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Abstract

We conducted this study to determine the TikTok usage status of Chinese consumers,
and the effect of fashion advertisement type preference and TikTok characteristics on
fashion product purchase intentions. For this study, we conducted a literature review
and survey method. The following conclusions were drawn by collecting data online
and performing statistical analysis. Firstly, the period of use was 2 - 4 years, and
95.1% of people used it for 2 -3 hours a day, and 95.1% of the people had a
purchasing experience on TikTok. Secondly, the most people were interested in self
creating and editing videos in TikTok. With regards to TikTok content, groups aged
30 are significantly more interested in fashion coordination suggestions and influencer’
recommendations than groups aged 20. Thirdly, this study found that the charac-
teristics of TikTok fashion advertisements significantly influenced purchase intention.
Among the characteristics of fashion advertisements, this study conclude that the
“fashion entertainment” characteristic factor that fashion advertisements are fun and
entertaining was the most influential variable on purchase intention, followed by
useful information, reliability, and interactivity related to fashion. Fourthly, the types
of preferred TikTok fashion advertising had a statistically significant effect on product
purchase intention. The influential types of preferred advertising are top view, live
advertisement, hashtag challenge, in-feed ads, and sticker ads.

Keywords: TikTok(ElE), characteristics of fashion advertising(ZH4517 E74),
advertising preference(3-1 412 %), purchase intention(7* S/%)
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I. Introduction

A AAH=E 1T 4bdo] HsHAA AEUl ARG
A7 F7FekaL, QIEUl 7152 #E AUEE Q7=
% Skttt 71&9] FoiAsto] AU HF
B 752 ZAE 2EkY AAQl AUtEEY) /\}%%, &
o Pdoln & o B2 Su gakple
Sl WS ShA AMAES) 27et AAe
&2 FHsty] Az

AULEE AR i Qo] oo AR =, /\1
o] EAZ 250 o8 9T LA He=d, <
7t 7V B 1Y ANEE AR R Eﬂoﬂ’ﬂ
SEH AL T M AYd Zor FHHER HE
FE3jof & AJA o]zt AYZStct. China Internet
Network Information Center(CNNIC) X 314 o]A]
Zhiyan Consulting2 “20204 12¢€ ¥ 7]& 5= &H}t
A AU AHEA = 99 8,6005F FOo = AA QI
Bl AF8A 2] 99.7%E A3kl S SlEl A
87 0] T Ao F7 wuhe eyl =
0 FEE S 4F FAE EANT BAsie
(CNNIC, 2021). o]A 9 F= =HFY QAEH AREAZL
Z/15tT 9T, oSS QA olti AL} Uk Yz
QA Apl27} Aok BT ewA U
2717] o] ARUAN EAE L6 B
Q7L vhe FReiTi Bt

Zheng and Choi(2019)= ZH} QlEjyle] B}
AEEC B 5ol WA AFRES B
N2 JEHES B AS Folshr] AlZska,

— A=
Bk ARsRg B
SHE a
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©

rﬂa:%

d £E 29 AHAE0]
ofye}, o @ Argo] Ze 534U Aol
TS 71&017] AR AFsHHTH. Gao(2020)
of 2 AEY AltollA HHtY 7|&E F&45] T
ek QlaL, wlt]o] 2T} 456l WH4l] ofF] 7t
ZV]' AN 9] B P FHESHA HIE
nt o] 25 E FFZ wol 7] AlFFstlthaL ot

et

3o AULEE ARSAES ALt fo]E(Sina Weibo),
A H(Wechat), ] 2]H]2](Bilibil)), 55 52 Méﬂ]ﬂ
ol ZHEY AFEL tiz}t IS FolotA
o mtolE Esto] FFE AR FaLA 34041:}
Aujt]o] FoflAl 2016W0] AT A2 15274 £

CfR 55

g ZH= 7|6te] §E2 AAAC R 4%
A ==, Z1AF A oJshd <2022 21l
ST APelA A i) 38l gk 15.6529 33
AL diEo] olFEH, E52] A7t E4Jo]-&AKmonthly
active user)= F 109] o1, YPHF o] A7+
28.7A1Zt0] o2 Ho|AE(15.54%h), AAERLH
(7.8A17hy& et AKX AJTH2hal SFIH(“Fast-
growing TikTok”, 2022). o] 4 ©E 331 A|Fo] &
gstal lem, g adujtolln 4Hxte) o]
& AZtol 1 He 13 1 g5 = 76 &
HZF FE A= e Zag Aol

EEo] I3t AYPAGLE AHEH Ma and Kim
2021)2 g% ol& 571= f-&sta QL] i
old, 4% E4& &2 AL S5 W& I
@Aolal, £HAES HE] FaLo] Histe] Aju|9l
3 Rue} 4] 5 §-840] 9l Aoz ARtk
shqict.

Oh(2020)= APT(association pattern technique) =
3 718 Agdte] B34 AaeIY HE0]
57 & WA Ad) @ AANTEES ATFSATE APT
AP S22 A 0|20 s|uste] wHH 4
2o 498, JE71x fedag A6
I d3Ao] Qioka Adel= 3o HASHEE k=
Waolch, Ik E QLAY o|gAE Al
Aot mae] Yoz ARSKE F A TEE 4
ARG, 95 ofjZeAold Aol ABe e
Ao ZARS A5ty HR2JstHA Au|et A
& 7S 71 73R S9, el FEe 4
8 59U AN 1845 UHGg
BARE AL A 7P
3 sl ¥ tro] A T 28
et

Ge and Lee(2021)& 3H=Ql HistE9] 7|& &
FEEES ARS8 f-84d0] BE UEEo] 9%
A Ak, ARG Qo AHAA FFFL U
o, EE9] §o]io] w5t ARG 2kof FA
o Zoha sar
Ran, Jeon, Cho, and Shim(2022)2 ©E& Z3o] 3l
L AF o] 8AE Ao R HAE RARE AlA
A AS BHS AAISk 5§59 £4 FollA 24
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ul A, iAol Tt et B HEe] A% v
e Aad. R=602)2 SIstdch. %, 850 1y
1 L7l S 950 A4t A8 §olE7} €
AgANA BES FotslA Hrk Zolu, o]
g=of et Bo2el BEst FaL TS o]}
Aolch. A2E mTjolzA B4 95S I &
= FHHololq tHd I 2 Aow J|dw
o}y APATE TAY AT, Y5O o4,
584, Aulet 2718, 124 59 £47 o8 5

7] U:HL.Oﬂ FAEJ 017] }:Uﬂﬂsi FAE_,] A2
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e ol

o;‘;:{

NEX %‘474101*3 e —%&%ﬂ HE
2 Y e A 594 39 B 52 59
ool Bt W2 EES WSt glnt. 53] &Y
e HAE B3t A28 BAFIA e &7

£ SNS AFYAIA &
7-10]] IR0z AHH

P s
AN SALE AL 4, ATl 5
] S]=0] =729l Y= (instant grati-

<Table 1> TikTok information

£ 7} ojzo] mxE 4F  BAEsfAT

fication)yS L7]= AL =2 dAtE]:= 229 20~30
4 A4S BYS 7T e g dn
522 Ttk AA, S5 4R 20~-300] FolA E
5 Ao B WS 2NAE AT gk of
of 33 2945 G5 o §AFL okt B4,
20049} 30ehe] 1 Ushol e EE Rdlx TR

of ztel7t YA AnEY, AA, EE fHGT
8 AS=e} g E4do] 4H] }-4 T o=
o olfa e wlAEAE HelstuAt shck

Il. Theoretical Background

1. About TikTok
239l AA(“TikTok”, 2021; “TikTok surpasses
Google”, 2022)S E35to] AL ElE(TikTok)ol| 3t
FEE (Table Dol A8 52 SHo1=2=
EeRlHE)elH, $=9 94 3f &8 HEHZ
AME|Ag 3%200A 108 o] E-2 F3(looping)

= A H TR & e BHS 7RItk o] §
52 20169 o]0 = Hio] EWA(ByteDance)
of s ESAIHEA=H, HsEA F3S 2o
Dubsmash9] 10%9] Z-2 =JAFS HHlsla] AZATH
1 gt o] §EL2 BE A¥FE AT g2 594 5
o s

fE o
YT ATUE EREC|LL, F2 o g 4

gtk 2 Bo] 50 9Vl vtste] WA e

Platform name

TikTok

The attributes of TikTok

Short clip application

Developer

Beijing ByteDance Technology Co., Ltd.

Year of development

September 2016

The format of short clip image

Short-form format within 3 seconds to 10 minutes, video production and

sharing, global video platform

Software platform

i0S/Android

Number of users

Worldwide: 1 billion

Logo

Chinese version

TikTok

International version
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2. Characteristics of fashion advertising on TikTok

YEolxel WHRT B4E AMn] fet] o
o3} 2o AYATE 1AL Tsang, Ho, and
Liang(2004)2 2H}Y F3o] 3t g AFo)A
9 2+ (entertainment), % EAJ(informativeness), A5
(irritation), A1Z]4J(credibility)S SMS(short message
service) HHMY 31 E4O] 14 QQlOo = sfof Fal
£ dlojEolL giko] I3t A1LE 5+ T) Ducoffe
(1996)= ¢ F1 7[A5 T4, ARA, x5 89
o= o] 9 BT P AL FFS WSl 3

o, Gao(2020)9] AFoA = EE AHA EA
% 2;14 /\113]/\ 14E zﬂ_’ﬂ_}\é o]:l:l]—ogx—] Qa]-/hé og
Uiro] =319k 112]3 Ma(2020)= ElE 4319
S BEA, o4, FI2A, Bold o g st
FAL JUACIAHE | tA]= ¥ AHEJYT o
E]-/ﬂ _?4_0,] A—]f:‘ﬂoq——,’-g- H]—EPOE :ﬁﬂﬁ lﬂE %_T!_ E/Rc—)]
o og3s AHA, oA, AA, LS

 Fhasen weslol, Baa 2ol 1 5
4 gungh

1) Useful informativeness

Bk 2UAENA JBE wEote] 2¥|AEo]
Folg 71golm HAAE oty 7] & Uw
2 34 A0, AuATAA S8 FRE 2H4
E9 H=EE =9 4 ot Lee and Lim(2015)2 3%

A HAA £ é“‘o}“ﬂﬁ AR AFH HAA=
Al S Agels ol ST Lee
(2008)= Ducoffe(1996)2] %1 &4Q90]08 MRS
Tk, AR AL FE, AL, ",
9 Sog =Xy on, HHAJo] F1 Lo A
AL 9SS FASHAE £ ATIHE HEo]
A AFI -89 AEAol ERlY B

T3 A 4710 ARA, A AR, M 5ol o
oFE A B PRI 2UAECIA 28T et
BIES SIS DL

2) Entertainment
AHAA Holo o5t o E: AHHIHE

o
i
R

CfR 57

(entertainment)st “~E2 AFFS 247 = &3
59 StE Qulgtthal SHITH(“Entertainment”,
2022). 15 F19] =g 7idol thiste] Ma(2020)
= “E% B2 AFohe AREolA 28T 59
He AL % A S0l T Ducoffe
(1996)= 9 F19 224 o]t 18] of®
HEY BES AT 4 Uk A4 ZAL(n-
joyment)o|4t 7] & (pleasure)S A|-&dl= 5oz H
SR, “ulg- @eHHolcl, “ujglel, Y| mep, %
2oy, <o) P 24E AER oehde 245
At

Aktan, Aydogan, and Aysuna(2016)9] ¢ 33110]
gt Aol A Fao] AHEIHEE, AHAF 35+
£ 3542 % 2014 2¥149] F3 ARl T 4
210 2579 QoL vl ks HPAT(Munusamy
& Wong, 2007; Petrovici, Marinova, Marinov, & Lee,
2007)2 TSI U A= BA Ax <22
WSt enjoyable), 22H4 Ql(entertaining), AF&5}7] A

”1:

ol

1] Ql=(fun), 7]E(pleasing), S-%|+=(exciting)
gyoz 748 9 Bno) 04 o] 4¥S
o] ¢4 3Fa1 74A] A Zto] 3AHA ] FFEZ wE Aol
= 7Hae A7 o] ATolAE 92t Al
ohe 9 ¥30) A= grA 2Qlo] Auxtel 4
#3727 o] BAMCE Folg AFS
nAtts 222 Yot Kang(2012)9] AFA
2210] S SNS UL AME A] L7k Av] Es
07t AR L o gid) AAZ AZehe g
ofghch. Wby 2 QAFolAE WAL oege
ot B E 12 o] 8sHHA AlFoly AH|20] o
Sk Aju], 718, Zu|E o £ Y= A7 ZAF
o7 Ao, WG S AH|AEAA
Z71g0It FuE dog 4 Ui, AH|E SUT 5

i A7k,

$2 N

3) Credibility

Mckenzie and Lutz(1989)= %
credibility)2 “AH|AE0] F1g o 1 BH=0] o
8 AL Bg & Qlojof k= TS A4sh= 4
=r2 oStk Fae] AFAde Fao) 44
(truthfulness)¥} W2 4= QlS(believability) Lstct.
Ahn and Kim(2012) SNS #79] A=A &4

31 A1F] A (advertising
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58 & mjdgae 54 9 Asert R A

Fee Pug ooy acuT 2 e
t}. Grewal, Kavanoor, Fern, Costley, and Barnes
(1997 F3 AFHL &4 B 240 gt A1
d 9 B AlEgo R Fal B HARO] disf 2
AlE JAAS Dk ST of9F 2 Ay A+
£ Faste] & AFoMe HfAdFae] A=golzt

gEA Algshe fAdFae] et Fd=rt A
‘go] Jlom, B TRt A& ou|sh= Ao 224
4 4ol feln AMgstsct

4) Interactivity

A5 A2 A (interactivity)®] 7)go] W5kl Kwak
(2021) %2 A-golgt FELAATL FHE 485t
of JEYNA wEwS Fri= @4 oAl sHaith
Suh(2003)= “3|Y AT 7H9] jAwEo|Y gt
HIH S| o]|Fojx]&= A Eal 51 2 W, Sun(2019)
e AR R 39, deht dug 2 e o
AL A= AL 9usicty skgth ESF Shin,
Choi, and Shin(2011)2 A5 2249 F4 Q91
A3, ¥H873, 7RIS}, FrodAd, B AfFryA -l
Adolgka A 2st vF 9tk Ma and Cho(2016)% AT
xk&__ o= /\}%L ]AJ—Q,] “/\J-_Q 7]- x%i _TI_H]—L o&:
WA WA FUGT ST, B F 2%
A 25 454840 £ FI7h B HE, B
A= A, ol o Sol ¥ ehdein stk
Vatanparast and Asil(2007)2 HH}IY 33310 IS
H) A= QIAbo 3t B Aol A, HHEY FaLofA]
B/ Az Ago] dojube HAIA] BT ozt
&2 AT ofETACIAS w0l HHtd F
o] FAAR] FF= v Aol 7HdE A4St
At ESH A5 AL t|tjo]= 48| A} (beneficiary)7}
ARUAIME HAHoT T 4 YRS ol AR
Aol B vl /g selta 4

i, 52 APAFE 71ZSto] HHd FaLo] o5

A|AEHO| goFe F= 7S AAstT ZXE BEe
AlRbotgitt. ol A Y F5A-8AHL F AT olde A
SAEE FRoM Ee HEE VAW, A4S 1R
Sh= 59 A ARUACIA BAE on|Rith

P

ol

b
o)

O

F9] Tl ol vAe IF

3. Types of advertising on TikTok

1) In feed advertising

Xing, Park, and Luo(2019)= Q1 T &= 3F3l(in-feed
advertising)& 7|4} 204 A& B2 72 =
o F'l= Afo], AA] 23 AA 2 Atolo] A==
garolw, AHROIA 59 243 A AAA
A A= FHE AALHA kS Faeal
styich @l = Fas FH =] dvt E-l=e} 3
Al eZ=H, Z3E 142 ‘For You Ho]A]" 0|4 A&
ANBE =5 T BILE Y(imbed) 5~ 1 oH, 2
< TikTok 4] HolA &FdS FoleE HASIL,

Ze g 0—5}7]5 otal FR2Lol7| & ot &
L =+ 9= 7IeE 7T

2) Hashtag challenge

SHAIE 1 MHA| “#challenge”S F2WH FH T
FdE Aol &8 5 o, 2= &8 5 U= WA

9 %*EOM AAlEo] thE Arere] siAlE LA™
THoP71%E St e thE AlFEC] AIEY §
*lﬂi AN E FROMES k= Aol

0
ﬁ

mlm

=

3) Brand takeover

BHIE Ho]ZoH Fil= EE ofEHA A
At BEE 4o & A7 SPHoA Hol= A
JojH, Zetojuy 4 glo] FATE AlTE= 2o
329} the E4oltt. o] I P FE A7 o] 2
HjAESE HUE ARg Agsiel MEgd A2 &
7t Aestel BAE ANES £ & Ak ok

mlo
e

b o

4) Top view

= o] €9l o]F9] A SpHoA Hol= A
H FGBIE BHRES AfshE HHQ 4 P4
O & AJZt, ARRE | o]ofr]A]0 2 AA| AMEALS] T
Ae AEE B Aol 32 B E(full) &
A-AF FAol Holil, 32 Fofl= J4f Sho] Ho]
TRl Hof Q1 HE Fu . AEHA FAAHA B
HE FE7F =EHo 15~6028 EAI7o] 4H,
£ 85 9Z ARESte AFEOIA EHEE
< AWt Hoivt 2 4 doh BEEo] it ok
AEE =Y & Aokl Erh

H

[
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5) Sticker advertisement

AEAY Bils BHE WEY 55 AHAE 9
ujsi, HHE AEAE 214 7HEAQ0 AE
NS Frdth 2EAE ARATE G Al A8
Hpoll A thErEsto] AR & low, & ARGA
= AfoloflA BEHEQ] QI7]E =0l AlE BIE &
A EASET AR AAH T B35S A3,
AgEol ErHe 47b4 ol et

6) Live broadcasting

A2 gEol AEY BT Fovt AME Bu
olom, A58 Bt /M AhHolx Hele &
1w ggolch. HEo|4 W= Aol SHEE B

]

E 23} Feistel, dAdQlolut YL o] 85to] A
S0z Wajste] B olol FEeIE Fte.

4. Purchase intention

| 9]k (purchase intention)Q] /W@ AHEM,
Spears and Singh(2004)2 1| oz BAEE 1oj
slel Algre] o4lHel welojakn Folai3ict. Oh
and Kim(2014)0] W2 Foff oL ofH A&
wstelis ule W5o] i, PEIA olFoiAE 7
54 omgitty k9t E Lim and Jung(2017)9]]
2y ) = AL “EA AFo gk ol
JAE WA 5, 4F EL ANAE FoEknA
S AFFE 9] 93Folt} Ma(2020): ElE 341 L
k= “Bl& F1E 53 =28 AF 9 AuAE
FojsiEE 9r 28 9x’2 YL AHolstyrh
B3 44 U FGYT o Awo] Bokof gL
APAT7E o]FoH =, Moon(2020)2] Ao A
SNS F3 4 F AlFA, FEAo] Fuioirz
Aol 73t 9FE A= Ao AAE YEHY
2131, Choi and Lim(2017)2 F11-8-Fof Aglo] A
ntEE wHkl Fa19] YHAJL I gixof, Fa H
S oh) 7o) o] FHH G vk
k. o714 Fae] FxAo] Auht FAUAE B
o%31 gitk. 99 HPATE PO HE WHY
I &9 AU motsl B, o] xpdEo] 9
w0l A ore el Bl AL e Fasit

O

l‘ll‘

CfR 59

. Methods

1. Research questions

2 70 947 AL et 2o

ATRA 1. AMAEY HE FGY o §RFS
orobict.

ATRA 2. £HAES] T A= WA 95 24
2o e Hol7t YA S
o},

AFRA 3. £EAES P4
o ool wlAE e Yol

AFRA 4. AuAEY A
7} o} ol 51
Bk,

2. Data collection and analysis
2 g7l 29 A7E 53 ol2d WA 4yt
S

4LT0m 2 Sl 7453
25lo 2 LAY o, BE mjAdy
Fo A oﬂcq—_r’-(Ducoffe 1996; Kwak,
Y3t 339 F3S o
Jo2 B 4% /1% 290l Ul ea AatE sl
o & A9l BHo] ReelA 44 - meksio] 74
Stk MR 54 B 8% uA B 6
%, 22 I 62, A8 TE 52, Al
2 T SEPOE Likert =2 /ATt o
o o] #eH(Ma, 2020) EF= 5t A
WA golE TAEen, £ okl
1780]| 9Jsto] F=oj= HAE T & ALY A+t
A= "85 ofiEE]A0lA ol&AolH A A=l
ol B2 20~30t) o4 F= AR AAEHIA
o, A7 32 HO] HH(convenience sampling)
W] wet A, AEAd, AR, AP shd
4 T & 2970 AFel AFste LBAE dFLE,
2291 AFo] E(http://www.sojump.com)S Z-8-5}0]
ol 2oi3ict
Az BAL SPSS B4 =2 73S

g rlo

TR e < > |
[o)

7"5
2021; Ma, 2020)9] 4

e

ol gste] 57
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60 g5 g 54 2 Adoer s A

H ol FolA FA5HA S A LJsta,
% 3289 dlojElof| #s}od Ol—r°1 , HEE
A, t 43, DA A= (stepwise) wrf}ﬂlﬂ‘ﬂﬁiﬂ A

£4o] *.J_*llél‘zit}.

2 AT AFNFAS] AFEATAR] 542
(Table 2)of] FAJSF Tt A+ Tl A7 BlE& 20
o 49.7%, 30t 503%% EXZ5t91, AFLhAIAS]
AL 25 T 27.7%, AHIAY 12.5%, SA
A 12.2%, M8 Hl&o] 7P =A YEdth Attt
o] A ASERIDHEAY ZIE 3,0009<t H|vk
38.4%, 9,000 ©]AF~12,0002]Qt H]TF 18.6%, 3,000 ©]
AF~6,000919F ||TF 17.7% <92 UERgT)

IV. Results and Discussion

1. Current status of TikTok video usage by female

£o| 7of ojwo] vAE 4%  BAEsir

S 20~300 o ARt HE Fgdel W
ol8d%Ze T4 IS (Table 3)°f AT
G52 71 ol AR 717k 40.5%9] YA}
2d o34 vjglolety Sreteict. ohRo] AMgS
E EE AZRS 3R oprolela SR ARk
2.1%E A AT I3 Y Gao(2020)+= 20199 Ak

g S4slo] 3.7%2] SHAE0] HE A8 5%
W 3447 mHch BAjslgch o)9h Hlws)
W R A7 ATE 347 o) BE AgA ROl
A F7151T Q8L HolEn, o)k HE B
U747 ST AL AT S5 Ae A
3 A A71= A 2707F 35.1%, FE HiA| 082
26.8%, AHUW ARG Al AE FAo] ofet 49+
25.6%% UERET £ A7-9] A3oA, EEolA A&
I 2o AFo] Y= =29 _Q.Ia-z].___O_ 95.1%=% Y}
gttt & 33 oHES YEdA Tuig ol 3

consumers in their 20s and 30s in China = AE 9L & Aot 1E50| 7HA Wol FLos=
<Table 2> Demographic characteristics of subjects (n=328)
Variable Items Frequency %
Fashion brand advertisement Yes 328 100.0
viewing experience No 0 0.0
20~29 years old 163 49.7
Age
30~39 years old 165 50.3
Office worker 40 12.2
Student 91 27.7
Professional job 31 9.5
Service job 41 12.5
Occupation
Housewife 34 10.4
Public official 37 11.3
Free trader 30 9.1
Others 24 7.3
Less than 3,000 126 38.4
More than 3,000~less than 6,000 58 17.7
Average monthly income More than 6,000~less than 9,000 39 11.9
(RMB) More than 9,000~less than 12,000 61 18.6
More than 12,000~less than 15,000 31 9.5
More than 15,000 13 4.0
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<Table 3> TikTok video usage by female consumers in their 20s and 30s in China (n=328)
Item Question Frequency %
Less than 6 months 12 3.7
More than 6 months~less than 2 years 79 24.1
TikTok usage period
More than 2 years~less than 4 years 133 40.5
More than 4 years 104 31.7
30 minutes~1 hour 7 2.1
1~2 hours 61 18.6
Hours of TikTok used per day 2~3 hours 109 332
More than 3 hours 138 42.1
Others 13 4.0
Through TV 22 6.7
Promotional media 88 26.8
Motivation to know TikTok Recommendation of friends 115 35.1
By chance 19 5.8
Auto-recommendation in using the internet 84 25.6
Yes 312 95.1
Purchasing experience on TikTok
No 16 4.9
Accessory 59 18.0
Snacks 95 29.0
Cosmetics 57 17.4
The most purchased items on Clothing/fashion 39 11.9
TikTok Electronics 30 9.1
Everyday furniture 9 2.7
Others 23 7.0
None 16 4.9

otolg)2 ZHAF(29%)2 LERE O, A A E(18%) g
oF O/ AL F(11.9%) e 1 thxo2 ol st o 2 Aol 7t Sil

= ofolgloz et

2] E slo

E‘—!

Bsto] 20the} 3009] A

Q817 gste] + A%
S, 1 ATE (Table 4)0] AABAT “22

o=

2. Differences in TikTok content of interest
between age groups

Y52 ALgALY FHFolut BAAE TR
Zolug €5 AAgA9 7t jele] PAAE Hets
L 7o vy Az v Fastch 2 AAe

OH

E3 2 FEANA foleE

o7 Qe WA T A, “QAB2AM] 2 A
2 01904 BAd0= &
olulaiA] 2009} 305 A Aol EEo] Al 2
"2 #fo]7} g0l SHIETH(p<.01). 30¢] A
Aol A 9 =] EE Felzo] TR} EA
Ehuth Eok e AREES AvEE ) s
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<Table 4> Results of analysis of test to determine difference in TikTok content of interest between age groups

20’s (n=163) 30’s (n=165) Overall {test
Item
Mean SD Mean SD mean (p-value)
-1.084
Funny news 3.69 1.17 3.82 1.01 3.76 (279
Contents with a high number of -1.755
celebrity followers 3.78 1.16 399 i 388 (.080)
Suggestion of fashion coordination 371 108 402 98 387 -2.801
that wears pretty clothes (.005)
Fashion products 3.69 1.17 3.79 1.06 3.74 ~866
p . . . . . (387)
Short video 3.81 1.08 3.80 98 3.80 086
. . . . . (931)
S -1.895
Daily lifestyle photos 3.58 1.09 3.79 .99 3.69
(.059)
. . -1.468
Product information 3.74 1.10 3.92 1.02 3.83
(.143)
Contents that teaches makeup and -1.481
gives knowledge 3.64 1.10 3.81 1.03 3.73 (139)
Inﬂuem.:ers recommended products 374 108 408 104 301 -2.870
and articles (.004)
. . -1.625
Videos created and edited by me 3.87 1.031 4.05 .94 3.96 (105)
Items like my taste 3.75 1.07 3.74 1.05 3.74 078
y . . . . . (938)

*x

p<.01

I HAS EGAHM=3.96)T} AZZ 9] =

| A= P =
2 Ueht, 95 ARAE2 A A}
FAA 9 Ao TAgH

I Z(M=3.91)9] Zel=

pE A

o

%

AN

=
Q)
A

%
o
=

g
o

A
2
w3y

o

-

T

=2

P
T

%0 2 [o o

PHL 74%5} Fe=dl, TE FFAH9] Kaiser-Meyer-

Olkin & 938, Bartlett®] 4 AAANA p=
0002 Uehiol QoA Hee SIsHch &

OlF& L2 FAE EH(principle components analysis)

WS ARESHReH, JIAE F2= Shof Varimax
Ao 31 AS AF L, (Table 5y A Hi= v} 7+

3. Effect of TikTok fashion advertising charac-
teristics on the purchase intention of fashion pro-
ducts

1) Factor analysis of TikTok fashion advertising
characteristics

B A7 €95 B3 540 JuE qoky] st
o FAZ QolB A4S 3Tt KMOS Bartlett]

o 47§2] a<lo] FEHYLH, 4719 7+ 2919 IF
Z|(Eigen value)+= 2.206, 2.106, 1.518, 1.512% &}
U EF 1 olgelglen, AA drg ME2 66.75%%
Uebgth 8RlEMor FE5d A Jdss
flsto] 2+ 2919 FAH 239 U8 AHA, 29
12 “F-&3 fAd FE7, 89l 2= “Hjd 254”7, &
A 32 ARG, 29 4= gAY e a0
= =X 4 2919] ZExSH FutA 4(Cronbach’s
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<Table 5> Factor analysis on TikTok fashion advertising characteristics

. Factor Eigen Varlanc.e Cronbach’s
Variables Items . (cumulative
loading value . a
variance)
Information on fashion products, prices, and 753
where to buy is useful. ’
Factor 1: 20.050
Useful fashion | Fashion product information is a very good 2.206 ’ 732
. . .665 (20.050)
informativeness | source.
Fashion product information is very up to date. .538
Watching fashion in short videos and 738
advertisements is fun. ’
Factor 2: 19.146
Fashion It makes me pleasing to see a fashion show in 2.106 ' 729
. . . .645 (39.196)
entertainment a fashion advertisement.
Fashion videos are fun. .643
Factor 3: Trust in fashion advertising. 135 13.804
o 1.518 .636
Credibility The content in fashion advertisements is true. .706 (53.000)
Accept information and receive feedback. 184
Factor 4: You can communicate or exchange opinions 13.748
. . .559 1.512 .695
Interactivity with each other. (66.748)
Two way communication is smooth. 463

)= 732, 729, .636, .6955 UERYo] B%E 6 o]Af
o= veht, fEYIL 54 2Pt BIGEol
Qerit Aol Gl Aoz shels gt

2) Developed multi-regression models

B ApolME BT 4] ) o]
2 ojgA MALAS 3] Slstel, WaFL 5
e %w 2 31, T Y=g FHUSE Sfo]
H(stepwise) WS AT FTHEIARAS
A ‘ﬂt} of7|H YRS AL AP 5
o Wate] AARH Al ALY PHL ALgtol
9¥ ZF 8219 QRIFSHOERH LY, F
T ERAE “Ue °9500A4 A AES g
=7k AW, ‘U= HE A9 544 FLE i
UA oA dES e Aol Sl “Ur% g5
oA o= XA U4 HALEAS o
o =7 AR 3 £33 SHAY %‘%%kﬂ
£ 4RSSyt sHelAEA 23 ARES
I @=001914 FAHCE FOASHIOH (F=
115.584, p=.000), E1& diA A& F3 S4o] v

el

lzl

> =
3L 54301 5ol d 4F BE BT
94

2 584% Az AYie

1.0002.2 HLEM/H os3AEY ZAE gl Ao
%L"]HO*E} 7h EYuispo] B0} 3]9) 45 (beta)
AUloPﬂ Uehg 2. (p=.001), El
< AuE
@;H’—g— 453, “f 6} md HE” Q91 448,
672 UEhgaL, 4709 89 FollA 7173
= A o2y aRlog 7MY 9
Z UEhEt #-83 AR a/le
%% o& YEpgoH, 4%

4. Effect of fashion advertising type preference
on purchasing intention

(Table 7)2 WAFIL 3 A2t 7o =
o AGA JFE A=AE ZAsH] Hste] DA
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<Table 6> Effect of TikTok fashion advertising characteristics on the purchase intention of fashion products

D:frei;ll(jle:t Independent variables B t VIF F (p) Adjusted R’
Fashion entertainment 453 12.682""" 1.000
Purchgse Useful fashion informativeness 438 12.274 1.000 115,564 g4
Intention Credibility 347 9.730™ 1.000
Interactivity 267 7.489" 1.000
™ p<.001

<Table 7> Effect of fashion advertising type preference on purchasing intention

Dependent . : 2
variable Independent variables B t F (p) Adjusted R
Top view 291 6.193™"
Live advertisement 203 4.542"
Purchase . 78.404""
intention Hashtag challenge 186 4.102 (.000) 542
In-feed ads 164 3.677
Sticker advertisement 162 3.559™
** p<.001
(stepwise) FTH]ARA S AASHTh 1 23, o] V. Conclusions
ARF L BAACE §OJ5t9 O H(F=78.404, p=
000), 548 ARAL RS S22 e 7 £ AL =5 ofZeAcld o 8xolm, WA 4

o ojof tigt WA FrRF A5 diEo] Foll #alo] B2 20th~30th A F= MBS A
542%eH g BoFrh 7 4719 S9Hso # FO R, 28Ql Afo|EoA HEAE ARESle] Am
=3} S AAI S (beta) 5 AHEH FIRY T H F= £ 5435k §& o] @7 1A, EE(TikTok)

ru £‘.=

291, AREBE 203, AL BAXE 186, 9 W WARIY 54 % ART $99 AT A
E YL 64, AEAY BIE 1022 Uehiel, 4 gES] 7o) om0 nX: G FHsLA 4%
Faggol 7o) gme] AL ArA GYAL LS WAsle] thewt 2L 2R Aotk

SIg 4 otk MART §F FOI4 B R BT VA, 29459 95 544 A48 A Aue
7 obg o oo abAole, 1 theo® A A 95 A 7Rk 2 o4 ulnto] 1Y
B3t 7ol olme] HAE Jgelo] HiHoR B 2 vl Uk, 5 AHg AT 23413 ©

A2 AR, Q1 D&, AFAFGY] FuHT A= Eox 9] uf HE oFoAE 95.1%2] AFREEC]
3| 4o]tt. Kim and Yu(2016)9] A+ Ao x “1 o] FREt SEo Be g E AREXUL §E

dolu A Bt 594 55 ASste vIFd L oA il BES ek AolH, BE0lA 7P gol
9l glx|u|tjoly B3 wEEs} 2o ozof 714 J Fishs ofoldl2 T Folu o F/MAL 11.9%,
Al JFE viAe ez Eug ah Yed, 2 A dHMEE 18%—% AAste] gko = i Joq o] Stf
T ATolN 9 9159 A st 3 & {7 S 9IS BHE Folof she EHEULS € & ATk
7P dFEol e WHE et Ao ST HE =7, 20th2t 30f41 T3 94 % %‘% oA Sle
Agdser & 5 Ak A gE Zdlzo QoA gAHCcR {7t Ao|7t
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UAIL, “ZZ A A= fA I A, “QUEF
AA9 4 AEH 27 F= A7 300004 20
tEch o A dehgch 2u e B 2us
AA FEOAM 7P BTt 2UE FES A" [
o 2}o] glo] #<lo] RN WA’ A FH4
zoln, 7 thZ 0 g QAEFAANY FH7 22
E Ueyth w7y f4A4 5944 AR 5
T A= HEY dEHo|AR st F2 T A4
S AR 3P4 "ol 7P TAol B &

Z &gt ofyzh, i AErdF Aoy IEFAA
T4 AFY =20 HHETE wH= AES 4t
asug EFHEF0] A3 HsiAe A 2a=
QT A £E =gA ZH2E MuslyA] =
T e Ao~ Jdo] Hasirhal AZbEw, A
#geo] SqEC] BoEA st mgd fas B A
T 7leEA BANM A9 B2 AF(95.1%)°]
oA Fol U= AL HopA ZHkm Fuf
2 {5 Aok BAg o]eh HEo] ElEo|A
A3} HHste] AEFAA Aol wif- F2
SRR o5 Tt upAE Ao o]nle & Z-E3f
of sttty Ayzksich.

A, A= B

[¢) s

L

=

23 20459 WA 9% 3
S4A A 024, F83 WA B, A=A, 4
5484 aglo] 7o) o] YHow G v
L A0 HAHgh o] FUE Y5 WHYL 54
o] £248 7 A} Folqe Weheh. w4
154 FoIA WAFTA FE H(funHel T 27
B8 EO A 28y 54 200] T ol
Mg 3A g% VAL WS ARS 99
3 cheos WA B §8% xm*g REy
484 #0 GRS T AAYol sk
1(2004)9] @7 A HE 2214 aglo]
2HY B3 o] G nXE M R A%
S AFstoich. £ A7 Aake et g A4t

l:l

—_
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