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A3 4 Gt BAL So] Z9tkDe
Veirman, Cauberghe, & Hudders, 2017; Ryu
& Han, 2018; Sudha & Sheena, 2017). lﬂ

So txg njre], 53] 44 lro] TRE
O G AT WA, HEd B
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FEAE 1T o] WA 23] 47} 430)
A2 We A2 93 g
(Social Blade, 2021). ©]<] °
W) 5 g B 2
ofollA] TEstu colel BALE Q|F el
2 et ole] B A9l o5 Fnmaw
ozt oAge) M3 e SHeka g, 4
U
o A9 QAT AAle] 29l ©

ol wzsgel 3715k wlde] 353
Aol A 2] WS Lo b
o] Aol SE T e

olAH wAE o] AEFANTT FFH
H

Nl

al = HAAE Agdtttar A
) Zo]th(Bohan, 2016; Foster, 2015; Ge &
Gretzel, 2018), 181} 243 A% o uf= B
g% A7) o BAR QEFelH 2al
22 ols) 2n|21Ee 12Es} Robxw A
Rl hash QIrh w9 wo R Qg 314
I BAE ZAZE HFEEA 2= 2 o
3t EAldo] A AE7|= 3HcH(Choi, 2021;
Park, 2020). 53] AZZANT} ANG B
A EH= &, 7)oy BiEof ofjt d3b
2= AEFAA0 A FAAH =82 =
AF = AR o]oA AEFAUA upA P
3 et AZE R ot 2uAES T o
A B HAEELE JERAME B
7 Folsls A7t Bl Eolthlee &
Song, 2016). E3F IEFAAY FH 24
S ARY o 2HAES Ao ojx] e A

i)

=

K

el

4
[N

jgr
ox T
22

o QIBSOIN FEx BA AP} 7IHEUR Ixls B

[¢]

| g A Aol $A3] B PAR =5
% 517] wholth(Hong, 2018).
AR A2 QR BRI} 7)ot B

HEZRH 544 di7hE Wil AlEe 2713

Bl ol s gk A wol
tezto] Hgiek. olefat mehe AIZReA | o
A= BAZ olol4] 7] g ME 74

HaeAd 4= ok, AR ol gt 4l A
Ao FEFE v|A= FR3 Hel 5 S
o]7] WjEo]jthLou & Yuan, 2019; Moore &
Rodgers, 2005), T3} Q1Z 24 ZEZE A
Yokt Aol Zelzo] o8 olma oS
27 Ak Y @ gebd Rolet, A
= Tl g er B4 Eso] ST At
£ 7HAE Aolgts 28R 2ASH| Wi
o]th(Blackwell, Miniard, & Engel, 2006), ¢]
o AR 1 BelHoR BHE| S1)
AIAQl WS Z=d|(Shugan, 1980), 2l

Sl B2 W 27 2 50

_llﬂ ok

Yet 4
3] kel 4 o5 daFelo] S Qrke
e 1 v BN 2Hz, S35 26
= WolA B AL AR el Al m
AL Fa% Y Aolth gheby & A ol
ER L EX PR E e
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2, O|=X{ {7
1) 7IcHEUxI012

7=
Theory)& 2:u[347} Aot B chaf 7]
oJshe RoAWE A A2k Aol 2o}
A wf LAYSH=H|(Oliver, 1980; Oliver &
DeSarbo, 1988). Cardozo(1965)°f 2J3f] AJA|H
0]% Oliver(1980)°f 93] &A= 3t
Oliver(1980)0] oJslH, an|zREo] 2|25}
L EAe AwEel BBl ozt 2ul4)
&l 2t dd 7|yt &4 ZL_-5)
o AR} %, £uAE ATl AulAS
Tl E= o]85H7] A AlFolut Aufzof digh
FAQ Be EY R AR gE FA4sta,
AEE Fole F A et A4 ATt 2
AL, ol A2k H3E A4 7))
ool 7o} 43 1 Aol %0
L ool w3 2zo] AYHCHOlver,

Q]%|0]2(Expectation Disconfirmation

1980). &, AB|A7} 7R AL 9= } 7]EH7P
Aol gt ARs- B7te] 2]
c}h Aol

(Ohver 1980).

242 EAX|(positive disconfirmation)”} &
JEaL, ol AR THES o] B o RN A&
BAe] Aot B, TulelEg s
(Engel, Blackwell, & Miniard, 1995), ¥t Al
A 4E} Jldue em Bgel B
(negative disconfirmation)7} WAYs}o] Ftuj
oE A P v B oy
(Oliver, 1980) th2 AZ& 1#sHA W=k
(Engel et al., 1995), 18|31 A= A1) 7))
Gz QA L0 B B U
(simple confirmation)2 YUE} SHAQ A
e} 7} Eth(Oliver, 1980),

Aol A 7]t d 2] e} HeEst 27] o
71t7F A2k Alake) mjx]s ke Al
Zlo] gFEol¢lth(Anderson, 1973; Olson
& Dover, 1976), 0]% ko oJLof| A 7|t)7} 4

_4

tr

-
R
1
L

B2 gk njA|= e A EdY 7E
ALE A EH, Cardozo(1965)= Ed A=
o) A Aot 284 T TR S
ageec. 1 A% Jlouc £2 2as v
o ARES T84 G ARET vslel A
2 o 7 WAGH Tk AL 919159
T}, Hempel(1977) 8] Aol A= AlEEo] 4H]
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ol o] AZoll chsl 7HEH ZIchet 4wt
A AEA AR g 2HT %
%t E3F Hyun, Lim, Jung® Jeon(2009)
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©AE At 2kt BES 2RI o
T A7t AN = th(Halstead, 1999; Oliver,
1980, 1987; Swan & Trawick, 1981),

o) % JlohelA|st BT AL ot
ofz B}ty o5 AWHEW, Stayman,
Alden¥} Smith(1992)= AAZ T AHE A
7b 2xB|AR] 7| Het EUAof| vA = S A
HEgith At A AAE AEolA xZghE
AF 540 b Alud tE 35 aHAE
22 710E 2 HAE, AE AL T A
ot we] Aol BSA EoE o B
PAH BANE Zefre Ao HalEdr
Churchill?} Surprenant(1982)2] A LoA=
WA Aol ulA ABNL B o
2 9FS MAGE aF Aok AT,
|5 Yol O AEUSE Aul2] ]
G o AR, A4 AEt 1 S
L EEEPREREEE
Ast T, E3t Cadotte, WoodruffQ} Jenkins
(1987)9] AFFollM= BT} P AEF S i
ot & AZE A e A 7Ry = A o

rl

o

ehg o 384 EYA7F YeuaL, A17E A4
7} ARk A e o 2 el
Ao Heka ek, olefat ATt 7]
Wb esE nAd B
o Wls A3t B24E FHA BUH7H et
U o 27 MR S1E 97 AnE 5
A F1 YtH(Churchill & Surprenant,
1982). &, 7Ide ELAE Sl W= 14
o7 osks u|z B oolg} A YPF o g
= MAls Aoz 4 4= Uk(Oliver &
DeSarbo, 1988; Tse & Wilton, 1988),
SAAE Sk Best] thopt
A7 A=At Yoond}t Park(2003)2 7]
o, Aak, AsAF Aol tieh Tkt A=t o
Eof Ao ol ZHlEdA 9 AvE v}
Atk 1 A AFAE AT AR A
ANRAA7E AL A3} Ao Tl
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Choi, 2014). E3} Yi®} Jun(2020)& A4 1t]
o] JIZFAA || thgt ofjzto] Fel= F4of of
ot 2u]ke] 7|glE Eelths A s A4
sttt &, ASFAA A et ofzto] &4
= JAZ2AA7} fAe] ZR2E AFT A

N
u)
e
e,
Ry
- o)
i
ot
N
(i
re
-
r

N
=
o
A

“(Oliver, 1980)¢}

A E 717 He

o,
)
N

He e

Mo g

o i
rE oox
o« 2
ox e
2
ol

H A
(Churchill & Surprenant, 1982)2 ZZ} t}&
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2o} pste] o g We & Wask Uk w
o B A7L 7R U ES Erjz A%
FA FelZo] ofg B3 179 GFAL 3
Fokat Bk, ol 913 QBN el xo]
Ao @R mA ) 2ulAEe A3 A 7]
got A F A2HE vlmsto] 2u49] WLl
e FAHOR Avr A dtt

wo] AH EASE A2 FouA 79 o]
S AE Eb HAS Fuo| AFHOT B
T glom, AEFAN FRIEE 7|4 Al
She HAls ZEnA o4 e Wil

1 9)tDhanesh & Duthler, 2019; Oh & Sung,
2019; Ryu & Han, 2021, Tapinfluence,
2017). B8] FRL9E <18 t]AQ vjrje] o]

124 20547 The Korean Journal of Advertising

gt QZRAA ZE = 0] &A1Y 70%= AEF
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AMZ Qs Be AU MEA &A=

53.3%3 714 7] Uehie theow
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I FAAHRL AR @A Qe 2=
48,5%, ‘Apzlolut T tel delert 43 2
Hl=7} 28,8%% UL o]2dt Aube A&
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£+ A& BoETHDMC Media, 2020).
Y olZ2olx ZEl=v} Fasdo] uf

1A 584 e 524

i W

= L. .
S
FERECTR

_

El =%
el JEE ALstaa g a2y 7)ol

wu r 1o
e

2019; Stubb & Colliander, 2019; Wojdynski
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ok
o
o
K1

AL FHA AEFAA wAE Aol 2G4
Ql P vA} ols FHlxo] YA 9=
£ FZ4A71E Zrl=0] i3k Alg/do] rad
Vo] ATtk @F ATEE FAIE 4 et
(Yoo & Hwang, 2020), E3F E4 4H] FFo]
ZIeholl WA A ek wf AR RAFA 237t
cvlapel gRE oplelsly] EeR A
4= AUTH(Yi, 2000). &, &H[AFES AEFAA
o) B BAEE A Aol AR 24
o ohvlet 71¢19] ZAH WAl l o Aolen

A4st7] wlge] Ajdew Aws e
(Lee & Koo, 2012; Lu, Chang, & Chang,
2014; Yoo & Hwang, 2020). ©|2 Q3] Q&7
oMol BdlzE H5YL 9 HIL, QE7
A7F ZRIZ A ATt AlFolut B e

o MBEE 7tash B, 23 2uA) Q)

71& Aol ofst, ARAEE AUAA A

QA W, SS9t THE AR, s1gdet B

o QIBSOIN FEx BA AP} 7IHEUR Ixls B

Reijmersdal, & Neijens, 2014; Campbell &
Kirmani, 2000; Choi, Cheong, & Lee, 2018).
SHAEE AEFAA7E Fd2o)H B4 A
9 =283 a8E BTG A
AAE BIHSHA AAE o EHE
Al Eek, 223l o] = FarE Aol Hiet Bk,
HHE B 2|5 Fufjofieof Bl 9%
£ 1| XA EtH(Boerman et al., 2014; Byeon
& Shim, 2016; Kelly, Kerr, & Drennan, 2010),
Rt ofy e} AEFAMZE F3ba WAL AES
FARTIL QA5 o] 59 EE ofy &
dze] A7 o|detA] HrkHa et al.,
2019). ol= aH|AEo] Sy 27 Hiks
Hokth= AME S A B Edlxo] g7 JE
o] Aol disl o Hetthe Aet FUe 2
Tto]tHLu et al., 2014), Jang(2020)2] At
HE HE| QBReIx THlzo] Y2t EA} 9]
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A FE 27} ojwFAe] wet Aot gerd 4
itk 2, QERMZ} A4S Yl A
2 EOE WHE A 2REA FL 7]Yolt
1=

%
jg

SEEREE R
T AAF A3 el et

QEFAMN | o] Fujgel uke v
20| AlFolu AulAE AdEshe 2ol A

AZReIM 9] oddto] Zad|N T Yk, 2w}
o Qo)A RpAle) AR )AL Hst
1E2oIA ] HHE o AFely] ol
& Duthler, 2019; Sudha & Sheena,

WS FtHEvans et al., 2017; Ge & Gretzel,
2018; Ramadan, 2017; Sudha & Sheena,
2017), T3k 28|27 2elzo] 3] FHE o
2 QAT RS BEo=H Aul%e B
= 5o 9%E vE 4 Ath(Dhanesh &
Duthler, 2019; Oh & Sung, 2019; Tapinfluence,
2017). MRS 7oy HiEe] HHE
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= T+ al Tl_E

L ws] olSol AlARE 2H2 ol ofn]
£ Adrt

S5 4SS BRI ZU2E Ho
71 A, Aol A o] B4 B FH|2EA
So ApgsrA Bazd E FRE BRS
Edz 7dE 4. 29a Fd= A
T L7 A 43 AL S S v

olgh= Bl A8k "o th(Blackwell
et al., 2006). w2bA 7|th= =] it H7t
7EoE o3 s Ao] ot Agrsel
Azt ol FEEE FaME Fasi)
(Lim, 2007),

H¥(reputation)> A of| A FA7HA] ojH
AR e AbEoll TRt 2ol oA (Fombrun,
1996, Han et al,, 2020, Rayner, 2003; Tucker
& Melewar, 2005)& Wittt o3 7|7t A
TEE GEHI FAA Q1 H7HBalmer 1997)
ZA, T FHE o717 SRS o ¢
27 982 gttH(Fombrun, 1996; Han, Lee,
& Moon, 2007, Rayner, 2003; Ryu & Han
2021; Tucker & Melewar, 2005), ©]&|gF 4

=]

oA F QAEFANS Sl etk o] F

HY QISFM ZH= T TXPt 7ch=dR|ol DXl Fe

= l

g8t 5 9, ABFeAA ] Hhat aulxol
7\ei7k Aaket AXE Aolebs Aulahe] Al
o] ¥jutetes] ujolch. ole] ABRANE &
HAE oA 7] ol4be] ATHE ATToEH

aEASEEE S Y4t SIS Fr
3

Ao RN B ek 4 ol a22|a 9
ST BH2 HA] AFE B AEs, B
HE E= 7|0l it FHo= Hdold 4= 3l
ot A= ol AN FHH R 5
AFE B BHE o2 ZAAL AlFolu Bl
off tiet &njAte] B, ol T2jal S4
=5 FAame] ¥ vAA Erh(Han et

al., 2020; Lim, 2007; Ryu, 2021).

Aol ofsti, TolHel ke Foje)
T (Barone, Miyazaki, & Taylor, 2000; Kang,
Song, & Jeon, 2013), I WEA = (Kang & Park,
2011; Lee, Kim, & Han, 2015; Nguyen & LeBlanc,
2001), B = o|u]X|(Gotsi & Wilson, 2001)
of 34 JFS vAE Ao e,
LaffertyT} Goldsmith(1999)= % o]A 2l 7]9]
wgtol WY oA Bt okiet 71919l A
FolLp Aulzol] tEt FuuES A7
Z5FA T Nguyend} LeBlanc(2001)L 7|
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2 2nE AL, ) AT
A 1% Hre oIl Ak Lol
Sawe] A G VAL AoE Lt
Fth(Lee et al,, 2015),

ol 9 7= LA eF Hestoi A=
sruj 2 glek, Aol olska, 4Bl o

4715 80] BEsAL 1 7] %o0] Yats
SLowl AwlAhs HHh 2 94 Thajo] O
Stof 2152 BESHT SIS A0 ek
C}(Bearden & Shimp, 1982; Hisrich, Dornoff,
& Kernan, 1972), &, HTo| =rl= AL AH|
AL S| §E ] Bol T AR
ohlet H2E AHolETtt Zmolx Aujzol
elol] 291 0= 8o, njeb B &
o 2B|ARe] 7|7} obA]7] wiZel ALzt
2= E3F oA Hrh(Yi, 1993). Andersoni}
Sullivan(1993)-2 7| oy} 7|, 14 W=
Abole] BAE Sttt I A 71YGlA

=2 BA o EA7} BAslae ), FAA
Q) Hito] F&Eo] Qo FA} Lol 2
A0] 7|he} e o5 A e AoR
vetde, 719 Bkt 7 g, 1 g
I FAEY BAE A AFAE 7]l
A AlEst= Auj 2o s 2u)R7F FA 0l
7S PAEH 17 ukzo] ZA A0l QIS
A= Ao et & S84 Hue 7]

1 s T4 S Hel] e
7] wiol} 5457} S0l Ik Abd—Fl-Salam,
Shawky, & El-Nahas, 2013). E3} g|o]g]Ho]
2 3] A]AE(Data Base Management Systemn)

off !k ko] &ufA} 7ot Ao vjA=

128 5047 The Korean Journal of Advertising

Ooﬂ Sk
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o

AFHE AL QIth(Moon, Lee, Kim,

Aktas, Tsohou, & Choi, 2015), 9+ 21},

olgHo] X ] AT Hyko] ¢ AlAH] A

$249] ANefel FHH G2
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AelA 714 3
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ot QISROUY EEX BE IAP} 7 IHEURIOf 0lxls HE

th((Figure 3)).

2 Aol ARE AF A=Eo] & A E
A=A gelstr] f1sf 20t 50th71A] A
HE 10984 F 408S ddem gz axjof
g 1A RS ZAsHeh. 1 A FAH
o7 {om|gk Zpol7t Q= Aow uEhgTh
({Table 1),

Figure 3. Experimental stimulus
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Table 1. Manipulation check of Experimental Variables

Variable N M SD t yol
St x| 2 40 258 1.03
= = 464 000
Srt x| 2 40 218 1.07

3) A7ohay

B QTE §RE ABRAN ZUEE off

3 £ Aol Qi 20¢0]4 500)% HAroR

SHelh, olt MR B QBRI FHI
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Esz} 715— N £7) o3 52 shalaigr), ol

AT

A7IAE £ 46002 2a8k0] RAE E3
)\-lﬂo] Z]BHE]OJ]‘JF ___El—x]‘«] /v]l:ﬂ u]%.g_ LP/H
oA Z+zF 50%0]™, 200l 28%, 30tH 28%, 40t
24%, 500) 20%32 LERdTh, Aol Rt Al
NEAIARA H/71% SRR 2 U 715
)0] 246%4(53.5%) 0.2 714 Wty A
B, oA, WEel, SAX, UL, ok
) 449(9.6%), SHY(HIH/ DA 41
(8.9%), FQIF3 387(8,3%), THof/ A H] A(
Y/ ML= -5) 2878(6.1%), A (7144
Sl 5w ol FFE 5 27
(5.9%), AE4 2274 (4.8%), 7|E} 147H(3.0%)
o2 Vet e e it E¢ 330
(71,7%), 155k &% 8574 (18.5%), e

447(9,8%) 0.2 pehtey,
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Hl= R IAPL 7 |IoHEEXR(0f 0kl FEf

W2 5] A QBTN EBRlxe] g 2 Aoln SEHOR ARUA MR 5 67
ARA A OR AT 2t QBRN YRS ETFSL gom JFYL BRY £
FUZE B 5 dojdl AWE A B 7EA A

& 7|dEYA = LA AE B AHAE a3 1742
FH(ARE) R Fofl =7l ZIHiek A12hE Aot ARLE oHA qar sk, YA H=

of Zpolo] thet F@A FFE Bkt = WAL’ F ) FROE ARALS 4]
Zlejeh AT oloh fARE AR AT(Kim, oo ek AEA|40] Glet, ‘A7] HopolA

2019; Sun & Kim, 2014)8 M} £ @] Flod 5L 23m Uk 5 ) gHoR

ur SRS 24Ee Baae g pAHY

AR AT, Ao Telx] s o) Wi1o] Al 24 Ast w07 ooz

Sk, ERAL WO HAES AR, CE et 23R gk Aol AFHU,

o5t = go] Hrk’ 67 gon] 74 Az 4. o3 Za}
273kt Eh 7| EUR] e A S
| A7k el 7o Aol2 Zgsk o 1) A7 74E H
73 =g ARSI
JAETIN B LHAT} Q1ERAN ) (1) A=7Hd 19 25 Za
chorst 2%, Bl 9 ojn] Ao fha 2t (ATZAH DS B3k TAo] W AH AT}
2l wtolgka AHolsioltt, EAHYE 7|E NH 3 2po|2 AZsH= Aotk FH 114 &
AHRyu & Han, 20202} 3 47F 8270 & Ro) wp2 Yok 2} Ho|F Awiny) 913 £
g AR 78 HAwe 245tk ) R R A2 ARkt
< AFUAlelAd 59, dFE, A, A2A 1 Au} F2 140 wle} olZ 2014 Felzo]
ot} AFUA oA sl AFo|L; HAHE oigk A A 7ul(e = 472, p = .000), Q1==0]
o tist AEE PaelA & Ageict’, H=F A Zelzo| vt A1 T ATt = 7.54, p =
Table 2. The results of Independent t—test
Variable N M SD t p
_ No 230 513 066
Expectations 472 010
Yes 230 481 077
) No 230 552 0.72
Perceived performance 754 009
Yes 230 497 0.86
! ! o No 230 093 0.33
Expectation Disconfirmation -5.50 .000
Yes 230 1.14 047
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009), AEFAA Fe=of thigt 7L A Macro Model 15 &3f A8ttt 492 Al
— 550, p = 000E REUIT HoIT MY, W] B, HMAG 2UUSE BT S
FA Al 8L (Table 2y} 7t (mean centering)d}$al 0|5 A ZHL-ZFS- Al
A A7} fle FHEE XA SHAE =t gssAd 2AE gkl

(M = 513, SD = 0.66) FxF 127} Q= 26l HA JEFAA ZH= 3 1A JAEF
25 ARt SHAHM = 4.81, SD = 0.77)Et} AA Eelzof it 7] BAA AEFA
A7 A Z1eoll et Batgkol A UEbkT A B 2AaNE BASHI 74 23,
A7 & Ao |3 A7t gle 2HEE b Ao} P FoA-gae] 2davrt
At A =(M = 5,52, SD = 0.72) @+ UERA] ghQtthy = -.07, p = .155). E3t
AAZE Sl FHEE AARE SHEHAWM = 95% A=t A Al (Upper limit
4,917, SD = 0.86) %t} Batgko] &=A Uekith ULCD#} 2| 2A|4=gh(Lower limit, LLCI) W]
EH G AL gl FHEE AT SEA 00] Z3HEo] glof AEFUA FH= HZF 1
KM = 0.93, SD = 0.33) FZF LA} = A7} 7ol m A= o] AEFAA FHo
TH=E ARG SHAHM = 1,14, SD = 0.47) of3 TAEA %= Az YeRTh whebA
£ HlasE o, ZdELAl= #on] gt Zpo ASFAA Ho] JAEFUA Zdl= HzF 1
7F Yk o5 Fell 71d, A, ZdEdA Aot 71t o] BAS 24T Aolehs (A77H
B SEHAE @3 A7 gle EHEE AL 2-1 71Z4= AtH((Table 3)).

S Y vl ol Bttt AS 4 5 QU tels Ol%:‘?'«od/ﬂ ZH= ?EX} 3’—7‘]9} el

Hah B Age] (AT b 1-1), (ATl =2
1-2), (AT 1-9 L BE A=, F914 B é@ ok s, 1 2
d2 wAs Bme 4B g 2YEIL
(2) AF7Hd 29| HZ A UeRdthe = -.23, p=.002). &3t 95% A1
(AR DL ZEold Zelx Fxk ;1 o)Al ZdAISFHUpper limit, ULCD¥ &
2|9} =R AA Eel=of it 71d, Alxt, 7] 2AZE(Lower limit, LLCI) o 00] Z35]
EUA 9 BAA AEFUA Hakel 24 A groH FAHORE Fou|siral Hetgict
52 A2l Aot o] SPSS Process %, AEFAA ez JzE 1x]7} AJato] u]
Table 3. Moderating effect of Influencer’s Reputation

Variable V4 SE o) LLCI uLcl

Sponsorship notice(A) —-06 04 —1.50 —14 02

Influencer’ s Reputation(B) 75 03 2996 70 80

AB =07 05 —1.43 —-17 .03

5 (.001, R? = 69, F = 332.36
Z Boot LLCI: Bootstrapping ZFE&E110] 95% ARt L Eladdlegt Boot ULCH: Bootsirapping ZFE&E110| 95% ARt LY E[CHARZH
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Table 4. Moderating effect of Influencer’s Reputation

o QIBSOIN FEx BA AP} 7IHEUR Ixls B

Variable V4 SE #o) LLCI ULCl
Sponsorship notice(A) -34 06 570" -45 -22
Influencer’ s Reputation(B) 65 04 1737 57 72
A'B -23 07 306" -37 -08

% (01, ™ 001, R* = 47, F = 13222

Z= Boot LLCI: Bootsirapping ZFE&E119] 95% A=zt L EAAIRZE Boot ULCI: Bootstrapping ZFEEI0] 95% A2zt L ZIChAIRZ,

Table 5. Moderating effect of Influencer’s Reputation

Variable Vi SE o) LLCI ULCI
Sponsorship natice(A) 22 04 554" 14 .29
Influencer’ s Reputation(B) 02 02 75 -03 07
AB 08 05 1.56 -02 A7

5 (.001, R = 07, F = 11.36
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ZHAN7F A 8tk = .08, p = .121),
T3 95% ALl A AT AIG=3H(Upper limit,
ULCI) ¥} Z|aA 44k (Lower limit, LLCI) W]

0o] ZZte]o] gl AR I F, 2l
ZFAA ZHl= g 127} Vg E °‘?<l°ﬂ o]
A= o] AEFAA Haol| ol S = A
e AR Uehylth whebA] JIEFAA
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of HAE =4 Aojgh= AF7HE 2-3)&
712 =] QI ((Table 5)).

2~ Boot LLCI: Bootsirapping 7Hg=e] 95% AZi7h L At Boot ULCI: Booistrapping 7 RE&MO| 95% A=t L Z(ChAkea

FRUHIZ AHE 487 AAto] HHA ¢l
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thofsl A E7p o]0zl 9o (Hong &

Back, 2016; Kim, 2015; Na, 2015), 0|2 Q1<
EOJHQP ZH]2}9] 3’&74] HolA AHE A
OFA 7R HE3
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|nﬂuencer marketing is drawing attention as untact consumption spreads
due to the influence of COVID-19. Influencers share a variety of

information through their content, and the range of influencer content is diverse, such as
beauty, fashion, games, and mukbang. In particular, mukbang content has established
itself as a popular content on overseas platforms as stable influencer content. However,
as influencer content overheated, the issue of trust in influencers was raised along with
controversy over commercial content. In addition, as social problems caused by mukbang
content are emerging, the problem of content side effects is also pointed out. Therefore,
this study intends to examine the commercial aspect of influencer contents, that is, the
influence of the mukbang influencer content's sponsorship notice. It was found that
expectations and performance were higher when the influencer content sponsorship
notice was not given, and the discrepancy in expectations showed a significant difference
according to the sponsorship notice. In addition, the moderating effect of influencer's
reputation was not verified in the relationship between influencer content sponsorship
notice, expectation, and expectation inconsistency. However, in the relationship between
influencer content sponsorship notice and performance, the moderating effect of
influencer’s reputation was found to be statistically significant.

Keywords: Sponsorship Notification, Influencer’s Reputation, Expectations, Perceived performance,
Expectation Disconfirmation
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