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Abstract: Individual consumers create content about their daily lives and share it on social media. This
reflects not only their usual thoughts and lifestyle, but also reviews, opinions, and evaluations of
products they like and usually use. Consumers who sympathize with and trust that interact with each
other, and a relationship is formed through intimacy similar to meeting them in person. These Individual
influencers have become influential in relation to lifestyles such as product tastes and fashion styles by
sharing ordinary daily life and interests, and have a greater influence than advertising and professional
influencer when it comes to purchasing products. This study aims to verify that the authenticity of
individual influencers who post daily life and review-oriented content on their SNS forms PSI
(parasocial interaction) and PSR (parasocial relationship), and that PSR increases purchase intention.
Hypotheses are established on the effect of influencer's authenticity, which consists of integrity, empathy,
credibility, and disclosure, on PSI and PSR, and on the effect of PSR on purchase intention. As a result
of SEM (structural equation modeling) analysis, the integrity, empathy, credibility, and disclosure
dimensions of influencers have a positive impact on PSI and PSR, and PSR increases purchase intention.
This study expands on the existing research limited to the formation of PSI in individual influencer's
SNS and verifies the structural model by comprehensively considering PSI and PSR. It is also
meaningful in that it derives the authenticity dimension of influencers that affect PSI and PSR. The
results of this study show the consumer behavior process of individual influencers on SNS, and have
implications for discovering new market segments and new distribution channels centered on individual
influencers.

Keywords: SNS(social network service), Influencer, PSI(Parasocial Interaction), PSR(Parasocial
Relationship), Purchase Intention
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il = A ZH[7], PSR A EAola A7]AQl AAR AAHE HEedd
AT =AZTyeo|Z At o] fAfstthobs gk =7Fo] £}, FujoEE
Q1 ZFAM7E olg R, AU, BRI AES FostuA = AT S
Haudoyg-mE ojgo] JYJAEFAAE F3 Fulstlthz Ao oH7].

TS f% Fx=EY B4 %A, HIA HETE 4
4] (Correlation Analysis)s AAIgH A3 [E 1] o] 7HA

Fo 7 7+ golzke]l #AYY yelor 0.8 ol m$ =&
ol WHEIG A o] FHHEATL B &

[Table 1] Correlation Analysis

144 R A4 k') PSI PSR i

244 1
T34 459% 1
N A420% .609* 1
Mg 398* 347* 277* 1

PSI 423* 631% 617* 409* 1

PSR 429% 584% 591% 377* .600%* 1

T % 478* 344% 191%* 493* 267* 304% 1

Note: *<.01

TR A Ao ShA] AAgE FR1A alEA o A= [ 2]9F 2o Chi-Square
=187.14 (P=0.00), DF=114, GFI=0.92, CFI=0.99, NFI=0.97, AGFI=0.87, RMR=0.034,
RMSEA=0.053% UWEIST A2 3 dadS SR ARbAQl 4R 9
A e AF7 B 45 FElE UEHYSS B o Utk olek A WA dRA
ASS st AEnS &IK(Chronbach’s )] X 3td AZAT7F 25 08 olo=
el WA did S glstomn 344412 X (composite reliability), 3 1 -4F5~%(average
variance extracted) 2] AL AAA ool AFE HA AFAAY FHENGA O]

e Helaalr)
[3F 2] 14 89124

[Table 1] Confirmatory Factor Analysis
Construct Indicator fsa; tig(rkl]f)iidziidg S.D. t-value Chronbach’s a AVE CR
24 2 g:zg 8:;2 ig;‘: 0.834 0.84 0.88
SRR zi g:zg 8:;3 iggg 0.821 0.78 0.88
NEES zz 8222 8;2 i:fi 0.808 0.73 0.84
A z; g;i 8:?; ﬁzi 0.830 0.72 0.84
PSI yl 0.83 031 15.10 0.847 0.71 091
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y2 0.84 0.29 15.41
y3 0.86 0.26 15.87
y4 0.85 0.28 15.55
y5 0.90 0.19 17.28
PSR y6 0.93 0.14 18.18 0.868 0.61 0.93
y7 0.88 0.22 16.71
y8 0.75 0.44 12.87
o) ¥9 0.92 0.92 17.29 0.885 0.54 0.74
y10 0.86 0.86 15.57
Chi-Square = 187.14 (P=0.00), DF = 114, GFI = 0.92, CFI = 0.9, NFI = 0.97, AGFI = 0.87, RMR = 0.034, RMSEA = 0.053

gos F2EY #48 AAsta & AFoA ARG AF7HEE AEste] (3 3]
ol Aestglth AT A, 33, AFEA, A T A" ZFde] pSI H
PSRel A9 <3S w A al, PSIE= PSR, PSRES Fujolko] Aol J3gFS& n|Hv=
ATEHES AAsIAT AFEYAA FAAVNEY T4 #AAE AWstal e
TZ52E X7} Chi-Square = 283.42 (P=0.00), DF = 117, GFI = 0.88, CFI = 0.98, NFI = 0.96,
AGFI=0.82,RMR =0.043, RMSEA=0.079= YEIY, F22H] Hd% X7} B5F ot
Fdd S Flsiglon, AFEYPA A BE 7Mool AYEHIES B 4 Urth
ol& I3l X434 Aol PSI B PSRel Al FFs WA, AEHH o] % 2l
PSRE] AL M= E =4S & F Utk

tlo T ofk
Q

(3 3] 73 =
[Table 3] Test of Hypotheses
H Path Path Coefficient T-value Accept/Reject
H1 A4 - psI 0.16%** 2.97 Accept
H2 333 - PsI 0.2* 227 Accept
H3 2124 — PSI 0.27%** 2.79 Accept
H4 WA — PSI 0.15%* 247 Accept
HS 744 — PSR 0.09%* 2.11 Accept
H6 333 > PSR 0.34%%* 3.89 Accept
H7 2184 - PSR 0.36%** 3.97 Accept
HS A — PSR 0.18*** 3.00 Accept
HY PSI — PSR 0.18* 2.03 Accept
H10 PSR — 1o 0.37%* 5.03 Accept
Chi-Square = 283.42 (P=0.00), DF = 117, GFI = 0.88, CFI = 0.98, NFI = 0.96, AGFI = 0.82, RMR = 0.043, RMSEA = 0.079

Note: *p<0.05, **p<0.01, ***p<0.001

51 A9 A3 9 AJALAE

B oATE AN dolziEde FHoE A R ARE FhHHE AFTFAMe
SNSE =Alow Aszx8yAT Fujox J = 4 9]
A5 =2 0 vE AdS A 99 A, ¢ AT 3
A AEFAME BRSHAA 2@ 7] WA psiel FHo]
skl s 4SS He biﬁ‘r SNSel| A 2] PSI P ok A
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