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Effect of Metaverse-based Virtual Influencer’s Characteristics on Engagement and
Consumer Behavioral Intention

Hyun Ok Lee'
Dept. of Clothing & Textiles, Kyungpook National University; Daegu, Korea

Abstract: This study examines the effect of metaverse-based virtual influencers’ characteristics on engagement and con-
sumer behavioral intentions. Questionnaires were administered to 300 men and women in their 20s and 30s who use Ins-
tagram. The SPSS 27.0 software was used for data analysis, including frequency analysis, descriptive statistics, factor
analysis, Cronbach’s a, and correlation analysis. Additionally, Process Macro 4 and Bootstrapping were performed to ver-
ify the mediating effect. Three factors of characteristics of virtual influencers (professionalism, reliability, and attrac-
tiveness), two factors of consumer behavior intention (purchase intention and relationship continuation intention) and a
single factor engagement were utilized for the problem analysis. The results of this study were as follows: The char-
acteristics of virtual influencers had a significant effect on engagement and consumer behavioral intention. Engagement
had a mediating effect on the relationship between virtual influencers and consumer behavioral intention. Recently, as the
metaverse has emerged as a next-generation industry, metaverse services are actively being used to facilitate new trans-
action methods, such as selling real products and services to consumers in the virtual reality world. The results of this
study provide insights for marketing strategies in content industries related to virtual influencers.
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Information Society Agency, 2021) A2 19 o]F HgH
ZH7E DS EA HlERH 2 7]“ki g Y 5o
2hatsj <] 322(Oh, 2021) ©12 OloH 7P <l 04*1011 et 4
2 F7F FAlolth. HALYGdM = “ﬂE]r‘ﬂ’\ 7es 2837
/‘oJH"‘i 2rdo] AsNEel weh sPsiAAE T ‘4"5}‘/]’71] L= A

OJZ} | 573 =) o152 WEZ FTielA 9]
W= opulel Bdo] AMEEZIE ahH SNSAOIA 71 <
ME HAE gurd® AAsp|e it 58] M <

= SNSHoIM tiEe] dd=s-fist 255 S8 %
< BESE Bt ARl ek 2EE RS AR o]Frll
gk ARl T4 tFe 25 Bl 2Rty s34
Sl
&

—

F
Ax

Ax o] WHagandz sle=d A a3z =
H71% sl g BA=EELS AFASE o588 EEse
Z=A|o]TH(Park, 2022b).

Z2H AFFAY]13E2] Research And Markets®] 20211 %
ARREEC] oshH AEH JASFAA AP A= 30% ©l
Fo @ 20280 8509 HEfdl o5 FoE A, 53

7P AEFAX L A AAA7E FEEIA ASFAA A1
RE-S Hast AoF oA (Choi, 2022) A1EZAIAA
o] o]uﬂx}a}/&]x]‘— Z249 }:H_’_E ‘”_1}] }\]X]—/] Hx}—x—" 2030
W7kA] oF 65029 FEZ HAU3Th(Hong, 2023). ol 4714
Q1 ZHA 7P IZFAME AR AREETE A H]g-o] A
Halal 100% FA7F 7Fssl FAl] ofe] e &84
Ko Alge] sl ot ojre] Wslw WA 7] Wi
o A ehgt o2 AF TRV} s AMEAe] #
ol whz} AzEjuto] o] rhEsiths Aol Slof oL A
e S7F 2 FoE At 53] AAiRioMe] Bl &
Hel wiAY Sk B 2lAieke] Ao Fo Aol JhE
8 Aoz Algdd)

7P AEFAAS] 54 F52 AHAEA F &
HE Bdoyl Z1oF 3D a2Hge &85 AF Fe Al

|

248 g F7MA 2] A wheg ol
A% W TN ARAgEL B o)A wer fEY

= =
4 Qom(Cha & Im, 2009), 7 && ZFH3} FAIAS
e dEgy Melo] @ 4= Qltk(Yang & Choi, 2013). 4133
Aol SJsl TM JIEFAX ] BA2 AnR|Re] Fufj oo
SAA %‘%g_ w5 (Lee et al, 2021; Shin & Yum, 2024;
Yan & Kim, 2023; Zhao & Han, 2022) &M%} 3E2]w=9}

c

o
i

His gw °ﬂ FTFE Ve AFHEAdE THA TS
vzl A2 (An, 2023; Zhao & Han, 2022) ©]52] 542
]

An)A) B Aol Yge HAE WAL & 4 o

QATFANe| E4o] 2u17 AEe|w) Bl JFEe 9
ofshe ol QAOIAES] ojake olEolast 2l
o] 45482 o FAE WA} Avla Aol b
548 0. AAHED AT
g 2Aale =72 vt ALgA} dF vl
N0 Tl AH) Blme} el ST AL

o X
12
S
o

r‘” )

2o} wtiole] #A FA el S8 9T sk wolH
(Kim & Rhee, 2017) Ag, 3, A3, EY, FJo=, H4,

U=, AEAd Tl Jidel FdEE3tChung & Jo, 2012;
Lee, 2012). SAICIAHETL 28575 AFIE, AL, T
e E 93] o S HITHChung & Jo, 2012;
Yim, 2019; Sung, 2020). ©]i= SNSAX F1 a3 F715 ¢
& vHAI" 2Rle] SFodeR AFHI Jlon, A VIYE
= RIZEFIME 58 7Y olvA] B HA= FuE "o
Zgskarl 3l

712 7]-*0‘ ASFAA e thgh o] A= o8] &
go] BAE Hx, Fajoe, Bee, AR vxe g
ol el e AR QIAIAHESS] Aol gt AT
© 79| o] FoIRA] 2 AAelnt. 7PFAA MANA A Al
F4 AHIEE LR OA Aejele § AE AEAs A
%—3}0:] uﬂE]-l:H/\ ,\13]}\2 ;H:L;G__E EZI—_Q_O]_"/ 01‘— /“78101]}‘1
7P JIEFAAM S BT MR} e 7] BAE el

ol5e] IAlCNAN AN ERE wiAs7E 2H8-3lS o
oug & HAEAE FHofstarat she Zlo] # Ay &
Ao g o]2 E3)| /MIRIZFA B Zel=ike]e] ulAIgA

AL ololtiolg AFelnA Wit

2. 0|2 uid

2.1. 7k QEFQIM B
71g QERY 1»‘:—_ 3D =Y Zeage Jes 7de
SEES

Vg oA A ARghe b, Zhzte] xpashe
z5 143lE txEe] dZo|tk(Kim, 2019b).
17 QEFANTE A2le] Aol 534S A
AlskeE A 7ol F3FE el oJa) vhEoll o|miR| 9t ¢
&E AR e R A 17kt ol oflE FEE Al
S Azslo] Av|AFEAA Zlelzio] HThAn, 2023). o5
AE AEFAAMol vla] =28 A7t 293 2da% 270
5o vER) kov] 9we] Yol HAHT 5 Bzl A
glo] glo] thekel Bofz A8 715tk 74-o] AUrkLee et
al,, 2021).
AFA A Heko] HidE

i

EA 7P IEFAME 719l vt
A FRE A0 AHHEE thF50] Ashs o4l
2 7 7153l (Lee et al, 2021; Yan & Kim, 2023)

Azefdl, f7E 5 aavivolel AF Fret Fa 3

< T3l 2= Fujelzel] 9L wRIthCho & Youm,

2023). 53] 2Av|rjelE F3t AfrUAl Wshe 7HQle] 4

F3t 7194e] vHlg S0l S AL Sle Ao, AF

B 2e2s Fell fshe olvAE Ax 7Fed 7MY ST

Me aB2E, B9, 7 53 22 Aol vt

ng v s S5kl ATHAn, 2023). Wb o]

AA| AR} PRI R Ak oapEA e d@e T
e Ao, Wy, e, A2 T3 22 olse] B4

¢

ll

o 4> rle 0101'

2

—_
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2RREe] HAle eiws} iAol J3-S HIXIth(Shin &
Yum, 2024). WiEAES ARl w2-g oliie AAA, 4EH
N0 2 AAu|t]o] ARBAlE QIEFAA 9] Frl=d] Srjo}
S3HE THA Hlo] aE0] AlFthe ARE AEHHORE WA
e AOoE (Lee, 2019a) AAF, ALS]Z] wfjHo] Zs}ulo] JA
HhLee et al, 2021). 212 g ony EXS U=
Aoz Azxt A Foll sldate A5 mige il
A UeEhtks 9AlARE, mid, HE 58 gt 7MY Q1EF
M= tiFEe] sl o]l R &Fe] V&7 §
7Hee] AR AAA wEgde] Akl wiEgs tsted]
seo RN ARES 2 S8 YR 2O 2 (Park et al,
2022) ol wEAe AR o] YIS mRE= 89l
o]tkShin & Yum, 2024).

ARPE Algsle AlF R sl A4 A4S o=
A 7R Je=7HE AHIAT A Zbshe B E(Yang, 2019)%
AEFAM e Felx Y83 4, Anel F3d 5 AEA
ufe} Agshs AR ASHETK(Park et al, 2022). ol 7
AZRAMT} 7R £FAE Bd B HEZC) P 2H|R}
oAl ERITIIAL Al ARE Algdhs WS 37, Al
71&S EUE Z29ER] AN A5E S8 A 34E
groax Ad AFe] 7ol ol S vA - ATK(Shin

(¢

& Yum, 2024). AAHE AR AFA] that Uee Arw
QZZAM gt AFALS LH|AEL #A FAd IS
S

H|x]E &A@ ololthLee & Kim, 2021). ool AH|AES 7}
2% JAEFAAM] Bl=rt Fldstar dAsitar Aztsle] 5o
Algshs AR HAIKE Al2lsle] W 830 2H Anla)
o] Hzel 5o HeE dovje Fas WUeE AR
(Zhao & Han, 2022) A12]do] 245 T =% =7 Ut
wIChShin & Yum, 2024).

22. QIHOINHE
AAIAEE Fel=e} 2

o, AF, Mz, I3 58 T
2023). o] B =L} mt]ojo] Ho
XS Zo|aA} sh= A E (Lee, 2014) FFH o2 wAo] F
o f=ot F52e-S B3l BAE AES FEFo =N a7
o] A P 17 FHEE FoPie HAHolE & 5 A
THKim, 2016). ol= 38k, Al2lsh, v Eof Solx d
He teides #48 B3l ez FHl= g omrY
o] olg &} Tete] rhseithe Ao 3l T840 s
A3 ATHSeo, 2017).

AAIAHES SHIRHEZ] )7} ASFAAM ] SFelze]]
o3t AgEole, WF, JdEXE, AF 5T W3} A=F
Arle] v e QA HES] fefgt o
2020), 221 FHEFAA AT AEH] g, IAE
Y Fujex Aol FEFS WL (Park, 2009) AEFFAA
o] Aol BEFE AACIAHET A Uelor ole

]

i3

f
to o
X

o oL

il

TFujele 7l JES vH oM (Lee, 2020) QUAOIXHES}
ESFE AFINE, Fujos, AR EE BolXE ALS B
Ath(Maeng, 2019; Sung, 2020). °lZ2]# ] (application) ¢l
AlIAHET} =2 oA Fufe)s oJ3fo] A JEREAL
(Chung & Jo, 2012) #AHZ ERl= EAo] QAIOIAHES &
o5t S BHPoH, AACIAHES Fujo|xe| fojgt o
TS YERITHYim, 2019). ol= AAICIAHET} A&EFAAIL]
B35} 2zt s #Ege] e My
AlPIAHEE SNSollA Frgz S715 913 vpAE 29
STONFdORE AFEI Jlom, HE VHES JIETRNE &
g7 u)x] 2 Hale FIE vpAE

= AEFAMY] Jgo] UiE 259 B IJTAA
o2 AZEY] Wil dgE s

ZOZ JAEFFAA7L 7199 Bah=e) AlFe] Fdand o

gtk

=
S

jined
o

]

ey
=y
)

2.3. AH[X ESe =

Tl e} ARG EE A0} AFE WEE Fujo]
ek MHlEU AFS FufslEe 2HA o' 54 AF
el ARl Zix)el FekE w peiEiEE oA o th(Kim,
2018). o= i 2%, v TFsAdE Snjele AeR Tl
=7b s A FieIR olold e ok (Moon,
2020) A PoiBToR Ao AEE 5T e 7t
& ARl Mol avRke] B} ol PFo] Ad AL
22 & 4 UrhKim, 2019a).

ARG = 2B Mu| 2o} AFS g & s
S =7 A, 2 7190 MHIRet AlFE ALY oR ARt
HE ootk o) A7 W] Aol o whgow I
o] |20} FEg AFWAL ALHOT I AMH|AE o]83}
2= Bi%=olTh(Han, 2004). ZH|APA] B2 &go] Al EH
ARG =} el 22 ARG s A7) BAR
A op el =go] Hof 719 FReldE SIS
= ol E=%¢] @ 4 2AckShin & Yoo, 2011). o= AfH
AFe T F Vo] FFE W HEe} dF Wsls |
st E|Ate] WS wiEe R am|Rke] A& FARAE
I 4 9= F47iE oItk (Moon, 2020). SNS= Al
BAE A&sl7] % i ARUAl &3l nis) /g
Aolal AHFEE 3go]7] wie] AZFAMe tigk AXE
AR Zhellis Aol AS Zelth

>
2

9
R
&

=1 O

AEFAMS S T, AAR S HHA
e A+ AEy, fE@Ade 7199 onix|et AF Tl
ol FFE WHIL(Yoo, 2018), A HR F84E =
ARG eo e JeS v)X= Aoz YeRKJ, 2019) WE
4L anrEe] T A dgE F= Fag 8IS F
AT 4= Utk SNSO A4 AR HiEAo] HS4E 4|
7} AEo] go]& A0 2 (Shin & Joe, 2014), A1ZFNX <]
7 Zerdo] AFTuemet BAR Gl frolst TS
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ATEAL - P AFFA F40] 207} YFelwe )
A= JYBAE ekt

QAFEAS TP ABRAN B4 2017 PEelsto)
AN QACIARES] w ) EE Fobiry

32 [ENE 2y

ATEA BAS 98] B3 AR} AgATo)] 7Zete] A
E EFS /sl IRB(KNU-2024-0049) 2212 A <14
AEAZ 20249 28 15Y004 298 2027HA] AERAPE AA
B ATe 7P JAERAA gig d7E a5 o
g Al AR, W AYo] e A4S B AR £39] 89
of AAH Z=fo] dAvty FHEo] ZANEe] o 974s
SNS QIZERL ARgAtels] 7MY ISFANE B=5-sAY
= 200 ~30d HHE =SEisith AAsS
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SIE A 9 A7-EA] E40l= Hayes(2022)2] SPSS
Process Macro 45 ©|-8 3199om 7l a3 f24 A5S 218l
A

FE2E 3 (bootstraping)S A SFSI T}

3.3. Ho| Holet &H
Ao ALgE We] zF e 53 Likert 2 EHOR
Astar, Wl digk Joje o 2o 7P AEFA

X

B4 AT JIETRINY B4E 83t ARSIt 8
AN 7 AEFAA Aol AFH BAHE e, o]
I, 2z) 1A vxE G Teks 98 AE AFFIA
o] BAS Agsle] Arst A7 AE JAEFAA BAo] 7T
ol ZFo o= AHEEUTHAN, 2023; Jang, 2020; Lee et al,

2021). 7V Q1EFAX EAL Kwak(2020), Lee(2019b)2] <
TolA st 2 Al B A ste] ARE-SIITE. A
< 7P AZSFAAl Uigk F]ek Sxte] e oRe] ujy
A3 523, A=A ek 349 Al-En, szt vigd F
o pl FFoE FAFIL AR 7P AEFFAAIT A
Foke AlF AR ] AEH A FER Fdl= AA|
59, AF Ed=S} F AlFo] oz X4 BE, HA HE
AT AR, AF A& E2E F= FE AT A7 gt 5
o R FAEULE ARG TP JIEFAAMTT AFske Al
F ARl Uist 9ge] A== Algshs Fuo FRe A,
AXEL] HRA, 2B FrAG offd it 47goz
T3 = At

AACIAHE: 7P QJIEFAA ] Z'l= o] 89
A 2, Y A, g
oF, g 271, SOk FF, YE2E, FH= A oJF
224 oo et 6FLOZ Sung(2020), Lee(2014)2] A+
oA wSle] AMESIITE MRl YFeE Wl el
= A2y AERS FiEiEe AR YRR TP SR
A7t Falske HAlE AlES et de R Azbeta el 9
o] glom i whslrial Azbeb 2E5o] Fske Bl
=5 uiE] & A Arhe 450RE FAEAL, BAREY
= AH|28} AFS AEH R AMg e xR 7 <l
ZFAA F=9 A&H AT B A, 250] AT
AEE AEHH o7 Wy Aom &ZQ] FAE 7TRIvk=
4530 2 Park(2018), Moon(2020), Lee(2019b)e] A7+
o4 Wlste] ARSI BEe] UWky 540 A, ¥,
Y, A€ o7, 3, 4 2500 s S

o

-

= 1
op

4. 21t A =9

4.1, ZALHARL 54

FEo Unkr EAoz AHS ofXo] 743%, Aol
25.7%= VFERGEAL 982 2029417} 50.0%, 30-39417} 50.0%
2 =24 BEXETE 2Ye ARk AFERo] 40.7%2 7Y B
%L, o] 20.0%, AEH 11.7%, 71&2 3} AH]|2F]0] 8.0%,
71eF 7.0%, Z2HA 6.0%, ADTH 53%, A9 1.3%2]
T2 Yo, A& 7= mlEo] 71.7%, 71E&°] 27.7%,
71E} 0.6%= P& F2rt B Ao yepgtt s o
3 2% 70.7%, S 153%, ek Ajstolat 7.3%, v
oJ3} 6.7%= UERgom, dEg A5S 300-4008H ©]Hto]
24.4%% =4 YERET 200-3009H0 mTo] 21.3%, 7007+
o) 16.0%, 400-5005+ Wvkzl 500-6005+H wvto] Zhzh




oJEp ]k 7

11.3%, 2007+ wgko] 8.0%, 600-700%+ wgto] 7.7%2] <=

oAt

4.2. E3 Ho| Efehd I MENM 24

=4 W] g Ulg dad B4 S8l 7P IE
FAM B AR B mE 22015FE U Varimax 4
WIS ARSE T QRIEAS AAEIH e 8RFE
o] ¥t 71Ee e 29l T AP 29l ek I/t
1.0 ode R FE3Ith AACIAHES}E &H|A} 5=

(o3

W] £ ks 98l 7SS ARAS stk 4 M
AZA 7AZ9lE Cronbach’s o AlFES AMSSIIT £425

0.789~0.9102.2 H|wZ E& A5 S eyt

l

2 e Ax e 8
Qlo g =2 om(Table 1) F WF F 62.78%2] A<
qa}ggu} A1 Aoz 7P AEFINE g =
AA] SHo] Wolum AE {EQ} welo] Farske AlF
EH'SH Z A glom FHale] ARE AT 2SN A A
AFol =5 E A Lo LH%—EE 0.798¢] WIiLH &
/\]E]/\zo ‘/]’E]";HO g0l7 L:_ ﬁﬂ ]—f\P olZ 27}

& ek Ak

A ol Al-E onRE HAFH sAXElIS vjFo|t=
o2 0.7899] v T2 A4S veRoh

Table 1. Factor analysis of virtual influencer’s characteristics

QIEFOL o] QUOINIHIE, L7} YEOEe] T FF 29

g g FHlxo| B SH =S

3 Felzo] FolRE FEN BRI F S A Pp) 7]

£S5 AR AIK(Table 2) FF 2.82(SD:.89E-'—_ Yepgton,
7%

o 1o
" 2
ox,
X
©
o
1o
%
>,
)
k1
Mz
T

i,
L
=4
S

i
rlo
2
)

423. 207 PEoe
TFojee 4ol (7Y ASFAAM7E Balske Hals
AFE T g3Fe] UL o Fes Aztsiy e
stk Azksh a2Eo] S8k HAles uf & A 7))
71*5741‘“4 A3(Table 3) B 2.94(SD=84)= YT
AFEE 09022 F2 AFFES BAth ARSI E 42
5‘°ﬂ EH?ﬂ(‘ﬂAL AEFRAAM] F=E X&HOE B Ao
zsl— 7:]]510]1:1 ;1——o] x—]]J—a}_. X—]H_‘Z_ x]_/.:z%gi
xA /}12111 A&z #AS 7H A 7)) 7] EARA A
B 2.92(SD=.92)= Yehkon AEEs 09082 =&
s et

rz_tin;'éé

Table 2. Descriptive statistics and reliability analysis of engagement
Variable N Min Max Mean SD
Engagement 300 1.00 5.00 2.82 .89

Table 3. Descriptive statistics and reliability analysis of consumer
behavioral intention

Variable N Min Max Mean SD
Purchase intention 300 1.00 500 294 84
Relational continuance intention 300 1.00 5.00 292 .92

Variable lizztiﬁrg (V]i’gizc\e/:alt’l/j) Cronbach’s a
Professionalism
Virtual influencers seem to be familiar with the products they advertise. 176
Virtual influencers seem to have excellent ability to present the content. 764 2.951 08
Virtual influencers seem to be well-informed about product trends. 725 (22.698)
Virtual influencers provide up-to-date information. .601
Virtual influencers are likely to help their followers showcase products. .594
Reliability
Information provided by virtual influencers are trustworthy. .839
Virtual Influencer's posts seem to be honest. .835 (221..749619) 831
Advertisements provided by virtual influencers are trustworthy. .834
Virtual influencers convey objective information without personal feelings. .634
Attractiveness
Virtual influencers have an attractive appearance. .839
I like the appearance of a virtual influencer. 751 ( 128’21190) 789
Virtual influencers show sophisticated images such as gestures and facial expressions. .642
The fashion style of the virtual influencer is attractive. .604
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4.3. £ W 2io| AN

=4 Hg ] FEgS wetalr] S8 w 7F 3RA Al
ko d 7 ZYA AREE Jojd ARAISE o83 g3
48 AT B4 A3(Table 4) W45 25 2l 34|
7} S Ao® VRO M (1=369~.789, p<01), BE =4 ¥4
59 #Ale AFEANNA AAS 2 oid 2 dAle] Bt
Yxjeh= Ao R ZHAE] efgAdo] FuE

44. AFEN HS

7P AEFAN HEEEA, AR, A4k 2§
Fo® WM s, ARG )R] AN Q1A 01A]
HES] w7l a3} vt Yl Hayes(2022)2] SPSS Process
Macro 45 AHE3F, wiZlas) fod Ao f8) REX
EfYL AANGHY. FEXAENY 2A0T REAEH ¥
BL5E 500082 Asla A7 95%2 A48Tt A
SA A= TFHERRE, 3l Atolell 00] EFHEA] erow
w7 2t BAFOR fog Hom e 4 Ak

44.1. w593 el BACNA QAN HES] wiyf &
HSZIH(Table 5) Wi dL2 AAIAHME] A (+)2] frefdt
PP =452, p=0.000y VIHT} o= v ] £EFE <
loIAHER Ethe oz siXdrt. e ool eo=
b BFE(B =134, p=0.003) HERATE. ol= 7P 1EF
o] B2s il oRitks o= Y

o

X

j‘;

re
X
lo ok

Table 4. Correlation analysis between measurement variables
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W3
Al IF2

Rl Al el
7V AEF
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& Shin, 2022).
o] et
ol A4
ool =

HEX

37H

=T

RE}

=T

o

%k (BootULCIL = 491) Atolol] 00] EFHe|=]
Eo] vij ezt ASHAS. o= viEAol

AN AAIAMES] w7 &3t frold ASE S

Aol wigdo] sjAAE Frjeze]
U] HZ(Shin & Yum, 2024), 7Md Q1ZF14 9
folo] FHol P I (Lee et al, 2021)
12 Blicote] HASE AHE A mjE
TFjelzol] F+)e] FFE UERITHYi
23t A mjggde] ezl fofst
ATAFHE AXE} QA A HEL o)<
Ho g FSATHB=.659, p=0.000). WiZFA=}
13l
E #4727 (Table 6) 3F3Hak(BootLLCI = 268)7} &
2o} AAIA
Z7¥sPd Ale]

AREZL Z718k, AAIARET} Frhsh FololEE 7}

s DRSS 7

Aow s,

442, ARg3 ez FAlA QAR HES] w7 g3}
HSAIH(Table 7) ZEAdo] AAIAHES vx|= F&S

23 A3 Fnel Felat
o). ol AEAHe] ¥ WCIUES FolE 212
& it ARAo] Frjole] mAE I

©)8t 9k wHTHB= 208, p=0.000). ©

=
[Slxe}
Aol HiEde] =

[s]
Rl

[S=kize)

[}

l

5% PR Eohrhe
15704 240] HF poole] 2
| AEAe e 3

[e]
=0 Oo:]

3T

1(8= 380, p=0.000) LFER:k

1 2 3 4 5 6
1. Attractiveness —
2. Professionalism 6027 —
3. Reliability 381" 369 -
4. Engagement 4527 380" 5927 —
5. Purchase intention 4317 4517 656 719” —
6. Relational Continuance Intention 4757 453" 575" 7897 726" —
*RE WFE 7He] A /o
Table 5. The mediating effect of engagement between attractiveness and purchase intention
Pathway B SE B o) )id F(p)
Attractiveness Engagement 613 070 452 8747 204 76.509""
Attractiveness Purchase intention. 169 .056 134 3.003" "
Engagement Purchase intention. 612 .041 .659 14787 >3 108275
**p<.01, ***p<.001
Table 6. The Significance test for mediating effects of engagement between attractiveness and purchase intention
Pathway Effect BootSE >
BootLLCI BootULCI
Attractiveness—>Engagement—Purchase intention. 376 491

Bootstrap samples : 5,000
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YUeRom(Yan & Kim, 2023) W5 Q1EFAAM e AEA
o] HAAF oz BAHCRE fFo5l e (Shin &
Yum, 2024) f-FE AZolo]gle] HHATH AEX|2]o] o]&
Aze] HAAE =] FHY FFS
2 " AI=(Byun, 2019) AEAJo] Fujo|re] Fak
< PR B AFE AXEI AACIRHETL Frulj o=
NAL 9% 2R FAdew frol 3 Th(B = 640,
p=0.000). AFA3} Pz AAA A ORI HES] w7
2 ol A5S A3 FEZEHTE 447 (Table 8) 3}
3zH(BootLLCI = .190)3% 33HzE(BootULCI = .395) Ato]o]
00] =R oo} M el AAA Ao Vl?ilf_
o] w7l g3yt AFEAL). ol ARl SVIsHE AA IR
HEZL Z71slal, AAICIAHES} F7lsd vl ]E: =7t
ste 2HHEHE 7 ZoR s E.

i}

4.43. A= el BANA AACIAMES] i) &2t
%A 7K Table 9) AHAL QARIAHME FHHo=
o3k FgE VERITHA = 592, p=0.000). °l= 7 Q1=

o e AlZo] B4 ol HER Bollrhs 0%
sl Azl Pl HAE YRS BH A §

23k gJaFo](B =355, p=0.000) JEIIT} o)=

7Py ABTA

il

1\19] Alg|Ado] =L o r moitls Ao s sjXE
ATk MFG AZFRAA 9 AlEio] Fufele] fefgh
FS UFEPHEL(Shin & Yum, 2024) A ZF ] Aojzo] e}
7P AEFAA ] BAo] Fuleme| mRE IS AE
A3 Fomrt T Hukd 2gAo] o] F JgS v
e Aoz YeRt(Ke et al, 2024) A= AlgAdo] Faje]
Tl IS mFl 2 AFdde) e Wgo g FjAdr)
Al|AHEZ} Fujole) nX= Fes A A Z (el
Aﬂ B (B=.509, p=0.000) FEFHTE. 2= o]
AN QIAIAHNES] v g5} ol ASS SIS #
E*Eﬂliﬂ EA A3 (Table 10) 8}eFgk(BootLLCI = 261)7 4
SH3H(BootULCI = .403) Atolell 0o] E3HE|A] ekol Q1Alo]AH
Eo| v/l &7}t AZHATE ol& AlFAe] Uk <A 0]
AHEZ} S7F81aL, AACIAHE }F S7tehH Frjoew S7t
ke ZHHEAE 7 o= siaE

2

4.4.4. B ARG E BA A QAACIXHES] wj7)
§r+
AN (Table 11) TEAL- QAR HES] 523t Fake
AOZ(B= 452, p=0.000) FERFIL AR wol| =
Froldt JIS PAE A0 Z (=149, p=0.000) JEIIT}. ©]

Table 7. The mediating effect of engagement between professionalism and purchase intention

Pathway B Vi 1) ):d F(p)
Professionalism Engagement 487 380 7,084 144 50.183"
Professionalism Purchase intention. 248 208 4959 .
. . - 554 184.399
Engagement Purchase intention. 595 .640 15.281
#xkp< 001

Table 8. The significance test for mediating effects of engagement between professionalism and purchase intention

95% CI
Pathway Effect BootSE
BootLLCI BootULCI
Professionalism—>Engagement—Purchase intention. 290 .053 190 395
Bootstrap samples : 5,000
Table 9. The mediating effect of engagement between reliability and purchase intention
Pathway B SE B o) )id F(p)
Reliability Engagement 699 055 592 12,685 351 160.922""
Reliability ~ Purchase intention 389 .050 355 777117
) ) . .599 221.459
Engagement  Purchase intention 473 .042 .509 11.159
*hEp <.001
Table 10. The significance test for mediating effects of engagement between reliability and purchase intention
95% CI
Pathway Effect BootSE
BootLLCI BootULCI
Reliability—~Engagement—Purchase intention. 331 .037 261 403

Bootstrap samples : 5,000
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= 7P AZEFRIA 9] migAe] B85E ARSI EE ot
o= ﬁai 14 4 ot 7?** JANZFAM £ o]
o|mote] A B o7 £4 F WEAol FHAHA B
S wA QO 2 (Park, 20222) L}E}wu} olgorg AH =
gzol tjgh Z29-9F FR|A, A Gt AEH ARE-
e B Ao ARG E} WS o] s ZoR )
2go] ARG frofdt YIS UER & AFE A
Fich. QAlCIAHET L AR & o WA= FFE AT
I HHe] fele (=722, p=0.000) JEPAT} vl
A3 AR eke] AANA QIACIAHMES] wl) &3}
g HSE 9% FEXEHY £4Z7KTable 12) sheF
(BootLLCI = .329)3 31k(BootULCI =.571) Atelell o]
TR ot IACIAMES] mif gzt AFHU ole
ggo] F7ksh QIAICIAHETL F7ketaL, Olﬂlomﬂ*éﬂ
7hhd ARG EE S7kske HEAE T A oR A
.

{i

o

r—{m

PH &i :lo I mﬁ N,

j=|
=

N

d

445, AR ARG E FAGA AACIAHE
a3

52K (Table 13) A2 MAIAHE Fel3t 92
nxE ACZ (=380, p:0000) et Aol BAA|
&l MXE FFS A3 A7 ARG AR &Gz

o] w7}

E

Hel Felst Fe mFATHB=.179, p=0.000). °|= 7HF
ANEFA Aol 2255 WAASAEE Folxithe
Ao Xe F Ut AACIAHES #AREG ko B
z oEAthB =721, p=0.000). A=A T} AAR L=
ofo] AANA AACIANES] virfas} fod HE5S fg
EXEYT l"%@]é-v}(Table 14) 3}3l %,\L(BootLLCI:.239)JJr

AL A AASIAIES] TS A5
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44.6. N BAR G =
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A5 A3 (Table 15) 21ZAFL AACIAHE H+FHo=E
o3k JES PRE A0 F(F=.592, p=0.000) JET} A=
o] AR L o) mAE JES BN A F93 JF
uﬁ]: ROZ(B=.166, p=0.000) EF}TE o]& 71 <l
EFAAM ] AFHe] #E&5E FAASAER Folxit= A
aer 2= 9ok a3l 7P elZ=oA 4] t)Ek 2u|R}
28] g AARALE B (el fFelst dFS nA|

o2 RIE Ak(Hao, 2022)= ¥ A7z} ks 7b
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Table 11. The mediating effect of engagement between attractiveness and relational continuance intention

Pathway B SE B 1p) R F(p)
Attractiveness Engagement 613 .070 452 8747 204 76.509""
Attractiveness Relational continuance intention 205 .054 .149 3811 ak
. . . . . .640 264.164
Engagement Relational continuance intention 734 .040 722 18.497
#Hkp < 001

Table 12. The significance test for mediating effects of engagement between attractiveness and relational continuance intention

95% CI
Pathway Effect BootSE
BootLLCI BootULCI
Attractiveness—Engagement—Relational continuance intention 451 061 329 571
Bootstrap samples : 5,000
Table 13. The mediating effect of engagement between professionalism and relational continuance intention
Pathway SE B i) R F(p)
Professionalism Engagement 069 380 7.084" 144 50183
Professionalism Relational continuance intention .048 179 4818 e
. . . . . .650 275.671
Engagement Relational continuance intention .038 721 19.431
*Ep <.001
Table 14. The significance test for mediating effects of engagement between professionalism and relational continuance intention
95% CI
Pathway Effect BootSE
BootLLCI BootULCI
Professionalism—>Engagement—Relational continuance intention 357 .060 239 474

Bootstrap samples : 5,000
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Table 15. The mediating effect of engagement between reliability and relational continuance intention

Pathway B SE B () R F(p)
Reliability Engagement 699 055 59 12,685 351 160.922™"
Reliability Relational continuance intention 200 052 166 3.849""
. . o 640 264.550
Engagement Relational continuance intention 703 .044 691 15.995
wxxp < 001

Table 16. The significance test for mediating effects of engagement between reliability and relational continuance intention

Pathway

95% CI
BootLLCI BootULCI

Effect BootSE

Reliability—~Engagement—Relational continuance intention

491 .047 399 .588

Bootstrap samples : 5,000

olhs Ao= ). AACIKHEE BAR L A
Aoz §oalth(B =691, p=0.000). A= % AR =
ofo] #AAA AACIXHES] wiEs Fold HAES Hg
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