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Abstract

This study investigates how the information characteristics and user trust of Korean beauty
social platform influencers (K-COS SPIs) affect new product acceptance among Chinese
millennial consumers. A total of 415 responses were collected through an online survey, and
structural equation modeling (SEM) was used to examine the proposed relationships. The
findings demonstrate that the perceived usefulness, interest, reliability, and expertise of
information provided by K-COS SPIs significantly influence both user trust and acceptance of
new products. Additionally, user trust mediates the relationship between information
characteristics and new product acceptance. The study also reveals that brand familiarity and
previous purchase experience play moderating roles: brand familiarity enhances the impact of
information characteristics on trust and acceptance, while purchase experience moderates trust
formation. These results highlight the strategic importance of influencer marketing in the
K-beauty industry, especially in rapidly evolving digital markets. The study contributes to the
theoretical understanding of influencer effectiveness and provides practical insights for global
K-beauty brands seeking to increase consumer acceptance of new products. Suggestions for
future research and implications for brand communication and consumer engagement are also
discussed.

Keyword
K-beauty(K-RE|), Acceptance of new product(XAE £8), User Trust(AF2Z} AIZ| ), Chinese
millennials consumers(Z= YUY AH|Z}), Informational Characteristics(ZE2E4)

0

o

of

s K-RE| &2 33T ASFAUMK-COS SPIs)7 AlSshs F=o| SH0| A4t L=lE ol S= 224

AHRRO| AAIE £8 o0 D2ls IS BAMSINUCE & 415%9 SES 2210 2ES Sal +usiRen,

TYYLUDY(SEM)E Sall B 2 IS ASoIUCE 24 21, Y2 784, M2, 80IY, M2E2 ME

Fal2] 2 LS 80 Rofeh SIS DIXCH, ABAL A2ls YR S41t &8 o= 10| 2APA D=t
-

me e f

>

S 7Rl AS= LIEfLCh Eo BE =gt S0 2 2EHSE 48010 Y2 S48 ok 2 &
AE G ool Bt 7 |= A2 2RIt 2 G= K-COS SPIse| 0P B0l Y202 RA5I0,

K-RE| SRIEIF 2ukdol LR 0P H2fE +Ests O 7|06t e 222 AlZoM ASFUM Tt &
BIRE H2fo| HaFdS AIAIBICE

ooco=2

=2 2-2. Akg2} Alz|
1. M2 2-3. LIHE 28
-4, BRIE 2= 23
1-1. G HYE 2 =23 2-4. BHC ZU=oh F0iEE
1-2. G &8 2 &4l
A 3. o7 4
2, O|E4 Hii 3-1. 9 23 U I
. 3-2. Az 3 U 2AYY

2-1. SPIse| HEEH
174



4-1. ATSAH £ 24
4-2. Z¥g=0| A=2ly L Bl A4S
4-3. 714 43S

1. M2
1-1, ¥0| HjZH U =2

CRE HEol S50 & g7 &2 o|tjols

AH|ZISO| AW EMHTL OJAIZEZ DIHOIA SHAIZIO|
agS 51 AH S3] &8 S3UE ASFAM(Sodial

Platform Influencers, SPis)& 4l2ldnt 242 Ht
Elo2 HMEe} AHRIE HASH= O7HAIZ 2|0
Sl UM, K-FE|(K-Beauty) AMRA0IM= K-FRE| £&
4 ZHE QIZRIM(K-COS SPIs)Q| Fardo| Mt
S QAT

K-COS SPIs= TGt
AN HE9} AlR
‘Aotz IR0 E25t
OiM= QISFAM O

%EHCHHI |

(=l
O QAR IS O
ASTFAMI ARsche HEO
At 412 gl sy R.OJE

1) Jin, S. A. A., & Phua, J., ‘Following celebrities’
tweets about brands: The impact of twitter—based
electronic word—of-mouth on consumers’ source
credibility perception, buying intention, and social
identification with celebrities’, Journal of
Advertising, 2014, Vol.43, No.2, pp.181-195.

2) Song, H., Lee, J., Kim, H., & Kim, H., ‘Social
media as a platform for electronic
word—of~mouth: The role of influencers and
information quality’, Journal of Global Scholars of
Marketing Science, 2018, Vol.28, No.4,
pp.398—-410.

3) Chen, Y. H.,, Chen, M. C,, & Keng, C. ].,
‘Measuring online live streaming service quality and
its effect on behavior outcome’, Internet Research,
2020, Vol.30, No.3, pp.737-762.

4) Loy, C, & Yuan, S., ‘Influencer marketing: How
message value and credibility affect consumer trust
of branded content on social media’. Journal of
Interactive Advertising, 2019, Vol.19, No.1,
pp.58-73.

175

22 S SRS A
A ZAl HMOR ZY 2}74 | a5
Cy). J2{ut sk2el 22401 H
3= AR 2 B —%
Lef|LZ M= Z2HiY 49| 2H]
2 0|H0 ZEE H=2C= A0 OAFEZ
Cfe). Ol2et QHlojA K-COS SPIs| Z*E
BRIl LRI S3ll LAIE +82=2 OofRl=
TS LRAMO| AHP7|EIC Of22, AHR} Al
il SHEOlM E2HTop A0 Chet B &
HA= SHAl QOlOZ  ESMIMS Asfsi

EOAl_ =0 =202
AlE 2 DRHoIM Ml FHE URIN).

mk)ll
2 0

5 b rio b b 13 b

Jo|
/3!

RSy
M=2
A0

}E

5) Cheung, C. M., Lee, M. K., & Rabjohn, N., ‘The
impact of electronic word of mouth: The adoption
of online opinions in online customer communities’,
Internet Research, 2008, Vol.18, No.3,
pp.229-247.

6) Gefen, D., Karahanna, E., & Straub, D. W., ‘Trust
and TAM in online shopping: An integrated
model’, MIS Quarterly, 2003, Vol.27, No.1,
pp.51-90.

7) Statista, Cosmetics — South Korea: Market
outlook, (2025.09.16.)
www.statista.com/outlook/cmo/beauty—personal —car
e/cosmetics/south—korea

8) Chen, H., Wareewanich, T., & Chankoson, T.,
‘Influencing Factors of Chinese Millennial
Consumers’ Online Purchase Intentions via
Following Influencers’ Recommendations: An
Empirical Study on Womenswear Market’. Journal
of System and Management Sciences, 2023, Vol.13,
No.5, pp.213-226.

9) Moorman, C., Zaltman, G., & Deshpand¢, R,
‘Relationships between providers and users of
market research: The dynamics of trust within and
between organizations’, Journal of Marketing



SRS 2int Tof
=S ofste GA0l B
k25 4~ QICHO0)11)

T2 2 o] 23
HB SN0l 32 WY Ao Malet AXE
48 o0 ofufst YL ORI=AS MZHOR &
M5t AlZio] DpfElet HRHC 2y 2 7of
Ho| ZHEMS AZFH= o ATk O S5 K-RE)
HRHCT} 00l OIZ20iA DREl HM2S L2ist

SIEA AT AAREE AlA[SHIRL BT,

A=)
[

K-COS SPIs?t &3k

A Ol
T MRC

E| CIRE oA SHEOA K-COS
SOI AHIXF 2| gt .*.'Zﬂ% T
S M| flot 28 ZEt

o

[=hod Al

gl

U

23 A=OIME £
K-E| Areioikiel 2
0|22 HiZa} M3

DU Wik 72 o7

HE olZ2

AH|AH AZlof ChSt
Lie";f(ﬂ':f OlE Soff &+
ZESIRC

AMO| THE Lt

M2 TN K-HE| ME A FF0| 9=

2 WUY AHRIS OB HRIAIS MBI
Tt d2 282 K-COS SPIse| 2 E-4(REY, 4

2ly, 80l dEy), L8R A=, t'lﬂa =& 9=
g =% =gt 7o 3

£ 23658 PAERIoN, HRIE
o SH= IISKSCT

3|
o

Nz Mo

£l=l HlojEf= SPSSeE AMOSE
M ARl AS, PRYUPADYH(SEM) BM S8
AISILE. OlF E3H K-COS SPIs A& E4 1} AH|R}
Azl MAIE £ 70| TAE ASHo=R sy,
oy 2 24 SWE Mt DR|Ye= 24 4

%‘%3H 2Q!

|_

U SEoto] sz olojet HRY AARYE AlAlSt
1, g% A WS =OGIANt,

Research, 1992, Vol.29, No.3, pp.314-328,

10) Pavlou, P. A, Liang, H., & Xue, Y.,
‘Understanding and mitigating uncertainty in online
exchange relationships: A principal —agent
perspective’, MIS Quarterly, 2007, Vol.31, No.1,
pp.105-136.

11) Dick, A. S., & Basu, K., ‘Customer loyalty:
Toward an integrated conceptual framework’,
Journal of the Academy of Marketing Science; ,
1994, Vol.22, No.2, pp.99-113.

176

2, O|2%

2-1. SPIs| HHEH

CIRE O|E|ofe] gaat e &8
K(SPIs)y= AH[Rje] HE St Jiof o
oM EQ8t AYS +Ws= FA= xra|
SPIs= 701 Adn} HEAS Higlo2 I:|-0?_I-
BOlIM EAHER AIF YES A5, A8t ZI*
2 ASARS S3f MRS YHOIH). S8l SRAE
HE| AROIME AZQ| At EMTH AR FI7}
2HR[Q| S0f 2o =20

328t Igs 0P|
SPIZ} Aste PR S40| HS FRECHY.

2 H|A

5t

SPIs7t AlS35k=
= 2 o &S0 &
Gl AEAH2Z O|F0R|1 O
Me M#HPE J|Blo=2 Spise| 2 EMS TOrQJ‘*
(Usefulness), 20(Interest), AI12|d(Reliability), &
S (Expertise)2]| Ul 7IR|2 25 =ofsiCt.

R842 Pt HT3Hs HEDL AR &2
| EICtD QlAlgl= HAEE o0t 7). AHIR =

__I.LDH }\| Al-_g_ %I-té'i, A'I‘Z" ]I|‘=' Z-I%I-A-I
ZAIBHE, SPIs7F 012
40| Z0ST T0f A12P} LBHEICHS
It PR ABHASS ABZOUMO Chet et
OR[T $H=% H2 EMOR 0[ofICHO),

o] ENC
ool— 043 o

AH|Zjo| B2 Ef
Oj2|0d, ofoi| chst
H5)16), 2 40|

s=
=3

Qsts| 2etst

ru> rulo oN

12) Jin, S. A, A, & Phua, ]., Op. cit,, 2014,
pp.181-195.

13) Chen, Y. H,, Chen, M. C,, & Keng, C. J., Op.
cit., 2020, pp.737-"762.

14) 9AY, PAE T, AT R,
SN R, AH 2 2ol QlAETH
sPgE gare] paclzel ol G,

TAEIRY 2, 2021, Vol.25, No.5, pp.149—162.

15) Jin, S. A, A, & Phua, ]., Op. cit,, 2014,
pp.181-195.

16) £, AFE, EFA9 F ol
APIAHES] F54d0] AB|t Bl jxl=
3, *P‘mem ARISHATKIPAD =533), 2018,
No.54, pp.165-176.

17) Davis, F. D, Perceived usefulness, perceived ease
of use, and user acceptance of information
technology’, MIS Quarterly, 1989, Vol.13, No.3,
pp.319-340.

18) Chen, Y. H., Chen, M. C.,, & Keng, C. J., Op.
cit., 2020, pp.737-762.



AHR} DIZEQ} HAHC BT B0 3YH
283(01, AAS 2 SEE 3T 4 UCRO),
20142 AHRP} SPis FWE A0ID OffE
2 QMK HEOICL e 1 AEON AHRP
B 28I5 BRI SO0 22
RUCRY. HE| 20PN SPs= SEAIY FA,
HE, 00129 MR S AZHY 248 BEH 29
=2 0[5, A2170f ZEO|Lt Bjo| 3
122 ZE5i] 20122 FuS A8k, 50|
UNH 24} Yot B OPIEolM et
CHME SEICR3), Cior SOt 228 2 o
0l0fj2] 22 4 %U0f CIZ 2olzte| FH0| Z2
=
Malge SPI7t MBste et e 2
0D QMsl= HES SEBichy. CIREY BEON
3 Mzi AR} TICio] S40[DY, B2k A O3
ot DS OBt FAA QNS Z2ficks) TRt
N D ofo] ysiet DRIt M3k 2 Al L
A20[D|, TS BY WA MUY ZP U
2| o] st

%

ElS
[= -

m
i

F
L

HU rE rlo n

ol

S
3

ACRE) 24 GHoME HE

Al
(il
E
=

19) Jin, S. A. A., & Phua, ]., Op. cit., 2014,
pp.181-195.

20) Chen, Y. H., Chen, M. C,, & Keng, C. J., Op.
cit., 2020, pp.737-762.

21) Campbell, M. C,, & Keller, K. L., ‘Brand
familiarity and advertising repetition effects’, Journal
of Consumer Research, 2003, Vol.30, No.2,
pp.292-304.

22) Van Laer, T., De Ruyter, K., Visconti, L. M., &
Wetzels, M., ‘The extended transportation—imagery
model: A meta—analysis of the antecedents and
consequences of consumers  narrative
transportation’, Journal of Consumer Research,
2014, Vol.40, No.5, pp.797-817.

23) Petty, R. E., & Cacioppo, J. T., “The elaboration
likelihood model of persuasion’, Advances in
Experimental Social Psychology, 1986, Vol.19,
pp.123-205.

24) QAN], AAe, BT AH EAo] A9 Holet
Fajeleo] mAlE G, dHIAMIAN DT,
2017, Vol.17 No.4, pp.167-180.

25) Goldsmith, R. E., Lafferty, B. A., & Newell, S. ],
“The impact of corporate credibility and celebrity
credibility on consumer reaction to advertisements
and brands’, Journal of Advertising, 2000, Vol.29,
No.3, pp.43-54.

177

g0l 42| ol S2st JS DR, Of2fet A2

7t AEALE o0t AZECI EhE b QIER7). T

2tM 2|82 SPIs YE S-ut AHRp L] 7 2A|
=

EYHO=2 Ofatish= O 7|0iE 4 US AOICH,

=2

=

HZE2 SPIs7t oY ZOMfM 2[4t Zls
Lt ERSHEAIE Q0[EHERs). SRE AH0M=
Ofsfl, Tj 2fsl, tfo|3Y 7I= S0l S23HCR9).
HRRRE QISR 2tk 27et Blu-24S A4l
g O 2712 AMGHER0, Ol A2ld Zejet
QI A ZA=2 O|0RIERY). E3] 37| ARE oRdY
I OR HEEE SAlchs RE|l AROIM dEE2

THo=
AE 2 THsdE =0l st 2910|tB2),

= G7E OlxE HASTOIM HAlE FES-E0]
GrRIgHEY Ul 7 2018 SH2=2 K-COS
o

SPIs2| E £ BMotll, QAIEFUM OpilE =t
Of FAA tHLIZS BAstRAL Bict.

|'O||

2-2. AI2a} Alg|

CIRIE AICHOIIA ARRZE AlZ|(User Trust)e AH[R}
O ORHAY YoM S5t 2010= 2Es|H, O
Blop AH|Z} StiE HFOIM ZEHo2 AxRel= T

26) 99, AL,
pp.149-162.

27) 28], ‘A bRE An ol AR EXJo] Aleat
Aot AEARG oJko] mRl= ¥,
FTAelal A8k, 2024, Vol.9, No.2,
pp.620-632.

28) Hovland, C. I, Janis, . L., & Kelley, H. H.,
FCommunication and persuasion: Psychological
studies of opinion changey , New Haven: Yale
University Press, 1953.

29) Chen, Y. H.,, Chen, M. C,, & Keng, C. J., Op.
cit., 2020, pp.737-"762.

30) Lim, X. ], Radzol, A. M., Cheah, J., & Wong,
M. W., “The impact of social media influencers on
purchase intention and the mediation effect of
customer attitude’, Asian Journal of Business
Research, 2017, Vol.7, No.2, pp.19-36.

31) Chiang, Y. H,, & Lin, Y. H., ‘The impact of
social media influencers on consumers’ purchase
intentions: The moderating effect of familiarity’,
Journal of International Management Studies, 2019,
Vol.14, No.1, pp.1-10.

32) Jin, S. A. A, & Phua, J., Op. dit., 2014,
pp.181-195.

o
Y,

Op. cit,, 2021,



OICR3). Al2[2h AP S HY(EAME, AIE, &
2 ABA S)ofl tis SEHQ! gt #lE TRlE
HEHE 2[0[5iD, Ol= St 20| LHAE AlRY
SHHOIIM B[R9 QR [H-HMY REHS 2elShs 7
52 Bith4. 53] CRE SEoME 28R 2y
AEES gLt U dEs 27| o4z 897t
0L, 2efRlofM AlsEls Y200 gt 42| J-O|
CiS S8t M= Fdsi UACES). AREat dzls
Y o] AEE gt 7|HiRIE S5 Ao’k
USOM BIRED, LHRK= OIF Salf 2YsLt ¢
20i| BRI g2 AOl2ks kg 7R EER6). Of
efet oS TitiRlE AEel B2, g, 7t o
g, el HRLAOS| Y 53 EeoiH, At
8= 0|2 ZgHo2 15l Al2| KRS ZASH
CR7). 53| SR¥E-RE| LgoiiM= AS0l TR ok
gt AgHo= HAmO=2 MRl TS ASSH

MESIH =2 4E2| A2IE 275k FY0|

o

ity

A=
UCRS). L2l= AHRIO| HRHIE BT, AIS 0 ©f
& BAME 24 30 AtgEe= gaks DR,
55| LIS = 2RYoiIM O S2/80| BRI
7|0l SRl AIMES SAlGITIRE B[R HRH
ELt YE/AS L=eH] A=t SO 0|0R[7] of
g0, gtz Mept SEEE AHRlE 2EHl

33) Moorman, C., Zaltman, G., & Deshpand¢, R.,
‘Relationships between providers and users of
market research: The dynamics of trust within and
between organizations’, Journal of Marketing
Research, 1992, Vol.29, No.3, pp.314-328,

34) Chaudhuri, A., & Holbrook, M. B., “The chain of
effects from brand trust and brand affect to brand
performance: The role of brand loyalty’, Journal of
Marketing, 2001, Vol.65, No.2, pp.81-93.

35) Jin, S. A. A, & Phua, ]J., Op. cit., 2014,
pp.181-195.

36) Moorman, C., Zaltman, G., & Deshpande, R.,
Op. cit., 1992, pp.314-328.

37) Gefen, D., Karahanna, E., & Straub, D. W., Op.
Git, 2003, pp.51-90.

38) Chen, Y. H., Chen, M. C,, & Keng, C. J., Op.
cit., 2020, pp.737-"762.

39) Venkatesh, V., Morris, M. G., Davis, G. B, &
Davis, F. D., ‘User acceptance of information
technology: Toward a unified view’, MIS
Quarterly, 2003, Vol.27, No.3, pp.425-478.

40) Moorman, C., Zaltman, G., & Deshpande, R.,
Op. cit.,, 1992, pp.314-328.

178

A S0I= S84 EI=E 7K &+ UeH, 70 =0

& OEEIL =0 71570 UTHD.
CIRE 7|s9| Yu2 Beet A2 2+ =214
ARHe g Y2QIoLt, SA0l| 21 i glo]
BE &50l0f sk= E42= Qo ==Mg0| Sotst
= A OP[BICH2). 2I2RIojM= AHZPt 21Y
HZS AEotALt Moty TS Soff L2IE
& £ AP 2eRbjM= BIAE, opjR|, E4 &
IHES Salf YEE FofoF SHp3). 0] 2py

OllM aHZtE FE AEZAR| R1-M(authenticity)=t
EdM(transparency)= 42| WOl 22 JEO=R
HelP4), o S0, 2201 4HZ0|L A4 0|C|of
Ol AiZ HEE EMcte ARl 2lFL

Hi20| ARSI Ug F9

0X @

=3
_'_2

— —
Si9l gEL 2R 31

ST RS ool FOiE ERSIAL A -
UCHS) - HITHE QISTAMIE FRE AtdE FE5| 5
5k, AE AR 2712 2R glo] 23S, g8

HELE A4 A Zoet 22 s 2HE AHAls
CHH, AHRE= 20t AZ[E 4~ Q= RS AEu
Cin QAIGICHe) . Eo| SAE-FE| AA2 AE0| 2
2o Y| 2ZFS2  AH[ZQ| A2k (risk
perception)0| =0 = 20| UCDH7), TIE E3
S0[Lt 2ei=7| 2 Tisd TR0l A MEHolM

GS LSt =S 220 metM =] Y82 o

puid

2

o|of, Ol EBaMc ZMTEor oflet
(Word-of-Mouth) EHoll= 2 HgkS 0|zICKs),
SRE-HE| AMAoM= AE2PE MBS 2Y
Hsl7| oz AUt gon, 1 5uE 2oz
EOIGH | ¢lZ| QUCH9). U2t AHRK= QIERM

41) Chaudhuri, A., & Holbrook, M. B., Op. cit.,
2001, Vol.65, No.2, pp.81-93.

42) Jin, S. A. A., & Phua, ., Op. cit., 2014,
pp.181-195.

43) Moorman, C., Zaltman, G., & Deshpande, R.,
Op. cit., 1992, pp.314-328.

g4, Op. dit., 2021,

o2,

44) 84, A,
pp.149-162.

45) Goldsmith, R. E., Lafferty, B. A., & Newell, S. J.,
Op. cit., 2000, pp.43—54.

46) Chen, Y. H., Chen, M. C,, & Keng, C. J., Op.
cit., 2020, pp.737-762.

47) Jin, S. A. A., & Phua, ., Op. cit., 2014,
pp.181-195.

48) A, ALZ, Op. cit., 2018, pp.165-176.



|

7t ASshe YE2E Sl AlgS UEHe= Fsin
RIS G5 Eot ASTAMI AIFS ZHZ At
8¢t & 2IRE ASAL VI AME 27IE Vet
o2 HIFS Hlu-EMY F2, A8 Bt =2 &
=0| L2[E Yot ECh 2Lt SPIs7t £ ERi
ERS BEHo= gEoLL AIFe] dyUS 4=
BAIICHEH, B[R k= oiiE YEO| 2y

—

ol
-

s
olefoiA & AoIHt. Sol R 2APH E2g B2,
AH[RR= QISRAMED OfLI2 oHE S0 CiishA
OlAlS AHASH JHSA0| =C150), kA

Al Eet &1 1ot

o=
QETOUE HY
A2iE Bl 20 Th

mjo

0

=]

2o[ct,

A0 T2 ARZA} Azl ASFAMZE A

Tote S SMT ASABIIE DO el
o2 EQIEITS)SY), S3| QUSRI HBshs

2ot R8N, B0l ARKS 22D Qon =
A2 HIEOR ICKD QWIE T, AL AlZls TS
2P BAE 4 Tk, 2GR Offat 7| 9
Z2oiif 9I70| Loj2 EC§2, 0|2 K-COS SPls o
o2 S5(0 AHE A} BICE = K-COS SPIsQ)
2 E40| AR AZIZ OfZY| LSRN Liopt
ARIE 48 o|T0f Offf HSHS DR=RE AZHo
2 ZESICt 55| K-HE| 2co| 22 i3t k-
242{0| TZ20| WASH AIZOIN, AFE2} Al2) Bt
B 2RHE WAL FRBl= F2 20l02 2gs

Ao= WCHEC,

23, MAE B

AMAE £Z(Acceptance of New Product)2 Al&
off ME 2AIEl HIE0l| Clish AHZPL BAE 71|
1 A2 FofArEsto] O

2E81 JRIE HskE
WS OO[EICR455). Ol AF Siilt AR} S

49) 434, BAE T
pp.149-162.

50) ¥4, BAE e, Op. cit, 2021,
pp.149-162.

51) Jin, S. A. A., & Phua, J., Op. cit., 2014,
pp.181-195.

Op. cit., 2021,

52) 24, ALZ, Op. cit., 2018, pp.165-176.
53) A3, FAIE, 5, Op. ., 2021,
pp.149-162.

54) Ajzen, 1, ‘The theory of planned behavior’,

179

S0l

0i|A TAH= CiEA 2en, 71gel A
0| AlYOIM 852 HEEAI ORE oE3ke 82
ot AHZ 2FECp0)57) . S5] SRIS-RE| At Z
O] AZe| =2 S Ottt Zd2-01A 240t
RGBS S LIS 2010] 70 QAREYE| IS
02l 2ojME, AHIE +8 2ds B0 Yush
Ofelfer B2 ULt

Azl O|2(The Theory of Planned
Behavior, TPB)OIl =X, 70I0| 3E ol Efe,
T 1, 2210 RZE ds SAHO| Qs Z2EE
CI8)59), AAE £ o= &5t 0] M| 74|
Iee 2=t RE| ZolMeE AEAPE AIE 25t
oLt SFHe= HWIISH=R|(EE), =
O|L} SNS QIZZAHMO| o|A(F2tA ), 112|2 A
= A oL AR & SA| 7isdE Yot
= QAGI=R|(R 4R s BA)7E SRR AR
31C}60)61) . e £B 2%(Technology
Acceptance Model, TAM) FA| AAIE 28 &Y
Sk O A= 28 E062), TAMOA= AREZPL ¢l
Aotz FEd AKE 80140 A= 2l=0 A
geks ORICKD ARt 3dE02k= AIE 71
20| 2HI2 HEsP|ol= Cia Afslo] 2L, FE|
717|Lh A7170f CHIOIA & 7|83 £HO| dRE=
A0l TAME| 29210] LIAIE £8 1-HolM Sast
MY QQlo= 2gs 4 QICtn THECE & 30
Mz AAE S8 23Rl oA sz 23
S0l ePF Tk HCHIRICE  TERA

s

oolo

Ry A

w5

Organizational Behavior and Human Decision
Processes, 1991, Vol.50, No.2, pp.179-211.

55) Venkatesh, V., Morris, M. G., Davis, G. B., &
Davis, F. D., Op. cit.,, 2003, pp.425-478.

56) Ajzen, 1, Op. cit., 1991, pp.179-211.

57) Rogers, E. M., TDiffusion of Innovationsy , 4th
ed., Free Press, 1995.

58) Ajzen, 1, Op. cit., 1991, pp.179-211.

59) Venkatesh, V., Morris, M. G., Davis, G. B., &
Davis, F. D., Op. cit.,, 2003, pp.425-478.

60) Ajzen, L, Op. cit. 1991, pp.179-211.

61) Venkatesh, V., Morris, M. G., Davis, G. B, &
Davis, F. D., Op. cit., 2003, pp.425-478.

62) Davis, F. D., Perceived usefulness, perceived ease
of use, and user acceptance of information
technology’, MIS Quarterly, 1989, Vol.13, No.3,
pp.319-340.



Ajzen(1991)9] A== O|=(TPB)=t
Davis(1989)2| 7l +& ZF(TAM)0| 27{st0d, 4l
HE 482 Ef=(Attitude toward new products)2}
9|&=(Acceptance Intention of New Products) 2K
OllM SFsioict Ol= 7|2 MHHL0IN WE ==
A Bzl Z=st ol HaE 286 2 =2ktx
Uz[5lH, E3| ofHE-RE| A 20| aHRIe] 2
T A& oFdA 1247t 2%t

[y Y e}
sgE gelyez 2%

s

A
e

£90 0
n

PP%._I'EI’_E| API-Z-I.?I-

0

HGOM LAFE 8 g2

2, QR JHQIBIEl B SO| =EEoR 3
ICh= A

o o

= oM CHE JE2a FEE) o] R}
LAZE B9 7IsH SOt At BlwIt St
4 RAeLt SRIE2 U S, (TR E2
O] 7IR| 24, “BONt AAAYH H|=A]
P22 T2 A 2491 3 288, £
AE 7R CRLRIOL 24E 0[0j%|, g1 2
AHRRS| ZEH SFE A=5t0] AAE0| o
St 70 9=5 =0l= o 4Tdt
Cl64)65).

N
X ton
0

i

[

= ofo J
oH ot g

e o>
mO

to

ol

o

N ol oln

Zest omg
TS Ags w1 1 Emet
S8 3RYoRM MRS 48

U2 4 QICi6). 53] K-COS SPIs 2}
MG, AElY BT} 58 THEOR
SO B ANZ B7HEI0) H2YS 2
Aol Al2iet £8 THsHE &Y 4 9
gk 2 GO ORfEH AAE 48 a2
O, K-COS SPise] i 40| AE2 A2IS
A AE3H01, 0 Azt MAE 48 o0f ot

22 ASIH=AS At} BiCt

SPIs Ol2fet RO
SO 210] 2H
A, L2 Y 52

D on
&

dJ

=0
0x J

i

o
=
[=]

o,

S O
o ON i
_'_UQ,E
I »EL?JB
gUE_ss

oY i

63) dIY, BAE, AL,

pp.149-162.

64) Orth, U. R., & Malkewitz, K., ‘Holistic package
design and consumer brand impressions’, Journal of
Marketing, 2008, Vol.72, No.3, pp.64-81.

Op. dit., 2021,

65) Ohanian, R., “The impact of celebrity
spokespersons’ perceived expertise, trustworthiness,
and attractiveness on purchase intentions’, Journal
of Advertising, 1990, Vol.19, No.3, pp.39-52.

g, Op. dit., 2021,

66) 449, BAIE,
pp.149-162.

180

2-4, BFE ol JIiAH

FEISIE ARA0M BME =mL0t FOHAHR
AAE 8 UYEDE OfL2t ABAL LRlR} QIEEA
M B &8 QHE FYZe 22T 2010|C167)68),
Adtdo2 FAUSH AZO|Lt AMH|AZL SHH2E AREAL
7t aiE BME0)| Chst 2=t AL 20 34
A JOIAES0| Y BR, QAR 2HE0IM E 2|
2t HE EMM 30| ZASi £8 9|Vt =0
= ZO=2 LIERICI). K-RE= &= LiUZ AH|
AE9| B2 L U §h= SRE AR ZE0
SPIs7} Alsste JEE siMst=s i Fgk2 02
7ts440] =Lt

BiE zl=E(Brand Familiarity)= AR EF
B0 Chslf o= e 2AaL FE, QM ERst
1 QU=RIE QoS0 ARBA= &1, SNS, +d
(Word-of-Mouth), 0% &2 & CIHt dd2 Salf

HRUCE Clziza sspl ECP. ofnf HeH=s

A7 5 3 OIS 2XF4= o] 241
QU SRHSRIE QRS LD Sb, Ol ARKE
48 Ef=0| YHS OJHCH). HAUS ATt 2
42 ABAH= B HIZS 20|11 Y HRCE 2|

£40=2 AgY 7ts80| =4 S| eR¥E2 TR
R JIsd STOIM 2|20t ZAfsteZ, 0[o]

Al2[gt Okt HIHEZ 2t QIC|H AR AIES A
Eok= o AelA 0| SojRICH3), st 2aiE 2]

-1 O

67) Dick, A. S., & Basu, K., Op. cit.,, 1994,
pp.99-113.

68) Huang, R., & Sarigollii, E., ‘How brand awareness
relates to market outcome, brand equity, and the
marketing mix’, Journal of Business Research, 2012,
Vol.65, No.1, pp.92—99.

69) Batra, R., & Ray, M. L., ‘Situational effects of
advertising repetition: The moderating influence of
motivation, ability, and opportunity to respond’,
Journal of Consumer Research, 1986, Vol.12, No.4,
pp.432—445.

70) Alba, J. W., & Hutchinson, J. W., ‘Dimensions of
consumer expertise’, Journal of Consumer Research,
1987, pp.411-454.

71) Dick, A. S., & Basu, K., Op. cit., 1994,
pp.99-113.

72) Chaudhuri, A., & Holbrook, M. B., Op. cit.,
2001, pp.81-93.

73) Huang, R., & Sarigollii, E., Op. cit., 2012,
pp.92-99.



=EE 2F YE(O ASFUM 2IF)E oiMste =
7RI et

oo s3It 0j0] 3 QMg

o w12

T QASTAM HAR] =Pt B JeEl0 HAE
+8 o|=E £ 4 QUCp4), HHH HRiC 2=cot
7L} HFet 39, AHRl= ASFUM Y0 Cick

O o 7 HESALE 1™ 2|40 HAH 8 &
St 7bs/d0| ok

JOiA&E(Purchase Experience)2 AR %
Bt AES A oA o[ 1 oM
HgE A WIS Qofeicls), A™R 3EH0IE

qu

[ ool O
SHHOIE 4 ASETOY, TH, SHE)0 L

gets ORIG skRR¥E 2oMs 32 SRS W
LAZ0l SAIE W 2pA 0§ FYHO| SYHOIRUCHH
OO MRS 0l2ks 7[H=N= Qe 4+ Q=
7t ZORICYe), gith2 T E24Z0|Lt 7|cf Ofst &
A2 244 s o F0ls S ASORt
S22 A0 7t5E0] HORICE 7). O 2FYOi|A
ASTAM} AScHe S84 2life o0 ArESl =
BAEek= Hely origs ekt 8 dEE Y
= S JRICPs). J2iLt 233 Fo| =4
?, USR] SEH BARIZAL 2Pt AGHE
ULt E5| 220l ot 2l 2sHol=

HIRPE 21 OoilM E|AEsSE| oz TS, 1A
TOHEEOILL ASFUM 2IRE U 3 FE= &

EN

4> oy

(=
Sote 0| Zealz| UEh9). ofdt £82 K7
E| LYUME DRPRIZ, S84 Fe0| SA=R| &

2 R0iIME St ofyo] g & U
TP Fet VIR WEEE A P FOiE
20| gl= AP d2ly ergdE 7 2

1 O

74) dEY, BAE, AL

pp.149-162.

75) Holbrook, M. B., & Hirschman, E. C., ‘The
experiential aspects of consumption: Consumer
fantasies, feelings, and fun’, Journal of Consumer
Research, 1982, Vol.9, No.2, pp.132-140.

76) Zhang, ]., Jiang, Y., Shabbir, R., & Du, M,
‘Building industrial brand equity by leveraging firm
capabilities and co—creating value with customers’,
Industrial Marketing Management, 2015, Vol.51,
pp.47-58.

77) Dick, A. S., & Basu, K., Op. cit., 1994,
pp.99-113.

78) Batra, R., & Ray, M. L., Op. cit., 1986,
pp.432-445.

79) @A,

Op. dit., 2021,

4EE,

Op. cit., 2018, pp.165-176.

181

AE +8S REY

02 E3E sEel A0iEge QISFAA ot
AY =Rt ARgAt 42|, J2|1 AE 8 =S
Z2¥ol= #iele= 288 -+ ATk oM, K-RE|
AL S= LRUE AREAOP HEY T BHEA
Jefsior g sy 2ole= F 4 QU 2 g+e O
2fsh WS HIgo=Z K-COS SPIs &E £40| At
At RIS deletl AIE +8 Q=0 SHH I
= 02l 280N, e »isot FiEge| =24

=
2UE HSHe= FS5tAt Gt

ouct,

A
T M

3. g7 Al
3-1. g+t 2 ¥ Jpded

2 S4= K-COS SPIse| ZE E4ut M7t =
ZeUY AHRRIS| LAIE +80f DR
57| Rl ¢ 2¥S HAGKICE 2
K-COS SPIs9| 2 E42 =8 ez, AAE 8
2 &5 HeE JoIR £t Azl Pl Ha
AEst, E2 S840 AAIE 8 22| HAZ ol
Sl= AgS ASSIAt oIt EIE ot S0f
FEE Y HEZ HESI, F2 S0 LA
=& 1| AN 0|5 BVt TRz 24 =t
ZAGICE o 22 [OF 1] 22, Ol
oz H7MdS TRt 20| HEsIict.

:
rir

oot

mu oH oM

[

K-COS sPIs B2 54

[ sacmes | [ suwze |

(33 1] a7 29

g2 &= 224 M

1o Ml
=84l g 0E A

H1: K-COS SPIs2| E&
o 2R LAIE 480
Olct.

H2: K-COS SPIs9| HE EM41t &= LeUF M|

O AHfRIe] AKE 48 Mooy Alzl= DS
LiEf Zo[ct,



H3: K-COS SPIse| d& EMut S= LY Al
of AHRlRl AHE £+ MOIOH/H Bac Asts
ZASNE LIEfE Zio|ct

H4: K-COS SPIs9| ¥E S4ut I LU Al
of AHRfe| LAE 8 AOOIM FoiEd F2R=
REENE LIEMH ZHo|ct

32, 27 3 4 EAYY

B oL KOS SPlse| HE EA0| 22 U]
g M AB]Rie] AAIE +80f D2l IS A4S
57| Qel, MMHATLE HEICZ HARHS IS
GRS AYSIUCE 2 THde| ASE
MES HASIAUCE

Al=Y

o= 'r| 2o

F COEIS 415P| St SRRl
Qe MBS 2D 22101 A
SZAIS MABIHCE, A2 B2 CfE A4 SUE
ol Bl2|H|2|(Bilibil)oilM 2SSk= K-COS SPIs &,
20229 19 319 7R R34t 71 &2 3CF B
HE HAHE A FI= ABSIUCE. HI2HRlE 3=
FREE 2200, LUL Mol 21 7] 2
SQAF ZeiZO|CI80), SERAH= L2 AR

Z55| dYoI2n, K-COS SPIs

=2 A0 [ L
of ¢ 22
o2 AE 220 SEoI== SIAC

O]

I'|F

AN
H
.

=3
o

o J
OII

T

A= 20229 28 1998 2 2827tR| 282t

MAEIOD), £ 43059 Y S4SIh Of &
B2} It B4Us SEE Aok, HEYe
2 41598 EA0] NI, S8 MEE vieE

Mg S5 SEnl ePEE
o, 20| s ARIES} ElE. 2ug 4
Cl ok ARYIHAl AZEM(SEM)S &=
THdg AESH, ZEEwo| st 37t 242 4
ACt SARA =7t== SPSS 25.0d AMOS 25.0
ATEQINE AFESIRICE

= g9 dRzle oM ASE 200 f
oz oIt &% = K-COS SPIse| HEEXL
223, N2 428, AAE 48 82, SAIC 2%
T 323, TOIEY 128, QTSARE SY 823

S moksigio
SINE W
o] it

5|

T ru+0|'
OII

dq

1 [REy |

ulo
o?é

-

§ & JeBgoR PHSIC, U2 2 Lien 5
3G, @2 AT, &4 Y=E wHsl] St A

AL 82 [E 1] 2Lt

80) SRTHZATY, 02 FF TA= A9 5
SHHFEIZAS A AL, 2022

182

> =d(n) | M | M3l
48 |7EH |6 Likert 5|Gefen et al. (2003),
£4 |z04 |6 A AT |Lim et al. (2017), Lou
21 |6 & Yuan (2019)
H2Y |6
Az 4 Gefen et al. (2003),
Lim et al. (2021)
AAHS | MAF| 4 Ajzen (1991), Batra &
T8 |+8H Ray (1986)
==
A S|4 Davis (1989),
&9 Venkatesh et al. (2003)
==
HElE e |3 Batra & Ray (1986),
Campbell & Keller
(2003)
ToE 1 Jin & Phua (2014)
IR E 548 g2 |Ajzen(1991), Dick &
£4 2, |Basu(1994)
&M
2T
4, B Z9}
41, QB B4 24
& ¢-10f| &ofst fEst 4 SERHN=415)2| 2!
TS SMS Bl 2l (E 2ot 2ot o

=E= 2007t 241H(58.1%) 2= 7+ E”O*_‘ o]0
30CH7t 174H(41.9%)22 RAE|RACE Z =Ho|
42, l3|20| 256'3'(61 T%)L=2 7|2 15 (38 3%)
2ot =2 HIZS 2RX[etCt 2T S tigtn &
0| 187':”(45 1%)& 7 2 H2E B, of
Sk st Oj&o] 93T(22.4%), EHQ.*T‘L Alfst 87%|
(21.0%), 1sstu =Y 42H(10.1%), 7IEt 69
(1.4%) 22 UEfHCE 2 22= shdo| 1128
(27.0%)2= 712 oioFn CISoZ A 103%
(24.8%), 22 58F(14.0%), =54 56F
(13.5%), =5 49H(11.8%), A 20¥(4.8%),
F21 1198(2.6%), 7IEt 6B(1.5%) &= LIEILE
Weibo Ald Ef ORE AWz 2 AZo| U=
SEZP7t 3558(85.5%) 22 Q= A 60H(14.5%)
Ol sl Y=oz QIItt A4 ESiE 0l g
4 SHe= ALY, BilibiliZt 26.7%=2 7+
Ol ARBSl= A= LEfHR, Tiktok(25.3%),
Wechat(15.9%),  Weibo(12.1%),  QQ(6.8%),
Kuaishou(5.7%), Meipai(4.8%), 7|EH2.7%) &2



2 LEt £ 44 0lg ARZEZ 2A12F Of
317t 140H(33.7%)22 7R UACH, 0[0f 3ARE
040 124E(29.9%), 3AIF OISt 113E(27.2%),

TARZE Ofst 38%(9.2%) O0|UCt. ORR[%e= S10j

I
E%ﬂﬂ

2EMI AXE 4802 7830[Ct ZAHHS=
621(.788%.788)2, 2t HOl ZIo| BARER|4(AVE:
Average Variance Extracted) z10| ZHE2EMat Al
= 89 ZEAR(621)EN 25 =0 TEEIEY

28 {70 teidz 20| U= 3EAPH 2668 O] E2E Aoz THEICs,
(64.1%)22 AHJO0| Q= SEA}F 149Y(35.9%) 2Lt ARE BMS S5 225 23 HASO| O
O B SR R, AVOSE  Olgslol  Eold  20lRA(CA
Confirmatory Factor Analysis)2 AAISICE Ol=
(& 2] QIS EM(n=415) BRI Q01FM0| Ol24e2 FEIR(R| o2 ¢ofM
e e WS MRS | ls AlZSk= 2RO BHH, =10l
T i U= TRIE(%) QO0IZME 0|22 HiZE ECIZ W4 7F HAIS At
ks 20cH 241 58.1 Mol st ZSste a2zl FolM 2o @A
30tk 174 41.9 Cl2)
ZE2 0] |OE 256 61.7
i 159 38.3 27| LYol st &01A 201FM Zup gt
HEE pRE 0] £ ApE WO JIEAE SIS, APRY
Che! 87 21.0 _ '
T 5 o HEE ARE  X=105667(<001), X
= .
tferel o/ |93 4 */df=2.302, RMSEA=.075, RMR=.029, GFI=.950,
7“;_ ° 5 “'1 AGFI=914, PGFI=553, NFI=959, CFI=971,
21 SHAY 112 2-7'0 IFI=9712 %%jEI?igDi BE 27t EAYR
SIAI 103 24.8 TO2 LIEIL} B0z ARH0| Aalst Ae=2
{24 58 14.0 solg|oict
32 56 135
z= 49 11.8 d2|e 24 2N AUSEIYE dESt B 2= 2
A 20 4.8 Qlo] HFslEl Q0I5 YHEH 683~.829, 4l
(=)3]
Sh = 25 HE 48 726~824, A2 770~ 815 HIOIA Lt
Weibo 7 o= 355 855 Efen, R4 22 15.007~1947622 2%
2 o2 [oes 60 145 +1.96 O[MOIRACE ESH BE 29019] JHEARI=(CR:
ﬁ:;ei 35| Weibo 150 12.1 Construct Reliability)?t .7 04, S4AEE2|4(AVE)
e fadk 315 3 7 5 OWOR LI YZEIPHO| Sesioiss o
Wechat 198 15.9 _ o -
Bilibil 332 26.7 ‘HGP‘R"XE&_)._OIOH T2t &2 ﬁ—_rlgl_ el 7HE.“_L|
Q 85 6.8 2|t Hglet Aoz MHEECE SHHOISO| BES|
Meipai 60 48 El QISR [0 2]9F 2Tt
Kuaishou 71 5.7
= 34 2.7
Y=Y OIZ[1ARF O[St |38 9.2 =
,k|l7_|- 2A|?_|‘ Olél. 140 33.7 [E 3] gn_lﬁ g?_l E—]lgl ﬂili z-*%
3AZtolst  |113 272 FENERT B [SE t p |CR [AVE
3AIZF Ol | 124 299 =2
Ty FE A= 266 64.1 4 |84 825 .862|.632
s 149 35.9 E S04 |.841 |.735].051 [16.506 | **=*
S-S EGH) =
o 81) AA%, TAMOS 16,0 FXAEARY BA,
4-2, S4A=0| 4lz)d U Bl EF S, A&, 2007.
OIZ QQIRAo| HHHEIIEES ATET| <ol 82) Thid
Pearson®| Ah2AS AdAlst Bk [# 3]t ZCh 83) Har, J. F., Black, W, C. Babin, B J.. &
HEEYY 2ns B, 2t ol o] duizoi Ande;’so'n f,{ E. ,rM'ulti\'/’ariate ],)at.a Analysis (7th
718 =2 AP e D22 LIEHt HolR Y ed.)s , Upper Saddle River: Pearson, 2010.



M [AM219 [.607 |.829].031]19.476 | *+

2249 | 677 |.683].045(15.007 | *+
A A Z[1 824 788|.650
A |& g
= [Hx
& [MHE[ 939 |.726.056 |16.838 | ***
2 (A 2
o o (=)

o
NERETRE 815 1900(.693
2| 222 933 [.770.054[17.133 [ #**

A2[3 [ 964 |774].05617.251 [ ***

A2l4 [1.009].813].05518.396 | ***
~ 0.001 level (p< 0.007).
o 0.001 level (p< 0.001).

[O3 2] 24 od A
SROIM  20IFAMo| THHEIIMNS MBI 2ol

Pearson2| AZEME HAISH Zik= [H 4]t 20t
THHEIGHY ZDfE ATHE™ 2t $101 7io] MRS

24
o JEEAL s

M2t Aoz gt Bolz
FEELN LAHIE +BSZ2 7830(%1ct. EEAre=
621(788 + 788)2=2, 2t B0l Zi0| BAZRER|IA

43. 712 835

2M517| QJaf BHIEZRS A%

ool 328
S SOISI0] JHS ABHIACE PER

2 t(CR)US

st ARS8

of ol 108 JIRe=2 oW 2 =)
10~50% o S7tEnt 50 oMY M 2 BuE A

HEICE £ t(CR)ZO0I £1.962CH 21, pgfol .05
Br} 22 32 SAKe= Rofkictn & £ ot 2
G0l ARBE GREYO| R4 2Y 2= [H 5]t
2ot 24 2o ZBEHER LS 280 Rt Y
(+)9] FSS OIYCHHT e, B=747, B=479,
SE=.052, CR=9.279, p<.001). E5t HEEMS Al
2loll Felst F(+)2 FIFS DIH(H2 2HEH; B=.827,
B=.685, SE=.045, C.R.=15.080, p<.001), Al2| HA|
MAE =80 Relst F(+)Ql FFS DIFCKH3 A

(AVE : Average Variance Extracted) 4f0| d2Ed Ef  B=307, B=237, SE=058, C.R=4.070,
o AAE =8O FEA(621) B0t 2% =OF T p<.001).
HEIIES SHEICID B 4 QT
[B 5] 74 #5
[& 4] THEEIZY 2A Jf9Az |® Z|b| HEZ [CR |p |2
g 25} | 2zF | (t3F
B 1 2 3 %j 25 E bl
d2Sd 1632 Hae | A%
42| 689 650 H1: AHSEE| 479 | 747 |.052 [9.279]*+x |2fEd
AAE 8 1.788 761 .693 —A’iﬂ — AAE
H2:  ZEE[.685 |.827 |.045 |15.08| x*+ |2fEd
d - 42 0
H3: 22| —[.237 [.307 |.058 |4.070|*** |2fEd
84) Fornell, C., & Larcker, D. F., ‘Evaluating AR /\lo f
Structural Equation Models with Unobservable
Variables and Measurement Error’, Journal of
Marketing Research, 1981, Vol.18, No.1, 2y Hehdo| ASE AFZAHON =ZHOI i

pp.39-50.

184



SEAE(Bootstrap)2 ABIE=

FE510 HERAPL 2=l A
olct. #3E A=(N=412) HEE Y22 5,000
HAUS HARBKEY O7|M= 95% Al2[7210lM ™
ZZ(Bias-corrected) FEAERIS HIFIQC
Ojuf, ZHE AlZ|7et Afojof ‘00| 2| S O,
OPHERPE Reloicty & 4= RUCH [H 6]e 242
f, YEEM0| OpfHeIol LZIE Soff AAIE 82

—

[

Z ke HHEME=.253, (=.083~.392, p<.05)
= QOlspH| LiEfTt TRk, Azls AwsMm Al
AE £8 AN OPHERE 2= Ze= SRl
ct
[ 6] H7=se| opligiet Kol HE
z2 AEEUEEy |aad

o

(95% Al277h
E=Sd — 4= 827" 827"
%‘,‘EE}E,' — AAHE .747** _747**
*8
AE| - MAE 28 | 307 307
d2EY AR o 7477 | 253" 10017
AHE 28 (.083~.392)
*n < .05, =p < .01

Hels 40| 2 A2 A0S FolP| of

ZHEEN BMS AAGIYCE SERIE BE 2T

ATH198H) 1t =2 ATH217H) 2= 25t
0] CIERICHEAM(MGSEM: Multiple-Group Structural
Equation Modeling)2 AASIHCH &M Hil= [H

7)24 2iCt HARiREe| e 142.8870/900, 22
Z1Z2|ERAL)0l Mot Tt TRIIRA|2EO| \°
= 1813942 LIERICE \ 0l CHH 2jo| &A1 Zaf,

}=38.507, p=00022 LIEl} EAoz Qo

—
Gl = 4 20, ojof met EE JSE=(H2

e [=]

Tiise WEHs ZUHLARA 0Pt UCkD £ 4 Y
ct

SRHC ST YR T 2 ATl FRAL

7t BE Qe ARE 9UT, B0l ZRAMDI0l R

ofst FRE UUCH AR HRAS A0 Rp

F2o| & OPt USAS ISR CR US

185

AmEoF oIt O] CR. Zk2 ATt =&
o AZ72H Ro1d(Critical ratios for differences)&
HolzE AE 2ojsict. O] CR. 22 £1.965 04
Ol SAHA2=Z Roloto] ATRE ZHS WO 0|7t
QCHn o 4= QItt &, BE ISL0)| T2t b 32
2R0|M 2ESML SRILY2H, 0[0] *H3: K-COS
SPIse| & E41 S WL MICH AH[R[e| A
= T8 AMOOIM BHE 2= 2ESNE LIEH
ZA0|Ct= AHEAZ|RCY.

o
Sl

(B 7] BRHE 3sEo| 2T} AHS

z= 312 we Aot [&2 Ao
(198%) |[(2179%)
HEEN - AlZ| B 767" 14337
CR -3.932
M2 - AHE 22 B 074 384"
CR 2.427
FEEM - AHEp 665" | 282"
28
CR. -3.461

TOHZEE oo ME Z=2 2f0IE ASsH| ol
CISRICEEA(MSEM:  Multiple-group  Structural
Equation Modeling)S AA[GI%C0 2= [H 81t
2t SEA= 01880l gl 4TH149H)2t 10f
20| U= U266 2= IR & A 2t
9| 20IZ =Rl5t7| LUl HAMURH Y FL2IIZ2|2H
9| x* S Hlwsh Zu HAHLZHS x'=131.9560]
QI FRIISRRHE x'=154.1372 LIEfC) T
29| a0|HdE Bt Ax'=22.181, p=0142 &4
Hoz Folsien, Ol et Fuidy R e 24
B2 A 20P} RUSS SRISHALCE

Mmo=2 |

3oz 422 20lE 4= 22, 080l

Sle FCH} Qs AT DO U AARIL B
Ol LigftoLt, ZaEmo] Z2f OIS W)

fet CR. aE FHe=2 AHSSIAL CR
+1.965 Ol 39 SAHS=E wolst A== W
- 2, FOiEE oo M2t ZEEH0| A
22 otz F=OMT 2E=W FAfchs A=
LIEfaeH, 42| 2 Y2540 LiE 822 g6t
= d2R0lMs =2E=pt SRITR| UUCEL T,
‘H4: K-COS SPIs| g2 £t S= L|LIZ Ml
2RO AAHE 8 AOOM FOiEY R7Pe 22

A =]
HAL-



=S UER A0[cf= F2 A UCE

[E 8] TOfASC| 2HE} AZ
Az 32 078 dledd @
o ct
(149%) (266%F)
Y289 - H= B 576 1795
CR 2.338
Kz| - AAE 42 | 71 g5
CR. 780
HEEY — AAE[p 289" | 5087
42
CR. 180
5 =
=2 A= 2= E AIYOIM 22101 MH|AQ}

K-COS SPIs(Social Media Influencers)7t 2z{|Ld
AHZfe] AAIE £80| 03l FES AdSHe= 4
SolCt M ZUE EfilE T2F SEAATH
AAFEE Chazt 2t

J

243, K-COS SPIsQ| HEEANO| 2= UL A

o AHRIo] AME 4801 3HHQl Yae Ojj=
2R SQISIYICH Ol SPlsO] Bt ALt WSS
2715t QIZROIM OPfElo] B11S s o
23 oS BHCHs AT UxBICESIE) S5,
K-COS SPIs7t AIZO] THst APMIBEL Zai QU= &

puid
=
=2

&
==

AGot 12 QAE of AHRe| MAIE
& 7t5°40] 4GS =OM¥C}. &5t EEL LAIE
S8 70| TAPIA A7t oA AES Sk= 20|
SRIZ|0], BUE= SPISS 2ESH OPRoIM (R}
Al2| 720 S WUt QUCkd BEHECE

HS =
=M, = LUE AHRIe| FE £ aHoIA
AP SL23 0P A2 HYoks o= LIEtCt
0|23t ZA2t= Gefen et al.(2003)2} Moorman et
al.(1992)9| ¢i+let A2k Z0| It 7|2 H-0lM

1=
= ARlE 2SSt 20| izl 0N 2H|
Aol ojArEYE

HT

205k Y 1oz =0 fF

85) Jin, S. A. A., & Phua,
pp.181-195.

86) Liu, X., & Zheng, X., ‘The persuasive power of
social media influencers in brand credibility and
purchase intention’, Humanities and Social Sciences
Communications, 2024, Vol.11, No.1, pp.1-12.

J., Op. cit.,, 2014,

186

th 2 G7e Ol2fet Ol =2IE SRIE Ay U=
OlM 22IRISHHA, SPIs7t iS5k Ol 412|140
S TRt AHRIe] 2E Zo 0| Zelen, 2
o2 AAE +80| ZXUES USHC= ASSIAU
Ch Ol= SR¥Et 22 o 38 442 7R
ABZOM ASTAMO| HHO| Thedt Y2 HES
g0i, ERMEQt A} 2 42| 7= BFHLIZ2| st
2 DPHAYS AIMRICE W2t K-RE[ EM=E SPIs

7t AfSste RO Yt dygeE dSst, L2
P
o

3 4 s IBSONES NS0 WA Y 13
S S5 AN 282 F2N 4 U2 Holck

ARy, BAUE =SEo| 2SS HSSIA. Ol
2HRR[O| HRHE 2=t £FO| Tef SYst ASFA
M ZEet siHete EE SiM FoF EA0] ZE2A|
0, Lopt LS 822 002l 2R4ofA 2fo[7}
LSS ol0feitt Wt 7|2 A9 B3
=t +F0| det YEelE opilE dEe R
240| 2Lt oIE S0, BAUE =EIt
RIS T|Ee= o S 1 0|, U2 Y
= An Y2 ASS defcls 0| =

IT
US AOICt,

n

i
0
o
il
4> X rlo e

oY T
M
rlo

ne

S, SO Y wRel 2EEnE
of 8ol As LHRE 712 =84
2 MZ2 AES 2ot g 85k ¢, 7101 3
0 gl= 2HRI= ASTUM YEO| Lz2lY oF0
et 8 Ei=rF Z2HXCL Ol K-RE| 7|&0] O
g s +EY o, 70 YRR SEEE dekkt
SAlOf BlERROPE d2lY s HEF A
7|2lE ARSSHor 2t AIARRLCE

rir

DRigoR = ¢iRol SRS gt 2ch 3
¢i7o] E20| 23 22U AH[R0| FHEI0] 2lof
oI Znjo| Usislof= Rioo] Uk SH, =
YRS g} M|, SUC 25T, 7o) FEo
SoOLE, AfBR T, RIS A=, 2o
22 20} bl TBR AU AW, B s
SPisS 202 B AXE 482 CiEeU O
CIAI OPIE) ZolLt 222 2ole DPfsk) ot
Cf. Gtk 4SR0S CIsH B, 251 29
OPIR AEg SBEom Tafsie SuE 240 8

Jglct



o3

—_

. dALE, TAMOS 16.0 REYPARS FAM),
otLi2, 2007.
2. SIREHIRZISR, 2022 S 2HI= AN
&2, SEHIRAISH, 2022
3. Hair, J. F, Black, W. C, Babin, B. J., &
Anderson, R. E., "TMultivariate Data Analysis
(7th ed.)s, Pearson, 2010.

4. Hovland, C. I, Janis, I. L., & Kelley, H. H.,
FCommunication and Persuasion:
Psychological Studies of Opinion Changey,
Yale University Press, 1953.

5. 6], THAE CIRI” HHAOAM 28R E40
ARBA} L2[2F ABARE 2|20 D|Rl= F¥
CIRRI2[MZ], 2024.

6. 2, 4EE, QUEFAMLl F¥ut O|C|of
QIAIOIRHES| 2=40| AH|2F TII0| O|R|=
e, HEERICIRQISHAT, 2018,

59, BHE, B, ABROIN HrA,

AR T, 282 24 20| QAE[IRY
SRS F9| FHQ|0| 02z FEF,
IjMH|ZLA, 2021,

0!
0!

~
oo
0x
s

=2
~

A|
IT

8. Ajzen, |., ‘The theory of planned behavior,
Organizational Behavior and Human
Decision Processes, 1991.

9. Alba, J. W., & Hutchinson, J. W.,,
‘Dimensions of consumer expertise’, Journal
of Consumer Research, 1987.

10.Batra, R, & Ray, M. L., ‘Situational effects
of advertising repetition: The moderating
influence of motivation, ability, and
opportunity to respond’, Journal of
Consumer Research, 1986.

11. Campbell, M. C.,, & Keller, K. L., ‘Brand
familiarity and advertising repetition effects,
Journal of Consumer Research, 2003.

12.Chaudhuri, A., & Holbrook, M. B., ‘The
chain of effects from brand trust and brand
affect to brand performance: The role of
brand loyalty’, Journal of Marketing, 2001.

187

13.Chen, H., Wareewanich, T., & Chankoson,
T., ‘Influencing Factors of Chinese Millennial
Consumers’ Online Purchase Intentions via
Following Influencers Recommendations: An
Empirical Study on Womenswear Market’,
Journal of System and Management
Sciences, 2023.

14.Chen, Y. H., Chen, M. C, & Keng, C. J,
‘Measuring online live streaming service
quality and its effect on behavior outcome’,
Internet Research, 2020.

15.Cheung, C. M., Lee, M. K., & Rabjohn, N.,
‘The impact of electronic word of mouth:
The adoption of online opinions in online
customer communities’, Internet Research,
2008.

16.Davis, F. D., ‘Perceived usefulness, perceived
ease of use, and user acceptance of
information technology’, MIS Quarterly,
1989.

17.Dick, A. S., & Basu, K., ‘Customer loyalty:
Toward an integrated conceptual
framework’, Journal of the Academy of
Marketing Science, 1994.

18.Fornell, C., & Larcker, D. F., ‘Evaluating
Structural Equation Models with
Unobservable Variables and Measurement
Error, Journal of Marketing Research, 1981.

19. Gefen, D., Karahanna, E., & Straub, D. W.,
Trust and TAM in online shopping: An
integrated model’, MIS Quarterly, 2003.

20. Goldsmith, R. E., Lafferty, B. A., & Newell,
S. J., ‘The impact of corporate credibility
and celebrity credibility on consumer
reaction to advertisements and brands,
Journal of Advertising, 2000.

21.Holbrook, M. B., & Hirschman, E. C., ‘The
experiential aspects of consumption:
Consumer fantasies, feelings, and fur’,
Journal of Consumer Research, 1982.

22.Jin, S. A. A., & Phua, J., ‘Following
celebrities’ tweets about brands: The impact
of twitter-based electronic word-of-mouth



on consumers source credibility perception,
buying intention, and social identification
with celebrities, Journal of Advertising,
2014,

23.Lim, X. J., Radzol, A. M., Cheah, J., &
Wong, M. W., ‘The impact of social media
influencers on purchase intention and the
mediation effect of customer attitude’,
Asian Journal of Business Research, 2017.

24.Liu, X, & Zheng, X., ‘The persuasive power
of social media influencers in brand
credibility and purchase intentior’,
Humanities and Social Sciences
Communications, 2024.

25.Lou, C,, & Yuan, S., ‘Influencer marketing:
How message value and credibility affect
consumer trust of branded content on
social media’, Journal of Interactive
Advertising, 2019.

26.Moorman, C., Zaltman, G., & Deshpandg,
R., ‘Relationships between providers and
users of market research: The dynamics of
trust within and between organizations’,
Journal of Marketing Research, 1992.

27.0hanian, R., ‘The impact of celebrity
spokespersons’ perceived expertise,
trustworthiness, and attractiveness on
purchase intentions’, Journal of Advertising,
1990.

28.0rth, U. R, & Malkewitz, K., ‘Holistic
package design and consumer brand
impressions’, Journal of Marketing, 2008.

29.Pavlou, P. A, Liang, H., & Xue, VY.,
‘Understanding and mitigating uncertainty in
online exchange relationships: A
principal-agent perspective’, MIS Quarterly,
2007.

30. Petty, R. E., & Cacioppo, J. T., ‘The
elaboration likelihood model of persuasion’,
Advances in Experimental Social Psychology,
1986.

31.Song, H., Lee, J., Kim, H., & Kim, H.,
‘Social media as a platform for electronic

188

word-of-mouth: The role of influencers and
information quality’, Journal of Global
Scholars of Marketing Science, 2018.

32.Van Laer, T., De Ruyter, K., Visconti, L. M.,
& Wetzels, M., ‘The extended
transportation-imagery model: A
meta-analysis of the antecedents and
consequences of consumers’ narrative
transportation’, Journal of Consumer
Research, 2014.

33.Venkatesh, V., Morris, M. G., Davis, G. B,
& Davis, F. D., ‘User acceptance of
information technology: Toward a unified
view, MIS Quarterly, 2003.

34.7Zhang, J., Jiang, Y., Shabbir, R., & Du, M.,
‘Building industrial brand equity by
leveraging firm capabilities and co-creating
value with customers’, Industrial Marketing
Management, 2015.

35. www.statista.com



	13_K-COS SPIs의 정보특성과 신뢰가 중국 밀레니얼 소비자의 신제품 수용에 미치는 영향_김은혜_이진화
	책갈피
	_Hlk162940903



