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The Effects of Idol Human Brand’s Characteristics on Consumer’s Idol Human Brand
Attachment, Desire to Imitate, Desire to Identify, and Purchase Intention

Jiyoung Hwang and Minjung Park’
Dept. of Fashion Industry, Ewha Womans University; Seoul, Korea

Abstract: The popularity of K-pop, the development of diverse media and communications, and rapid globalization are
increasing consumers' attachment to celebrities. These celebrities, called “Human brand”, have a growing impact on con-
sumers. However, research on idol celebrities has been conducted mainly on teenagers. Furthermore, there are limits to
the studies on consumers' attachment to idol celebrities who do not advertise specific products and intention to purchase
products which are not advertised but related to the idol human brand. Therefore, this study has been conducted on 301
out of 400 adult women in their twenties to forties in Korea to examine the relationship between the characteristics of
the idol human brand, attachment to the idol human brand, desire to imitate the idol human brand, desire to identify with
the idol human brand and its fandom community, and the effect on purchase intention. For the statistical analysis, SPSS
and AMOS were used. The study found that the characteristics of the idol human brand which are trust, professionality,
social attractiveness, and physical attractiveness positively influenced attachment to the idol human brand. The attach-
ment to the idol human brand positively affected the imitation desire toward the idol human brand, and the identification
desire with the idol human brand, and to identify with its fandom community. Additionally, the desire to imitate and to
identify with the idol human brand and its fandom community positively affected the intention. Furthermore, the rela-
tionships between all variables were found to have a significant mediating effect.
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Kang, 2018). & ©]’¢ #rie] §le ©<ed] JIA=I} e
Aeflloly ¥ = Ap, = AFS Fashs Rdo] ojd &
o Alge] Al AL wow AuzlEo] ZAYERE i
Azt Sl 2H9)e] mHAIR A xHdolx] E3he] efm|e} ol
2718 7R Agsta A FHs 2187, S93 sds)

2 Tollle ABlA 7|ae o 9] Sy wet o5

Z28A T3 ART JtKKim et al., 2010; Lee, 2015a).
FrElel 987 FaXo] AxEAlE BTkl A2t

A @7 Hax, B3] =9 7k, vl gk ofto] A
He ol tig A= A9 gle AA-olthKim, 2012a). &
Abol shte] E%Eﬂ g Q7] wiel] Hlse] |
285 Mdolzt el FdFE e
38l el (Keller, 2008; Thomson, 2006)21 FHHa
(human brand)ol] A3 AF= FE AFS Fs= A
E A&=A(endorsen)EA] FHEME F F3 7FUA A
o] el 2 gE AFEC] FE olFL UNSH (Dean
& Biswas, 2001), Uo7} 0|58 #x mdz 71&s9e u)
MR AF ) e mX= YIS FAHCE AFHA
S ¥o]tiKim, 2013; Kwon et al, 2009; Lee et al., 2014).
LS ololEd} AHE MYATELS el (Houran et al,
2005; Lee et al., 2014), G (fandom)ol] &3+ H&-2 544
o F U5 (Leets et al,, 1995), 2] olo]Eo]] &3t A8
AFEH ololEY IS WEE PFol A3 AFES FE
7ol AAIE gl A7 FadS e R Ja= T
(Choi, 2012; Lee, 2008; Yang, 2012). ZZX]9} Jung and Lee
2009yl W= 1990'AtHol Hlal] 2000t FHF o] A<l
WEe] ofolE ;MY Fert Frketar Advkal sk om,
(2020a)= olelE MY T8 FAHo] 3 Fadez
Hold ooddleles g Zdldle vkt w3l AEe
st AAete] 2ZHE e F Y AR sl of
< Folsl= FA7E =l BAl F71stal ok skt
olo]E2 Hzol 5Ugk FE= onR7t B4
BAH=R 7eso] A 4 A o5 s AE
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2 289 & Yl Feslthn Basich, e ¥ A7
= ololE FHHAS et e A8 aclo] o B4
o ofdl Jee v|xEA] Slst, ool Me] HeH 54
9l W 879} FAX] 575 AR ojolE FURACI}
a5 g AEe] ol e} olwe WAL YEAE A
How QolnnA )
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2.1. ojo|& FHEMES| JiH2} |

Thomson(2006)> Ao 2 FHEHN= ta] shed H2
2 sigen Algel shiel SYE BAEs}E & glor o)
o AF, ALEA B Q7] 55 e Bkl ApEstd

JaFHe Ad fHelor FHHANTE Holsirt. AL
9] I TuE EYUoA N2 TS Axse &
Az ARl A JgE e PABRe LEkstary 2 X7

% ah=dl(Schlecht, 2003), #HAIE FAFUA A =22 o)
ol He b 4Rl AlPE dEoH tiFe] 71 7Rk
2 3= 8 el ARJAL X2 2E FoR O s
H3]71= $HHKim et al, 2007; Park et al., 2010; Thomson,
2006).

ole]F9] 7]&AQl oul= AHG)H AT o=,
Kim(2011)2] ol M2 k= ofol&e] 749 = oy A
o 1A AEF SA4 A2ES Ed) 93 A7 Be zE)
7IRE BYste] TE FEolga & & St} of
o]EL Alsolvt A, i A9 e AAF YRt A
EolA LR AV A= AFFe]7] wiiZol(Cheung & Yue,
2000), AEHoz #A2)H F59 (celebrity)e] EAS 7}§2Eh
g 4= 9lom a¥rld Bil=g 7gsieid 4 Qltia HAs)
St} (Thomson, 2006).
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FHEA=E= U5 AAE Hon & JIFHS 7= &
AR o]E2 &LHAFES] Aol Es o]l IS s
Hofmann et al.(2021)°] W2H Fd HH=E HAgHoz 3

PE B ololE AL Y S
T S, FeEAse) 4l 2
He 2AE Asshed glold G3A FRoR B4Eol
T} GES Foli, AF e BAEE 435 dl B3-S
Z Wy opje} Belssle] @A P W BAE WM
& g mA )lE]-(Hoﬁher & Cantor 1991; Kim & Lee,
2019; Wei & Lu 2013). Seo(2018)¢} Lee and Youn(2006)
FHBUSS} ololBe] SHe Aoz A4, A4, vl
Hyow d9Enty St He B dveds HadT
ol 2A3e] olols FHHALS] B4 Ve, ARA, v
go 2 R

AL el BAA, 1< @ AL Agsla ok
= AXe FEE JPB=TKTripp et al, 1994; Wang & Kim,
2020). AFAL AHRFEC] FHBHE=Y dis) »7)= 7433
oA 3AAA IS A= FEo|th(Ahn & Lee,
2010; Basil, 1996). AFA4-2 2Ele] HEH A|Foly Hil=
9} g x]n AF W 7% 3 T §HolSe] B
o7 2Rle] & OMW Aprlo] 7HA= AT A4, 2 H

= 5ol sl h%lxlt mje] 7pxol] A3 FEo|th(Erdogan,
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, M1 AHRE 2B AEAS A AAERE ZEl O
AR ofF o] EolRitkal & 45 rh(Hovland et
., 1953). miEAS B tiidel digh Aol eizel &gk 7Y
LLE 2R F EF&E% Fos AAFomL HEAe
2 wle UHEH 5 9u|gtk(Kim et al, 2016; Ohanian,
1990). < E0 mige] 84E Fl AT =gHE Ao
ofe} miE A<l *Jﬂ]@r % Ef};fz o} 715 z12t o)

= o N

E]r°b)r VLOOPIW exdy 2 EH% Pé‘ﬂﬂt
e} oAl thste] 7] 1 } ] o —‘E AREE 71ER olg E
2 Aoe ddsA vi== T8 o]th(Hakim, 2010). Kim
and Jun(2016) wjolt 9159} AHE 2k ozt s
P dET olgeA) ol EAwe ae] sl mrars

AtgEdl Welide 33s =714 EB3vkal sl A
HAe o2y ujE Al A=y IS AAE S on)
3 ole U AlgE wdE o) 2= o|RoX|= FaT
WA o|tH(Caballero & Solomon, 1984; Ohanian, 1990). Ahn
and Lee(2010)= &H]A7}F 2<E} Bz thsf 7] A1A14
vige] Araly ohw el the) Azkeks A AuiE o)
e ST el ARt B
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djzte 17to] o] Wed 878 WEAoR FEA
S ol ool ERE UelR, fiole) olelrt 4
A =AE A foitelas g elfthDollad &

Miller, 1950). o}e} Skexjole] BAOY FAEE= 744 &
OIAIR] o2k ARSA AAE sk Fag Jideltt.
o Alde] ofj2e RRE o R P = ofFto] FgH
o A AE wlis AEA &

Zho] FAE i EElEY] S de EibE =AYk &
oF Ao FRE HiR ?_g"é% OHi]'% 7g3A Zlq o
g, s EL % =

(Bowlby, 1969), F&t FAHLEL] A9 am OHZL(PaXton &
Moody, 2003), A< #A12] o2 (Collins & Read, 1990),
HAA] thgk ofZ(Kim et al., 2010; Thomson, 2006)s T
01:6‘]— o] 7}4}71];,,] §]—7<1—o] 7}-—-—5}.\31 OHZLO] 6:] % ];H/\]-oﬂ \:H
siis sl AL A3 7] tykal A S5 7
HTHKim et al., 2016).
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HBA=ote] siQle] E3p FAE foje] A=
2 A& 4= 2 (Bowlby, 1969; Thomson et al., 2005), 7l
R19] &40l FmabA FFE AV o) dstE A olels
of thet Fek e B ofFT 22 e HoEE AnEn
(Cheah et al., 2019). Kim and Lee(2019)= &+ thidoll théh
87 ofze] Aee g AR 2 tidEe] dsAhg 498

NEFha shgliel # NN B oA ekl A
e 2 dpgell disl B BYst, o s, BAske 4%
& vEhdtky sjglnh, auAEe AUECA Be FPHE
YAHE Ael9l, 2E2 2e}, FAQ, 7199 3t e Fwl
Haﬂtoﬂ Xq/ﬁ?(q__i Eo]o}l ;q_/\],,]_ ﬁ‘u—]l:laﬂj_:_%. %%_U\] 3}

o] 7ZFGZAQl dA o} oo HAS ‘;ﬂl“:r/}(Obs White,
2005; Thomson, 2006). 5, &H|2S] olo]E FHBME of 2t
& 250 olelE& Fet sHl<K(worshipper)7} =37, 0}01%94
wE wst, S0 A} 2L oloEY) A AFS

s A% FSHES olrie F 954 Y5 6}
THPark & Lee, 2016; Raviv et al, 1996; Wang et al., 2009).

FHHd=o) oﬁﬂoﬂ PFEE 7)E AFELS FuHdse] o
Tg: h—_o]‘— k]zsg o= —,—E o E%Eg] E,—/"joﬂ %@% “?‘

A FBA=o OM—E— 3l Jehke &RiRke] whgolge
Aol FE319tHJeong & Lee, 2016; Ki et al., 2020).

3. AlElH HAe ol2
AZE JlRle] 7HAAL e AHAAA G AJLlo] ofE ok
of &= & W A F Us AREEAG oa) AE A
oI5 wth(Ashforth & Mael, 1989; Tajfel & Turner, 1985),
AREA BAZE Abgo]l FE AR Ag BAsAY 2

28 FU3 ALEA HFe] gdoE B s JHERI AL
37 HFo| &Itk A AASE AL (Stryker, 1980), &
Ebolgta 8T F e AA FAEE 7KL olF A
3] 98l =8shs AEL skt ol AEE FEAe] F%
< W Aojga & '}r: ‘D‘r Ahn et al.(2012)& = g5

Q_/\g zl—cq;\% =140 £3}3]

4, AUzt sow *Euaa}oir:} oli= thA] i, ofolEL ol
ofolgolehs shtel FEREE 7}
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A3 29 ASA H3L, o)50] B AYE A5 Abae)

BE 2900 JHL Fe AR T W] Ho) AgET
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So(2005y= Tudor(1974)7} =Efel A9 AAE Ul 7HA
FHOE o] Arsisied] S 2] 7ol Wolzt
Il sjAsle] 2Ete} el AAIE HESkL J‘H"] A=A B4
etsigivt. A WAl 5442 7P SFeiAw, dvkE o= veht
= 319 2434 Z13Hemotional affinity)o]™, & WA SA41
Ho] 2RE 2ERe} FAS A 22 Q& Xzt A7}
& o dojub= A7) FYA(self-identification)e] 77g, Al W
A 42 W] o]l RARXM ZEPL AEse B9
(imitation), WFA2F 53 2ElY] 9} %S kel A
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Fopsle ZEll] E¢dste]l AL st BEL
Folsle Wt FLAELA o, 2B S 378
2 AAE ZoR 40 B B o e ol
= T ARE S ve BEHY 7
go1 @E}(Choung, 2010; Fiske, 1992). o}o|& 2:E}o}e)
ZoA] NS WH F= ALSE AHF AL (para-social) BAI7F AH
ks He F28 vl 9om(Kim, 2005), H Feke] A
Aol 54T 2kl AEo] 7] wiEel ARSlA A
A A Aol Fa3 BEo] E 4= QokKim, 2011).
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of gt E‘%}%E%% S0l AFH 07 FgEo] YR #
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e S Hole FadES A ok He =158 AL
=t ol& Aol FE59kE g sl e AR siaE]
= gH(Jang & Park, 2003). HAdel| =gt== Aol oY

o] Al 9A] ARlo] Folshe FHHAES] dAFUARS
ol &S 7K 259 Bl wE Azhe Mgkel | sh
A 25| B was)E Sk stk Ahn & Lee, 2014).
Ko and Kwak(2011)o]] 2% §H95e 58 2257
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Aol ts] 2HelES Hole AL ae3e] sUXE &
¢ 19w
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Ftofolely S o ) EF— TS GA T
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‘ERlgoA HIRE frafololth(“Meaning of Son minsoo”,
2020). o] @olE Frke] P met s EEThERE B
S=2 ARgEo] BRIOIG 7l olelE A9l 4HIE wet 5t
= AR 22 9 35S Seke Aol Yot ke
B wep Fafgh ofoldl g <ERIgeEolEtal XA THk(Yoo,
2020). Ha and Han(2011)®] Al w2® frglel] gk #
Ao} ofgo] &= milsld e =R wlg =ral 5k
BA=T A Aol mXe GFL I o159
037'%}?4—8— e 2k gFel F3kEs Zlo] ofE}t AnjelM =
T2 Ave] FEE Jepr] wZe]thKim, 2010).
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2471 ARRle He
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é-?_*]r Azt sk A {174
71824 &2kl & 4 Ut} Escalas and Bettman(2005)0]
oJatd ERIOA Ex3h= o= 7HiRlel Hdo| Adstarat
she &5 7Nk = shal kel AAAS -] el
2l B o AR ApAlo] &gk ko] Aot 1 et
< A FEAFO N AR A % Elske Al
SIATh AlSlE] e Eotolla] A2k B A (identification)
Mad-e 2&A s AdAskE TYX4 301‘4’ &0 R Ao
= ARle]l MFAE =7e gy &
e 3 st A AAE A AdsEE AR
7] Axo|ty(Bhattacharya et al., 1955; Lee, 2015a). %3t
Byeon(2012)€— ZBRIEo] B4 pH)\]-oﬂ sl 7 ZF 2l ofzto)
v A ARl QARE =710 ERU iFsE A A 5
oetriar Aehgh & o)y %7]*5 siE JHE FHEAE
TYAE AHsiaT

AofQlol} ololE e A= 574 /‘}ﬁ E3F oA
wEA g gF, &, 7XH 58 dEshe el AU B
7] el AREE2 AR e Aol TE AdRlE 53l
A A Fletz) stER ol5S I FUAY &4t
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4714 "rhRubin & Windahl, 1986). t|tjojol] &5 = X~
Bl AHldAE 2] fiioln Alols ARsFE i
7155 A¥E Bk oll2H(Kim, 2020c), <= W TES

= S &

dol Adzle] T, 223 SNSE ol tirel Yug do
™ iu]g} %sg om §]—/\]-o].7] 1:|;H_r_oﬂ 2E}o} 1257 L]' =9
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e ]/\]7} %E}(Dlng & Nam, 2020). F—‘?ﬂ‘j‘?ﬂ
ARlo] ANGA Qe i AL PolA/1E vk 87
2ol e AR A dadel] digh vhg-2 oJn]alr] wjie
Hge] A0 Rolm a5 HsE AP RS HS
3L Sk(Fournier, 1998). ZElE FIAISh= S+ 711%<l
FUNE ve s FANahe el e} ARle] Lk &
&7tolu} o Fte] Frert v 4 QA THKim, 2020c), ZEle]
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2.6. Ol0|5 §HEME M FFLIE| SUA| 27
W (fandom)S “fanatic(FFH 22 FF3lthys}t HuAl-
dom(Feh) Zget Tol2 A= 54 diddel disl Azl &=
FE Hole AEZA W d4% 9nsld o, Shen and
Kim(2018)°ll w29 ZEh} tis-3} Fel=9] &3} a4 =
L o]2 gHF o7 Zolsl= AFS oum|dit) F eeney(2004)
= o gidel tisl oS IS =¥, 2 oid 3
E s S8H = Hert A 1%@1 Eipi= 01
o R Ay ARUEE ZEet TRE FUAE HES
el FEAR 758KSoukup, 2006). Han(2017)
FRHA= thate] =g ofFg 7 AREES
27} %Zé% 8] Q8 sEAE W oE ARE &
s gk ofmlelA ;Y ARYEIE ARilo] $74
o2 o7l S AAE] 8 T AREER] Jelrt A
32hge] FzkolH WES F8 &F TR AHFES Ak
B3 whs Bl A ZAEES 7= FEAIRL s,
H oherst ARE vEa ER1sh
ZERe} FAE FEShe W] Fo|thBrodie & Hollebeek,
2011; Lee, 2005).

ERIEC] AAeh= ZElgte S HRE 93] AE°] &
Ao T sl EAjshs A ﬂTrL]E]Q]r A ARYEE
Tehs WES 7t Wl= FH BT it ool v
23 7Ps5A00] ETHKim, 2020c; Théberge, 2005). WY 71 H
YElolN =7le AelFel 9z el dad &5 3
ARl HEE Hola, ARFUE Foddz FEFS HIZITHChoi,
2013). B&e] ZRIE] FH3FE thE *P*EJ% xpaslslal 4l
o] k= Fa% §4E /e WY U ARle] Folsle
Qe YA sk A 7}Xl7l o] 150l F
ofslE FHdle] A 2EMLS S W, AdolA FA St
= 39 A ZEd S FRste] Al AAES ==Y
3 Ao} Ko & Kwak, 2011).

ft ﬂllﬂlﬂQ

)
o

Ar rlo Jm

b

2.7. 7Of o=

T oee v YT AL F J= At &S T
wjalels sHole] X2 Balsel| #ak A|lEo|Lt AH|AS
dstarat sk avlzke] Aol silthBelk, 1975; Das,
2014). FHEAL] EFe AZko] F8ke o] BEe H
337 W2 AHIREES frrle] AfetAU AHEE AlE
< st ol gkl tigk Aol SR A S5 A
RS =7)7] Y8l(Ko & Kwak, 2011), F413 #Hd
AFE Fistaat she Aol FEHRITh B Al 54
e} 220l 2580 Ho] sk G771 ZFsl7] Wil 3%
F Au o] i )9 AgelME 2o S47F vEhA
=L ofm) FHea} 22 tigh FUAF FHEIL s AE

5oz YehA BrkDing & Nam, 2020). 3
HBAES Folsls WELS 722 S 7= &

10w el 4342 BY ARUE UL 345

T 9)\'3}(Klm 2020c) —'—E—ﬁ] Ko and
Kwak(2011yS 5% ¢t 141 Ml fAleE B AlFe] 4H]

2 9] PEe T A9 7Y Aol AYHOR 3%
£ Aoln] Fx Aol 9@ 2918 £ ol B
Wt 2Y< Yot fael 97 Algrow A7

31 9Kd & o
o4 WAL HiEoR
Fig. 13 7228 A3 73 .
Hi:ololE FHEA=e] EX@: A, b: AEA, c: A3
AujEd, d: AEAEA ) ofols FHHME ozt H(+)

o] Qs A Aol
H2:olo]& FHHEANE of2he AnH|z}0] ofols: FHHME=
2 850 (o] S vE Aotk
H3:ofol& FHEUME o2k 4H|R}e] ololE FHHAE
TYA &7 Ao FFE v
H4 : olo]& FHHEAT of2he Anx}e] ofols FHHAE
7

HS: 22}9] ofo]E FRHAL =) §7E ofolE Fwl
HA=s} BAY A AFS] Py olme] Aol G
Z Ao},

Ho : £1242) ool

w2 el
H7: &v)7e] olols FRNAE AW ARUE 5U4 &
T ool FHBUsel AUR M AE] o) olxd] 4

(hel & v Aol

H8: ofols FHHA=e] SR, Had, A4
A, ARAEA ) ool FraHiEel tigh Ak A2 el
ol FREME 2 {7, © FHEAE U &7

ololE FH il
E FHEA= ofzhs miyfg Aolck
H9: ofol& FHEME of3a olols FHHA=S} AHE
A AFe] Frf Qo] BAE ololE FHEAM=] thI &
H|z} A2l el FHEdE Bu 84 ojo|E FHEAE &
AX] &7 olo|E FHHEAME Y AFUE FIA] &1

e 2ol



564  SFO)FLFY SISIR] A23F A52, 2021

Idol human brand’s characteristics

Consumer’s psychology characteristics for idol human brand

| H10

Professionality

Idol humanbrand
attachment

Social
attractiveness

Physical
attractiveness

H9

Desireto
imitate of the

|
1
|
|
|
|
|
! idol human brand

Desire to
identify with
idol human brand

Purchase intention

Desireto

identify with the idol
humanbrand’s

fandom community,

ofolE FraHa=e] Aol #3t FE-2 Wang and Kim
Q020)= 8 7EF, AR/l A3 FEL2 Seo et al(2018)=
HE 67, AR A AAAuE o] Bt -2 Kim
and Jun2016) 0 =58 7}k 9o = Jsigict. ofol= FH
B ofzto] 3t 52 Yang(2020)2 Huang et al.2015)°]
ARESE 8RS AdElste] ARgSISlT ofolE FrHlHal=e] o
St 2HL AlE] B4 F olols FlEd= B 8ol sl
S22 Ji(2019), Awasthi and Choraria2015)9} Nam et al.
(2009)°0] AR 13573}, ololE FHEME FAA] S &
3 S Kim(2020c)% Kim et al.(2018c)2HE 13823}, o}
ol FHHIA= WY 7FUE LA S0l B3 FE
Kim(2020c)# Han(2017)°] ARS-3F &itatS M= ste] 243191
o} Ao 2 ololE FriEA ol HAE s AlFe] T
oo 3k FEL Kim(2013) Kim et al.2018c)EHE 5%
}S Farste] AT Al AMSE BE 5o 23

54 HAEQ = A3 287 ok 5=v¢ 2%8th)E 34

o

ot o
2
o

3.3 XEd A 24
B A7e 20219 49 2] AR AYEUT F
40000 3 Bl 3019 SHE AT Al AMES
1=}

Atk SPSS 21.07+ AMOS 23.08 ARR-3}

S BAS HPon] B 9B, AT B4 % 4
B BHE Sk w3 Hela Q08NS ANHAIL, o]

4.1. AT CHAIXIe| QITEAHEN E4

2 Aol Fofgh A tdAbe] AT 3= 20007} 143
(47.5%), 30th7} 80™ (26.6%), 40tH7} 78%8(25.9%)C-F 20tH
o} 30~40ie] Hlgo] AHsA HxE Ag T F At &
GAte] AE o= o] 2159 (71.4%), 71E0] 82%(27.2%),
o]&o] 2%(0.7%), 71EF} 24 (0.7%)2-2 YePdt) = s
L 434 g 2o 1599 (52.8%), 2/3 34 thet =do] 665
(21.9%), IL53F E%0] 635(20.9%), e = olAte] 139
(43%) 0= FRIFATE. € AT FY2 1005+ A olsp7t 7178
(23.6%), 1015F 9 ©]2~2005+ A °]3}7} 697 (22.9%), 2015t
A o’F~300%F € olak7}F 909 (29.9%), 3015+ A ©]/d~4007+
& o3} 349 (11.3%), 4015+ o o]id~5005+ ¢ o]srt 17
H(5.6%), 5015 & o]do] 209 (6.6%)°-2 ettt o 7
S 1d ol 3d mEkl AeEa giget SEHAE 961
(Bl9%) o= 7P B9kar, 3d oPd sd mRkel 97t 769
(252%) 02 1 & olom 1d mnto] 47H(15.6%), 53 ol
7 Rl 319(10.3%), 7 o’ 9d w|vte] 207 (6.6%), 9
ool 31%(10.3%)¢] EEE Jeidth. A &5 Wxe] A4
Sekxte] Ak o)akel 1529(50.5%)°] F+ 124 A BFS 3
o gigsien, 5 3~4de] 65%(21.6%), T 5~64°] 30
H(10%), L] 549 (17.9%)C2 Yelt) SERE0] F=
Fes she o ESH, JIZE1d 5] SNSE 53
F5S I T S 1708 (56.5%) 02 71 B
& AOR Yepdow, exejl B]l B 5537t 4%(1.3%),
dlolw] 22 oot 22 2" AlelE J1)7} 78%(25.9%), T
ARIAOIE T3k 22 AFUE AllEZ} 45 (15%), 71EPE

o 2 2



ofofE FHHHY 0] FYo] LH|R)] ofofE FHHUE ofF,

Table 1. The results of descriptive analysis

Variable M SD
Trust 42133 0.69019
Professionality 3.6932  0.94675
Social attractiveness 42359 0.61103
Physical attractiveness 43972 0.59850
Idol human brand attachment 43050 0.62493
Desire to imitate of the idol human brand 3.7133  0.78046

Desire to identify with the idol human brand 33173 0.93503

Desire to identify with the idol human brand’s
fandom community

Purchase intention 3.5960 0.84284

3.1740  0.91708
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Table 2. Confirmatory factor analysis

Estimate

Variable/Item B 5 S.E. C.R. Cronbach’s o
Idol human brand’s characteristics

Trust

This idol is honest. 1 0.910

This idol has a sense of responsibility. 0826 0797  0.045 18.190™

I can believe this idol. 0971 0888 0043 223347 0.930
This idol is true. 1.044 0904 0046 22851

He/She is a hardworking idol. 0696 0734 0044 15917
Professionality

This idol is good at writing lyrics and composing. 1 0.908

This idol is good at producing. 1076 0927 0051  21.063" 0.872
This idol is good at playing musical instruments. 0722 0678 0053  13.746

Social attractiveness

This idol has a good sense of humor. 1 0.678

This idol is very sociable. 1.091 0713 0.098 11.096™

This idol has an excellent speaking ability. 1122 0690 0104 10785

This idol makes people joyful. 1069 0833 0084 12659 0.882
This idol makes people feel comfortable and happy. 0.847 0740  0.084  10.106""

This idol gets along well with people around him/her. 0963 078 0080  12.068"

This idol has good expressions such as gestures. 0.840 0.668 0.080 10477

Physical attractiveness

The idol's facial appearance is average or above that of other people. 1 0.769

This idol is handsome (or pretty). 0891 0751 0048  18.639"

This idol's face is well balanced. 0887 0756 0055 162517

This idol is sexy. 1067 0689 0098 10907 0.900
This idol's face is attractive. 0901 0819 0064 141517

This idol has an aftractive body. 1032 0682 0089  11.602""

This idol has a sophisticated image. 1022 0744 0080  12.812""

Idol human brand attachment

If this idol stops his/her current activities and doesn't communicate with the public, I

will miss him/her. ! 0.752

IfOVrVIZ fzilgeg}:ltz if the idol would not be exposed to TV, radio, the Internet and SNS 1126 0.749 0.071 15.882"™ oo
It will feel pity if this idol has a hard problem that I couldn't help. 1470 0787 0110 13414

It will be heartbreaking if this idol dies in a sudden accident. 0833 0667 0074 11267

My thoughts and feelings towards this idols are natural and instant. 1.119 0.647 0.103 10913
Consumer’s psychology characteristics for Idol human brand Desire to imitate of the idol human brand

1 often follow this idol’s fashion styles. 1 0.688

I follow this idol’s fashion styles when I want to express fashion. 0976 0677 0071 13818

I want to be as smart as this idols. 083 0710 0077 10872

I want to be as stylish as this idols. 0.897 0756 0.8 11.197" 0.901
I want to be as trendy as this idols. 0.849 0723 0077 11.009™

1 want to buy clothes or accessories worn by this idol. 1.073 0.807 0.089 12.105™

I want to imitate the appearance or outfit of this idol that I like. 1223 0861 0099 12300

Desire to identify with the idol human brand

I feel like I'm being criticized when this idol is being criticized. 1 0.760

I feel like I'm being praised when this idol is praised. 1.020 0.769 0.059 17.394™

This idol is called “Our OO”. 1025 0734 0.081 12.620™ 0.881
I'm interested in what other people think of this idol groups. 0829 0718 0067 12327 )

I think the success of this idol is my success. 1069 0745 0083  12.827"

I try to resemble this idol’s words, actions, and thoughts. 0.905 0.692 0.076 11.849™
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Table 2. Continued.

Estimate

Variable/Item 5 5 S.E. CR. Cronbach’s o
Desire to identify with the idol human brand’s fandom community

I actively participate in this idol fandom community. 1 0.773

I share emotions among these idol fans. 1.150 0.822 0.073 15785

I contact idols through this idol fandom community. 1122 0792 0075 15002

I am very attached to the fandom community. 1.185 0.854 0.072 16529

Other fandom community members and I share the same objectives. 1.302 0.906 0.073 17.941™ 0.947
The friendships I have with other fandom community members mean a lot to me. 1.298 0.877 0.076 17.1487

g Ofiifo(;z izgllgrlutnhi;}rfl Tzﬁ:;r; glﬂ:j’,sxigni.l’d think of it as something “we” 1278 0872 0075 16,995

1 see myself as a part of the brand community. 1.190 0.782 0.080 14.818"™

Purchase intention

I am willing to buy products related to this idol. 1 0.795

I want to use a product related to this idol. 1134 0871 0056 20311

I'm likely to use this idol-related product. 1289 0883 0073  17.586 0.932
I’ll keep buying next time. 1357 0892 0077 17737

When I purchase item, idol-related goods will be considered first. 1329 0822 0084 15793

wxkp < 001

Table 3. Squared correlations and AVEs of variables

(5) Idol human  (6) Desire to

(7) Desire to

(8) Desire to identify

2) (3) Social  (4) Physical . . . . with the idol human (9) Purchase
(1) Trust Professionality attractiveness attractiveness brand imitate of the idol _ldemlfy with the brand’s fandom intention
attachment human brand idol human brand .
community
(1 0722
®) 0.382 0.714
0.146" ’
) 0.506 0.448™" 0.536
0.256° 0.201° 0.536
0.469" 0.240"" 0.445°
@) . . . 0.556
0.220 0.057 0.198
0.664 0.3924"" 0.573" 0.584°
(5) b b b b 0.522
0.442 0.154 0.329 0.341
0.339° 0277 0.324° 0.520° 0.471°
©) . . . . . 0.560
0.115 0.077 0.105 0271 0.221
- 0417 0.350"" 0.412° 0.329° 0.554° 0.506° 0,543
0.174° 0.123° 0.169° 0.108" 0.306 0.256" '
® 0.272° 0.307*" 0.331° 0.287" 0.335 0.480° 0.620° 0,699
0.074° 0.094° 0.109° 0.082° 0.113° 0.231° 0.384° ’
o 0.343" 0.249° 0.307* 0.411° 0.475" 0.699" 0.601° 0.611° 0708
0.117° 0.062° 0.094" 0.169" 0.226 0.489° 0.361° 0.374° ’

Note. Diagonal values in bold and numbers represent the AVE and variables.
a: Correlations of variables.
b: Squared correlations of variables.
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Fig. 2. The result of structural equation model.
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Table 4. The results of mediating effect
Direct effect Indirect effect  Total effect
Pathway
B(p) B(B) B(B)
Idol human brand attachment 0.253(0.370)** - 0.253(0.370)**
Desire to imitate of the idol human brand - 0.222(0.218)**  0.222(0.218)**
Desire to identify with the idol human brand - 0.322(0.260)**  0.322(0.260)**
N

Trust

Desire to identify with the idol human brand’s
fandom community

Purchase intention -

0.186(0.181)**

0.197(0.230)**

0.186(0.181)**

0.197(0.230)**

Professionality

Idol human brand attachment 0.070(0.134)*
Desire to imitate of the idol human brand -
Desire to identify with the idol human brand -

Desire to identify with the idol human brand’s
fandom community

Purchase intention -

0.062(0.079)*
0.090(0.094)*

0.052(0.066)*

0.055(0.083)*

0.070(0.134)*
0.062(0.079)*
0.090(0.094)*

0.052(0.066)*

0.055(0.083)*

Social attractiveness

Idol human brand attachment 0.184(0.216)**
Desire to imitate of the idol human brand -
Desire to identify with the idol human brand -
N

Desire to identify with the idol human brand’s
fandom community

Purchase intention -

0.162(0.127)**
0.235(0.151)**

0.136(0.105)**

0.144(0.134y**

0.184(0.216)**
0.162(0.127y**
0.235(0.151)**

0.136(0.105)**

0.144(0.134)**

Physical attractiveness

Idol human brand attachment 0.316(0.357)**
Desire to imitate of the idol human brand -
Desire to identify with the idol human brand -

Desire to identify with the idol human brand’s
fandom community

Purchase intention -

0.277(0.210y**
0.403(0.251)**

0.233(0.175)**

0.246(0.222)**

0.316(0.357)**
0.277(0.210y**
0.403(0.251)**

0.233(0.175)**

0.246(0.222)**

Idol human brand attachment

Desire to imitate of the idol human brand 0.876(0.589)**
Desire to identify with the idol human brand 1.274(0.702)**

— Desire to identify with the idol human brand’s

0.876(0.589)%*
1.274(0.702)**

ok - *k
fandom community 0.737(0.489) 0.737(0.489)
Purchase intention - 0.780(0.621)**  0.780(0.621)**
Desire to imitate of the idol human brand — 0.478(0.566)** - 0.478(0.566)**

Desire to identify with the idol human brand —

Desire to identify with the idol human brand’s
-

fandom community

. 0.157(0.226)**
Purchase intention ( )

0.220(0.264)**

0.157(0.226)**

0.220(0.264)**

p < 05. *p< .01
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