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The Consumer Response to Personal Media Creator: Focusing on
Content Characteristics, Consumer Fanship, and Behavioral
Continuity
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Abstract This study empirically analyzes consumer responses to personal media creators based on media
content characteristics, consumer fanship, and behavioral continuity. A survey was conducted with
consumers in their 20's and 30's who purchased products while subscribing to video content from
fashion creators in personal media. In the results of the study, the creativity of media content
characteristics affected all factors of consumer fanship positively. Informativity and playfulness affected
admiration and psychological attachment positively, while reliability affected enthusiasm and
psychological attachment positively, and advertising affected admiration positively. Reliability and
playfulness affected all factors of behavioral continuity positively, and creativity affected communication
and relationship continuity positively. Informativity affected relationship continuity positively, whereas
advertising did not affect behavioral continuity. Enthusiasm from consumer fanship affected
communication and purchase continuity positively, and admiration affected purchase and relationship
continuity positively. In addition, psychological attachment affected communication, purchase, and
relationship continuity positively. These results suggest the importance of content characteristics for
personal media creators, and are expected to provide useful data for promotional and marketing
strategies by considering the influence of creators.
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Table 1. Respondent characteristics

Table 2. Composition of the questionnaire

Classification Frequency | Percentage
Male 151 46.0
Gender
Female 177 54.0
20~24 years old 98 29.9
25~29 years old 80 24.4
Age
30~34 years old 79 24.1
35~39 years old 71 21.6
Under high.school 2% 79
graduation
Level of Attending university 76 23.2
education University graduation 193 58.8
Graduate school
or higher 3 10.1
Seoul 111 33.8
Gyeonggi-do 68 20.7
Residence
Metropolitan City 92 28.1
Provincial city 57 17.4
Less than 3 million won| 96 29.3
More than 3 million
won~less than 5 million| 101 30.8
Average won
monthly More than 5 million
income won~less than 7 million| 68 20.7
won
More than 7 million 6 19.2
won
Total 328 100.0
33 55 ¥ M2 7
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4BAE TS
191 djgjol9] ZEdl= EXJL Shahbaznezhad et
al.2021)9] &#F(2119F A97(2020), A15H1(2018),
FEF, @04(2020) 59 978,10,2318 F=xotal, F

H=9] Zolg, R34, A=A, FEA, Fido] Het
25802 A A WAL 3140KH2022),
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Variable |Sub-variable Measured items Mesasslremg
5 items about novelty,
Creativity originality, u.niqueness, S—Point
creative Likert
ideas, newness of content
5 items about the fun of
watching content,
utilization of 5-poi
Playfulness | leisure time, interesting Li:_?t
and enjoyable experience,
and stimulation of
curiosity
5 items about truthfulness, 5 poi
Reliability | conviction, trust, honesty ,If(omt
and accuracy of content Likert
Conteflt' 5 items about the latest
characteristics fashion and trend
information, 5-poi
Informativity luseful product information, Liplizlrrtn
how to use the product,
and detailed information
provided by the content
5 items related to
advertising
content other than honest
reviews, product purchase 5-poi
Advertising |inducement, advertising for! Lil:lizlrrtlt
sales purposes,
sponsorship,
and promotion of new
products
4 items enthusiastic about
the fashion creator's
X lifestyle, 5-point
Enthusiasm products used, fashion Likert
style,
and real-time broadcasting
4 items to admire the
fashion creator's
Consu@er Admiration appearance, S*Ipoint
fanship physical condition, Likert
sophisticated
image, photos and videos
4 items about high
interest,
Psychological attachment, and 5-point
attachment psychological Likert
connection to fashion
creators
Communicati| 5 items about intention to 5-point
on continue communicating Likert
continuity with fashion creators
5 items about intention to
Behavioral Purchase | continuously buy products | 5-point
continuity | continuity introduced by fashion Likert
creators
Relationship 5 items about'inten'tions.to 5-point
o continue relationships with| 7 ;
continuity Likert

fashion creators
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Table 3. Results of factor and reliability analysis

Variable Sub-variable Eigen cumylative Cronbach's
value | variance 3
Reliability 3.872 16.133 1922
Creativity 3.499 30.713 .886
Content ") jvertising | 3.121 | 43.719 | 836
characteristics
Playfulness 3.117 56.704 854
Informativity 2.631 67.667 .785
Enthusiasm 3.319 | 30.173 .894
Consumer Admiration 2.560 53.442 812
fanship .
Psychological | o351 71 045 | 762
attachment
Commu'nic.ation 3.479 24.848 899
continuity
Beha.vioral Purc.ha'se 3.450 49.488 877
continuity continuity
Relationship | go0 | 7 687 | 850
continuity
4.2 HEHAEN Aot
B Q7 34 WAE 7o) BANE B 9l
AHAELE AAokat. 1 23, Z'l= EA9] 5
919915 e Al Wale] o, 7heh, HelA okl
(1)) JRAAS BT Av% Wl selasst
A%, 7 9 ARG 7ol HHQ) AT A
A, ABAS7E .80 olste e o ¥ig 1t oF
T8 A= DA 2 & 4 U
Table 4. Results of correlation analysis
Variable 11234567 ]|8|9|10f11
1.Reliability 1
2.Creativity |538 | 1
3.Advertising [~130]1757 1
4.Playfulness |504 15701126 1
5.Informativity|475 359 |214 546 | 1
6.Enthusiasm 60171507 1129]351712277 1
7.Admiration |280 4207337 1491739974417 1
8.Psychological 3ot 161 1741613087673 486 1
attachment
9:Communication) 5o, 16741371 516371 613 4554692 1
continuity
10.Purchase |55 o3057 115147973377 662 522 606727 1
continuity
1-Relationshipl 361 431 18] 6577 4095167540643 |21 604 1
continuity

*p(.05, *pd.01, **p.001
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p<.00)°] 5t B(H TS F3oH, JAEFY
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Table 5. Regression analysis result of hypothesis 1

Dependent Independent

variable variable A ! F R
Reliability | .519 |11.871"
Creativity 297 | 6.794™

Enthusiasm | Advertising | .084 | 1.923 |40.028™ | .383
Playfulness | -.034 | -0.769
Informativity | -.130 | -2.964"
Reliability -.013 | -0.274
Creativity 181 | 3.6917

Admiration Advertising 290 | 5.9307°]19.178™" | .229
Playfulness 255 | 5.214"
Informativity | .218 | 4.454™
Reliability | .195 | 43277
Creativity | .122 | 2.711"

Psychological ™ e | 019 | 0.430 |33.974™ | 345
attachment
Playfulness .486 [10.780
Informativity | .236 | 5.236

**p{.01, ***p<.001
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29] Ag(=.353, 1=7.227, p<.001), Z9)*d(B=.287,
t=5.874, p<.001), #344(8=.137, t=2.805, p<.01)°]
et (19 FFE FAL, IAEFY A4 HHEe
23.4%9}. FiAIEGAdol= A1=14(8=.305, t=5.882,
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13.4%Act. AR EANE AF4(8=.178, t=3.970,
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Table 6. Regression analysis result of hypothesis 2

Depgndent Indep.endent 3 ) F R?
variable variable
Reliability | .353 | 7.227"
Creativity | .287 | 5.874™"
Commgmc.amon Advertising .089 1.826 | 19.664™ | .234
continuity
Playfulness 137 | 2.805
Informativity | .030 | 0.620
Reliability | .305 | 5.882"
Creativity .080 1.537
Purchase = |77 4 ertising | .083 | 1.594 | 9.967" | .134
continuity —
Playfulness .163 | 3.151
Informativity | .033 | 0.640
Reliability | .178 | 3.970™
Creativity 124 | 2,767
Relationship | o icing | 019 | 0.430 |35.549° | 356
continuity
Playfulness | .463 [10.349
Informativity | .307 | 6.859"

*p(.01, ***p<.001
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Table 7. Regression analysis result of hypothesis 3

Dependent Independent 2
variable variable g t F R
Enthusiasm | .480 |10.578™
Communication| Admiration .067 1.476 54,000 | 333
continuity Psychological
314 | 6.923
attachment
Enthusiasm | .403 | 8.495
Purchase Admiration 275 | 5.786 " 39.860" | 270
continuity R : :
Psychological 177 | 3.734
attachment
Enthusiasm | .058 | 1.207
Relationship | Admiration 315 | 6.553" 36,3437 | 252
continuity Psychological
.386 | 8.039
attachment
450 001
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