E 7 943, Sobel test A= Z=
6.163, p<.00124] A4n8]2} H-g-o] {-oJu|gt ufj7fH4
2 UEEth mebs 2 AT 19 viho] A F2
oflo]e19] G443} i o] A& TAR I F
FZ v o AR} gEgo] fou|gt miHSd S
& 4 AU

=

V. Conclusion

22telo] YAStEHA theFst F A} ARoj=
EE AHAYE9 G2 Wb g, 191
toj7t ARUACIA 9 uHA" B4 AHAR
d=EA e AdolA Agst= Q7] A F skt
2 Fejofolg7} FRAsaL Sl ol =gt Al &
AT 191 ntjolE FA40 g WA ool o §

=)

<Table 11> Analysis of mediating effects of consumer response

Step Dependent variable Independent variable B t F R’
Innovativeness 411 8.476"" -
1 Consumer response .1 187924 479
Attractiveness 344 7.106
: ; : Innovativeness 462 8.954""
) Sustamat?le re}atlonshlp 1421 08" 410
orientation Attractiveness 230 4.466
Innovativeness 230 4.850""
Sustainable relationshi . .
3 ustamable re/ationsip Attractiveness 036 0.781 184.413 576
orientation
Consumer response .563 12.609""
™ p<.001
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23 9+ dgyd /\ﬂtﬂ‘—‘:- FIFoR ABsta 4 leadership, internet use for apparel shopping,
Mot U2 A], A BAEY 7|HojA o]59] interest in online co-design involvement, and
A& FEdto] o]9lS 7@'50]'7] A= 191 mtof brand commitment. Fashion and Textiles, 6(8),
ENET 5F TH2E L83 d=Hy F4A o 1-17. doi:10.1186/s40691-018-0158-9
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