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4-87450) AZ3He JES HechKim, A, S UFES G AR B Sue
2003), E3F, AR o] Awrt= Q7] 4] Falof k= A gl Falo Sste REE
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AIE AAEH7| = 519t Homer®} Kahle gHol &) 9Jch(Simon, Nancy, Berkowitz, & John,
(1990)& AH[R} AEo] Qo] AHEYS HEA 1970; Kahle & Homer, 1985),
o ZWHQ WA ol BHHY AS BAR A2 o] 19] vitlol AXT ST
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Table 1. Multiple Regression Analysis Results_Brand preference
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2 Av|A3F, AH|AEEQ] Cronbach’s o 2] 4F
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4. A7

1) 98| 1o cHot Zat
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of gt EIHEAE A .24
A} 3l Alo] o4 001(F= 1,937)0l|A =
glofolE o] A F AwAdo] BAA Ln| T
o] sglagiel #4 il S
nAs Aeg yegton mdo] HAiee
3.7%= Vb HEAB = —.194)0]H, o]
B0 Ales 509 BEE U Q=

B Std E Vs t e
(a congtant) 3290 414 7.941 .000™*
credibility 163 112 109 1.462 145
verity —-080 124 —050 —644 520
Brand . *
preference specialty —.281 110 -194 —2.567 011
attractiveness 143 .089 101 1.609 109
inimecy .020 097 015 206 837
humor 011 082 009 132 895
R* = .037 F=1.937

*X.05, ***X 001
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Table 2. Multiple Regression Analysis Results_Recognition of others
B Std E V4 t 1%
(a constent) 3166 397 7976 000"
credibility .033 107 023 313 755
verity —-028 .18 -018 —-238 812
Recognition of others specialty -302 105 -216 —2.876 004**
altractiveness .188 085 138 2.207 fory
intimecy .065 .093 .050 691 .490
hurmor —090 .078 -075 —1.143 254
R* =053 /=2824
*X.05, {01, X 001
Table 3. Multiple Regression Analysis Results_Pursuit of trend
B Std E Vs t 0
(a constant) 2618 403 6.493 .000™*
credibility 079 109 054 731 465
verity -016 120 —-010 —-135 892
Pursuit of trend specialty —259 107 —184 —2.428 016*
attrectiveness 189 086 .138 2190 029*
intimecy 055 095 042 585 589
humor -003 030 —-002 —-034 973

*X.05, ***X 001
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Table 4. Multiple Regression Analysis Results_Product symbolism
B Std E Vi t o)
(a congtant) 2294 389 5893 .000%*
credibilty 095 105 067 900 369
verity 104 116 069 894 372
Product symbolism specialty —081 103 —060 —782 435
altractiveness 142 083 108 1.696 091
intimecy 001 092 .000 006 995
hurmor 114 077 —008 —1.479 140
R =024 f=1247
K 001
Table 5. Multiple Regression Analysis Results_H—priced preference
B Std E Vi t D
(a constart) 2.660 398 6.691 000
credibilty -043 107 —030 —406 685
_ verity 242 119 155 2045 042
Hpriced specially — 414 105 —2%3 3936 000%™
preference
attractiveness 161 085 17 1.887 .060
inimecy 115 004 088 1,231 219
hurmor —097 079 —080 —1.239 216

R* = 070 F/=3826

*X.05, ***X 001
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Table 6. Multiple Regression Analysis Results_Brand attitude

(1) 22lollo|E{ EAJo| HEHE E{E=O|| O|X|= o3t

(Table 6)1= 2200l €]9] EAo] 24 ¢
29 5918210l HAE gmo] oA o
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3} 5|74l0] §oj%3 001(F= 7.607)A]
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2V A S8 BAS gl fojt
oA3FS u|2 = A
2 13.1%2 YEFETY /\ﬂ Hog vt ]
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(Table 7)-> =Aejofo]§ ] E/Jo] 4H|A} ¥
T 9] 51911l Fruf ol o] mA]= Gk o
3 AR f—z._ AN Asolct, B4 A}
3714 0] 243 . 001(F= 4,605)0] A 2]

B Std E V4 t p
(a congtant) 1.036 348 2.976 003"
credibility 095 094 041 584 559
verity 012 104 .009 119 905
;ﬁi specialty 131 092 102 1.425 155
attractiveness 237 075 190 3170 002
intimacy 190 082 189 2317 021*
humor —0e2 069 -020 -314 54
R* = 131  R&=7.607
*X.05, {01
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Table 7. Multiple Regression Analysis Results_Purchase intention

B Std E Vs t P

(@ constart) 1.392 373 3737 000"

credibility .030 100 022 .300 764

verity 081 11 055 730 466

Purchase intention specialty —-076 099 —-057 —775 439
attractiveness 256 .080 197 3.201 .002**

infimecy 171 .088 138 1.947 052

hurmor —-006 074 —-006 -087 931

R* =084 /4605

(01, X 001

Table 8. Multiple Regression Analysis Results_Brand attitude

B Std E V4 t p

(a constant) 2.326 A75 13296 .000™*

Brand preference -079 066 —090 —1.197 232

Brand Recognition of others .030 .080 033 374 709
attitude Pursut of trend 241 Q72 265 3360 001**
Product symbolism 096 067 102 1.432 183

H—priced preference 031 069 035 ilov 650

R* =111 /=758

.01, {001
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Table 9. Multiple Regression Analysis Results_Purchase intention
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Wlt the widespread use of smart phones and the development of communication

technology, new forms of personal media are growing rapidly. Individual media
received a great deal of attention because of the fact that individuals both create and distribute
the content themselves. As the number of people on social media grows every year, the
influence of individual media is also expanding; this has lead to extensive research on individual
creators. These creators have become powerful influencers since they, unlike famous celebrities,
communicate instantly with viewers and approach them with a relatable and familiar image.
YouTube, the worldwide platform for individual creators, has grown to be a giant that threatens
to take over the place of preexisting mass media. With the expanding influence of YouTube
creators, many companies are using branded contents- a way to advertise their products
using the creators’ influence. In this study, the characteristics of YouTube creators were explored
from a cognitive perspective and an emotional perspective. Furthermore, among the characteristics
of consumers, the relationship between conspicuous consumption and the attitude of customers
was studied. As a result, depending on demographic differences, creator characteristics,
conspicuous consumption, and consumers' attitudes were shown to vary. In particular, compared
to other generations, people in their twenties were shown to be greatly influenced by emotional
features such as attractiveness and relatability. Also, the results concerning conspicuous
consumption by gender showed that women were more likely to follow trends closely than
men. As for the effects of creators’ characteristics on conspicuous consumption, the more
the user values specialty in creators, the less likely they were likely to engage in conspicuous
consumption. On the other hand, users that valued attractiveness and intimacy in creators
were more likely to engage in conspicuous consumption. As for the influence of creators’
characteristics on the consumers’ attitudes, attractiveness ( a cognitive feature ) had positive
effects on both the attitude toward certain brands and the purchase intention.

Keywords: YouTube, Creator, Creators’ cognitive features, Creators’ emotional features, Conspicuous
consumption, Brand attitude, Purchase intention
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