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Table 1. Exploratory factor analysis
The creator who | watch the | Factor % of Eigen- |Cronbach’s
Factor . .
most... Loading | Variance | Value a
item 1 .873
item 2 .863
Trust 26.755 2.943 .863
item 3 .825
item 4 .694
item 1 .889
Characteristics of Authenticity 13.072 1.520 624
item 2 732
Influencers
item 1 918
Physical attractiveness item 2 .900 22.962 1.438 .892
item 3 .860
item 1 .870
Social attractiveness 13.815 2.526 .657
item 2 .823
0, H _ 1
Factor The contents | watch the most.., Factpr A’ of Eigen- | Cronbach’s
Loading | Variance | Value a
item 1 .852
item 2 .802
Expertise item 3 792 24.400 3.172 .844
item 4 .681
item 5 .670
item 1 .839
Characteristics of . . .
Aractelsics Ot 1o chnical Editing item 2 828 | 16824 | 2.187 790
Contents
item 3 .681
item 1 .813
Entertainment item 2 774 14.756 1.918 .708
item 3 .702
; item 1 .847
Perceived 12399 | 1612 | 668
Commercialism item 2 842
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Table 3. Regression analyses
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Cognitive PSI Behavioral PSI Intention of WoM | Purchase Intention
Variables
B SE B SE g SE B SE
(Constant) .674 .394 .300 491 322 485 732 495
Gender .026 .008 .068 .009 .018 .009 .034 .009
Average daily use time .099* .000 .079 .000 .028 .000 .020 .000
Average daily content used| .023 .005 .088 .006 .036 .006 .049 .006
R? Change .018 .020
Trust 374%** .065 236*** .081 219%** .087 210*** .088
Authenticity —.005 .052 .029 .067 —.130** .066 .057 .067
Physical Attractiveness .060 .039 158%* .048 .096 .048 .049 .049
Social Attractiveness .108* .049 .050 .061 —-.013 .060 —.148** .062
R?Change 205 177
Professionalism .087 .051 .104 .064 A57** .064 A74%* .065
Technicality —.175%* .054 —.066 .068 —.055 .068 .001 .069
Entertainment 296%** .063 215%** .079 .100 .082 .076 .084
Perceived Commercialism | —.078 .040 —.169** .050 —.164*** .050 —.130* .051
R? Change 118 .099
Cognitive PSI - - - - —-.015 .073 .037 .074
Behavioral PSI - - - - .382*** 059 .278*** 060
R?Change - - - - 102 .057
F 14.329 11.106 17.272 11.872
Total R? .354 .300 442 353
*p < .05 %*p < .01 ***p< 001.
27} AURA A Ho AL 39 - BakE JRyE QEH QISZIMelo| oA ASEi2)
WOk Qe B¢ qEsolMst BRE 2dx ) &0 A
AoIu Has R &% 59 AEA AAE] Ao 2 B At (Al 5) <F (A2A

A AR go] FH

)& B8 AR AEERgo] IERAM &
A 9 2R 20 AL lEAHE BN 9,
i oJ) Atojof| w7 A3k S=ael=A] At
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Table 4. Mediating effects of behavioral PSI

Journal of Public Relations, Vol.23, No.5, Oct, 2019 59

Intention of WoM Purchase Intention
Step 1 Step 2 Step 3 Step 1 Step 2 Step 3
(Constant) .300 .396 .309 .300 .838 762
Trust 236*** 292%** 213*%** 236%** .290*** 223***
Authenticity .029 —.094 —.130** .029 .068 .057
Physical Attractiveness .158** 143%* .096 .158** .094 .051
Social Attractiveness .050 —.003 -.014 .050 —.130* —.144**
Professionalism .104 .206*** 156** .104 .206*** 176**
Technicality —.066 —.074 —.052 —.066 —.023 —.005
Entertainment 215%** 72%* .096 215%%* 146* .086
Perceived Commercialism —.169** —.232%** —.163*** —.169** —.180*** —.132*
Behavioral PSI 381 *x* .283*x*
R? .300 .336 442 .300 297 352
F 11.106 13.270 18.767 11.106 11.040 12.857

*p < 05, **¥p < 01 ***p < 001.
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Obijectives

This study investigated the factors involved in the endorsement potentials of Youtube
influencers, and three factors were investigated in terms of their influence on intention of word
of mouth and purchase intention: the characteristics of the influencers, the characteristics of
the video contents, and para-social interactions with influencers.

Methods
A convenient sample of 315 college students from the Metropolitan area and Chung Nam
Province was assessed to conduct hierarchical regression analyses to examine the influences
of the characteristics of the influencers, the characteristics of the video contents, and
para-social interactions with influencers on the intention of word of mouth and purchase
intention.

Results

Trust ininfluencers, the professionalism of the contents, and perceived commercialism each
had significant influences on intention of WoM and purchasing of the products or services
recommended by Youtube influencers. The authenticity of influencers was negatively related
to intention of WoM, and social attractiveness was negatively related to intention of purchase.
Cognitive parasocial interaction was found to be related to neither intention of WoM nor
intention of purchase. Behavioral parasocial interaction was partially mediating among the
characteristics of the influencers, the characteristics of the video contents, and para-social
interaction.

* First Author: chloe563@gmail.com
** Corresponding Author: mjhan909@hanyang.ac.kr
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Conclusions

The results of the current study provide several considerations for companies and
organizations seeking to use Youtube influencers for PR purposes. Emphasis should be given
on the importance of (1) trust in influencers, (2] the professionalism of the contents provided,
and (3) behavioral parasocial interactions with influencers. The objectives of using Youtube
influencers and different combinations of influencers’ characteristics and the characteristics
of the contents were also investigated.

KEY W O RD S influencer, endorsement, Youtube, WoM, purchase intention
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