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The Effects of Fashion Influencers’ Body Types on Self-Expression, Self-Representation
Intentions, and Recommendation Intentions
- Focusing on the Mediating Effect of Familiarity -

Heeyun Lee, Ha Kyung LeeJr and Ho Jung Choo"

Dept. of Textiles, Merchandising and Fashion Design, Seoul National University;, Seoul, Korea
"Research Institute of Human Ecology, Seoul National University; Seoul, Korea

Abstract: This study examines the effects of fashion influencers’ body types (realistic versus ideal body types) on self-
expression, self-representation, and recommendation intentions, as mediated by familiarity toward influencers. Although
fashion influencers lead to a positive consumer response compared to traditional advertisements, previous research on the
effects of fashion influencers on consumers is limited. Thus, this study tests the role of consumers’ socio-psychological
aspects in understanding how and why fashion influencers affect consumers’ behavioral intentions associated with self-
expression, self-representation, and influencer recommendation. A total of 180 women in their 20s and 30s participated in
the survey. The responses were collected after showing them stimuli featuring fashion influencers with either ideal or real-
istic body shapes. The data were analyzed using SPSS18.0 for descriptive statistics, and AMOS 18.0 for confirmatory factor
analysis and structural equation modeling. The results showed that participants who were shown realistic body types per-
ceived familiarity, which generated positive effects on self-expression, self-representation, and recommendation intentions.
Hence, the effects of influencers’ body types on recommendation intention are mediated by familiarity. Self-expression and
self-representation intentions also increase influencer recommendation intention. Comparatively, participants who were
shown ideal body types only induced higher self-representation intention, which increased their recommendation intention.
The current findings can help fashion marketers select the appropriate influencers who fit their target customers as pro-
motional models, as well as to induce changes in consumers’ behavioral intention.
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T QIEFROINS AFe] H7IEE B AL

ol vk G that olshyh Basihy BeEh mep,
B S7pfe A2 4SR0R ol 942 e A7) & F

AR v A Fi

< 94 E—OMW ﬂ%ewﬁl FEFEe
7hedl HE AETAX ] g
=2 olgx q‘i'iow Aoz
FAAZA JAEFAAY] F¥E 54 FUIAUKIm &
Lee, 2019; Lee & Kim, 2019; Oh & Sung, 2018), $1ZF
AAM7E Adehe Rl 3 R g g A7} 8]
3 19™(Choi & Cheong, 2017; Kim & Han, 2020; Yoon
et al 2018) © Yozl 1ZFAM uiAY Hk sl tig
T gl 4= Qlth(Jung, 2019; Kim et al., 2020; Mun
Kim, 2020). & |82} SHAX = LETC’VV]' A3t
Fel=o] 3l ¢14)(Kim & Han, 2020), S1ZFAA 9} &
Y BA= g 2 AT (Lee et al, 2015; Park &
Cho, 2015; Wang & Lee, 2019) 53} 72o] o]gxle] X3
Q1 B7rek Aoz g A7 F2 o]FAA L Ut <
Z200] thd AF(Han, 2020)2F N&H(Yi & Jun, 2020)

morr &

T o] ol gl AR FHd 24E B ATE o}
£ F Aok 2 7€ AFES AZEFAATT ol 8AlA ﬂl
e 9FEe gy oz gREYUs 7} lor, EF

QIA7} 2 TAE JFeel Tt A 1S SNS
2 wekg wejsle] sl € Wast ok,
FAME e AR A7sle] oFl A AET
9] YR SIS S0 sl YAsaA @
o AIIEL o8¢ A8 ale] Lot BTN AYE

S} (Gerber et al., 2018; Van
de Ven, 2017). ¥ A7olA= AEFFAA L] Aol o]l
A FAARIA | whe} ALs]u]we] WG vs. BFEFo] thE
Al vehd Aolgta odshe AH|Rke] 73k SNS A&
g JAERAA FH omel] ApEARI] FFHE A= S 4
HEA} ek, FAARQ AT v 2k 3A|, IF
FAAM ] APl mf *311}7} NEFAAol sl =7]= =
=4kl 1:}#1] “—P]E'*‘jr 2 AFeMe L*“r‘ﬂ’ﬂ-f] Agel
AAAY o AEFFAA gk FAF S
AEFAA49] Xﬂtﬂo] o FAY wETh ‘3 A2 =2 A
olgfaL o gttt B4, JIEFAAY A&l S
AN Fh =9 A |ANYEe) vA= G .
EFAA 9] AFo]l ALHY woll= A BEFS £45H
=R ks AV IFE T S/ ZlolH, JIEFAAY
Ao] oI welle ARl o] ARl BES BT}

ol R0 T FF - =] ) GFBE FHoE - 201

ke AAA G =7E S7F Zlolekal dl it AR, A&
Aol thet Z23te] A71FF | ms} A7 A 2] e A=

YFES AR, o] wifste] AESFAM FA e ]
e FFEe Asstaa g

& e A B ARI FasA Z8eke 2] A4
&% vt AR W7k 9l AW sl 22}
o BAAQ FWS YElE TS ARHThs ©9g Ad,
E3], 7129 AT AZFAAM ] AAA mjgido] 7Fx
slo} ghed) & A7 B3] oldel Aol 2u7pe] wkgol
vRE Gl oISt GBS AIF 4 lek E=R, A QBT
N7} s T melEAle] S Sae Bt ohje) &
87 Mol Wsl® Ao SNS ANEe] BRI
JFS 7 A WIS Bk B Aol =58 2
I Tl WA mHAlEEe] A the JIETFANES
Ao AYstet EeS & 5 S 2R VvEy

2. O|EH Hi&

2.1. AIE|H|mO| 22} IEFIM HE
Festinger(1954)2] Al8]H]nl ©]&(social comparison theory)
o] MEH ARES 7] Hrte] BHOR ERIY] o7, A,
2 FEES A vl Brteb ALl fArek Bl
ge PR A Wk AgsiA ALl s 1A gk (Van
de Ven, 2017). Blwale thido] AR} Ur—"— A D=

Hole 4 Bl el tisl] AFRES B o3 59
32 HHE Bavka A7 ek ot EX @4—4 ek v
g B3 AEES U IS 4o Ar] N (self
1mprovement)5—7]—§ "—‘E"/P(Wood 1989). RFA, A} =2 3}
FH a7} o] Fod Ag-, Al er fAkeE BRRIS] B4, 58, &
2 &4 sl At L‘é‘% 53, FT, B AE5S =7

Th(Sternberg, 1996). 313k Lﬂ—é— &3l *}%%% qF e s
Aot 5841 WS ol FH 2p7] FX(self-enhance-
ment)2] 5715 7 4 Itk(Nabi & Keblusek, 2014; Wood
et al, 1985)

MR QIEFAM L] AFS HPS o ‘%E}L]‘*— kot
|2 EJ/}* gjetslr] S8 2 AtelAe ST A
B oA AP FHH PR ?‘—\ro}‘}i‘:}. oA AY
A B2 TVEAL T Tpdst A& 53l olgHTial
FlE 2Jn3th(D’ Alessandro & Chitty, 2011). 53
FaeA] HIFHZ o) dstd AP mdo migAd L=y
I A= gt AAH R wigE A rdle F9, 12194
2183 o] Q= FHg ot SoME SHH R
Hrteoe A7 2371 AthBower, 2001; D’Alessandro &
Chitty, 2011; Kahle & Homer, 1985). t&ﬂd, AREdEle 2%
el mtjofellA] HHAE G Bde 98] HQle] Al

olmiz], AA| BV, 283 A&7t o] ARl 44 3
e 73t A7AHE B rkLlee & Lee, 2017
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Meier & Gray, 2014; Nam et al., 2009).

A A AN BFHAE o FE vE=A A
F3] mEAY T35 AFS vtk (Akestam et al., 2017).
71E AEd wEH, d4AQ1 Bde| ojfo] g rAE
Hoh 038 TAFHe=E HridAty dtkBian & Wang,
2015; D’Alessandro & Chitty, 2011; Janssen & Paas, 2014).
Smeester and Mandel(2006)2] Aol WEH, HF-2] AlA|Ao]
25 A gAmdoe] Gt mdun o vigdoz Hriy
o F8Ake] AA olmA] 3“*01]‘: AR FEE 7AA %
S0 YERgth b 2 dglM e dEFAAM ] Algel
oA 1A FAA Ao EE}E‘r $F 2 sRaE sl #
AZFAMe sl =7l 212732 SNS AA] ] mjx]
FEHo| v Aol o3t

2.2, Xp7|ESe| =t X7 [HA|Q =

AZ|ZHE = 2Rle] a5 o7l 7] 2 Ad T
Zot A S e 2uE Bl HEEA 7ol ¢
Hog ReR| o|uR|7} ofd el 7 WAy on &
< Fdo i I9A Sl oJa WAFTHNiiniméki, 2010).
IR A|RPUEE AFE L Au|2o] FIE Bele]
A GRS Tl ANEH A7FH e Aol FI+S
71X tHFox & Vendemia, 2016; Katz, 1960). A7 EHE| =&
YEorE dEshe 5714 FHAdAN F2 E8E g
(Kim et al., 2017; Papacharissi, 2002), &% zlo}e} o] 4=
zlote] H2|do] AL gle AHAES tPdez AzkEojgit)
1 AeMe 28] B3NN AXE FR T 2 ?f%
Aol o]FoiR) 3 Sl WEkS yEfsle AR =] Jid
P Ed SHoF AL, SNS 304 A4le] Zéxﬂ*é
3 Aldo] Efils FHl2E AXGIAAL ke S AR
ol g Ho3ltt. Presi et al. 2016y 7Helo] A7 L
Q8 AE HE ) HHAEY BRHEE 23T CZN 2
Ao g AAPE 7EE 5 ok AFsiih HAAES
zepdozy Qe Iy &75 AlHoE XET 4
ort](McQuarrie et al, 2013) 7iele] Azl A7IAdol ¢
2Bl AJAlS SNSAOA] TEsto 2 zpale] /Mdst A,
g S E-»V*_E A & JtHKim et al, 2017). =, A}
Z|FE =7 2 AMRRE QIZEI#ES iRl I 2

"4% R 1}712*”4 FLHOR Q12T Zo]w(Oh, 2018)
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& (social-adjustive function)>.Z % 7 o] ¥ th(Wilcox et al.,
2009). 2 A-ollx= SNS 8 wigol|x] ZJhle] A1) %], A
A A9 27 A&Hde] =yue FRZE AN SR 5t
= S AR AER Aot ATAA Y] BErt &
2 AFRES OSE 4 JTS v AEHo R SukE

B&5g wol7] Slell =i, vl ds Alel=
Al el olAY mE s H]‘JX]% Ha= %% Xﬂ%‘—"— A

Z3HK(Wilcox et al., 2009). Woo et al.(2017)2] Il =
=4, 3%, 28, jﬂ_’ AT IS st I=E}
I3 & A7AN AES FAHCE RPN, AL BY

x| FEo] B2 ARIYTE BAE 23 70l 2 AIES
ARE fE=gitie 218 B3tk Chua and Chang(2016)
Al SNS ARSAFE-S ARS|A o2 Qlguks: 4= e WAAES
7] Sl AFE ARgske o] UERdS AEssith
Fox and Vendemia(2016)2] A7l WEH, o34 AR
SNsé AMESRE B AAEDE 22 9] T njgze] B4
L 7HA AFske] M| thAE E
VJ" A 0}71 A o B EXJ% AL vl R

zl el sk 2153, o, 28l A0S
7e 7 ]%f’% WSl (Sternberg, 1996). AFHEZR] #AIE A
= golo g 3272 FAFHsimilarity) 22 %1
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80 2 Q1A ETHGuy et al, 2010; Lee & Kwon,
2011). }127He G o]xe] viEE Aye] Azd ut %7t
FARF Lee and Kwon(2011)2] o w2 H]w ol
el et XEsA 1A slee] AxRw AWE 4 A
o] A E ARES FAYA O Be AdEF
< AFsh 7Hgt fFaE FAdsiaat dh(Han et al,
11). 53], BEHE gl=d] gt Aer] 1127k Bls &
AT QAE Eole $8 g¢loz Zgdh=t
(Shimp & Madden, 1988), Malir et al.(2011)¢] SAFolxE
HAA zlote} BAHE A Alo] dx|7e] fuizt, €4, 12
I ofFel A g vA= AoE WYk By A A
ToAME ALHoZ 453 Fas ARxle] FHSE EY
o=x FAA B HEE ek 2102 YERITHRyoo,
2009). ARSI o] & oA %1
of wlg} Al Ak BRI B4, 7Y, £ £4E58
WY e o R =L
& Hahn, 2004). A7) 2225 AL ElRle)] &
M AFEES ARl tiEl] 28] ﬂ%}ﬂl ﬂﬂoh E‘r°l°l Al
As FAsH 2A712%e] P52 BATHSung et al, 2007).
ol Ao} Aot 4l ZWO] FTo A7l= 24 B
dataxl ks A1Rd 71s =] Qo™(Lee & Choo,
2013), SNS/ollA 7H1A8 HE 52 A7E Fiae o
9} Ao} Qth(Fox & Vendemia, 2016).
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W3 QIEFOIS] AFo] FLEH B A IAE,

T ARFEA dEFAY FhReRE A3 9 KPEP(Klm
2009). 291 52 Fujed asgebge] mEol S

kel -7 2= (electronic word-of-mouth, eWOM)2 2= 464
et 3R Bt tis $71E8 tE AREA
A S 1Sl \:‘r(Lee & Kim, 2011). zefu} 2281

l*°ﬂ EHty %‘7@@4?—@& F7E BT 4‘6‘61 U Pﬂ&, %
o] A9 AR S el PN 28
T Stk AolA Zol7t AUrk(Casald et al., 2017).

Chen et al.(2008)°] A7l w=m Hrlel Sgergolr]
;ag o= /ﬂu]é_v,] )\]-E_Z]—_Q_/H %7‘5__] o]_Q. _g_o]/ﬂﬁ. %ng;_q_o_
2 A7 SHREAAN FEH R Yehhs $ENEoR
AT Kim(2009)2] 7= Qe 37oA e F=EAA
Holz BEXAS Ano {84, JEHEHIHES b AMu)x, gt
% A ARz, g Aol 7] 2o R AA st
TR gl Yehbe a3E gRigon, daHos Z9
& A5k oMIAY HAE Ao tis) v o 39

A 8t FH o w7} ZolXE AL ¥t E3], Casald
et al 2017y FA A2l Ao tie TESs} &
A= owe] U Telet AR, Yalshs Agel
27} 83U ST JIAEFE 52 FHRE Hole
g AT

3. ol

2 A3e A JAEFAAY AYel S vl
SNS ZH[zRe] 271 8E 8 AT|AA &, IEFAA F319
Zo vR= G golR A} s, AR Fig 13 7
ok AR o] 2 e}t JIEFRAA S A Fo] AYHY o,
oA AP Wt FEAteke] AY BYX Hxr} Ao 5t
F 2 fAF Bl tiido] & Zlojt). miebA] dAH AP
ZRAA ] gt FAME AZES v R JIEFAA O ek
27| fkd Aolgta gy M 18 =&

H2-1

Influencers’
body shape

Realistic vs. ideal body shape

Fig. 1. The research model.
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M1 AZFANS) AFe] ALY o) (@AY

gk 23} WellA] AzE)= odA]l ¥ 8o wF 7]
5 WHSAZIAL HaLe] el el 43k vlaste] 2ple
37¥slA| ®HETH(Lennon & Rudd, 1994). %fs], QA2 BT 1
AR, @, Q1A AR 5 THERE Aot B FRES AJE
Hwe] @42 857 ﬂ]—roﬂ(Haferkamp & Krimer, 2011)
o ARG A JAEFAIME AR AR e g <
218 Aot} AR JIEFAA Y o4 AP BlaLstA
o449l 9xo] AL AAFL Ao|3H (Fox & Vendemia,
2016), AR31F o= HpASithal AAA = BEFES A1e] SNS
o] AAIE Zlo]th(Chua & Chang, 2016; Woo et al, 2017)

W, A4 APe] B ol AFe) weds vlwstel
HE 02 CRFRE oS AgAT)] WE gAste] A
Y 292 A=} Hof s T fAb vlae] thge] v

(Bian & Wang, 2015; D’Alessandro & Chitty, 2011; Janssen
& Paas, 2014), JNZFAX ] AHZ] AP vl wsHA o)A
ol v gel het qhuke @ k. ARl de) HHoR B
718 4= AtHSmeester & Mandel, 2006). W2FA SNSl| LiE}
W AEFFAA ] AFo] o FHY e A ARz T4 A
9l G VAL, BAHY B AL Y BE Il B
AepA Al WA= 7%1 = F d= ANEES
SNSell z=starat she 27|13 =] 342 IFE 7

A Ao st vt 22 7HdE Akt
7 2-1: 4 1R A0l AU | (13
wjo} wlmsl]), M)A O B AIEHEE 1Y Seolrh
7Hd 2:2: TA QlZ =AM 9] AFo] o)A uf (@AY
EHQJ' H].—H—L—S]'O:‘)’ )\H]Z}-—‘f— E] .‘r__Q. 1}7 x.ﬂ ]Q]E_g_ H?‘i] Z_io]‘:]_

vHlwdide] sl I23e 22 o, ARES A 22 E
]ﬂ-“ﬂ”"ﬂ T wo=n Al s 28] Zqilﬁ}ﬂ] ¥
SaL, ElRle] AAste FHeA A2 52 2Y F
E]r. JNEFAA L} FAM IAE B3l Y= Z]E@% =
A& S PA4E ®ak ol (Jang & Hahn,

ﬁ—’
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Self-expression
intention

H4-2

H3-1

H3-3 Recommendation
intention

intention



204 SO FRYESIA) A23H A2, 2021H

2004), A7 Q12 ® 712 FEe] 578491 Y 71Xk
(Sung et al, 2007). A7 LYPE X}OP 7H”°]‘Jr *”é‘ =)
Aple] Fas oJ7le QAE H3?

S #EE 2

1}7&6‘4 oj=7} JRWOI W AT F Jom B A
A vladpPdel disk xl2zte] $71e 5 AAlS AAge
22X, SNl ARzle] tisll =ejula 8s1A); 3l 9%
7v S7Fe Zolgkal o 3t

AREE ARlo] A&7 Yok EARTS vEe R
TFEolut F9] AFElAl WiE Ao Holy] fjef HAl=
a7t & Exvls AEE YA (Lee & Choo, 2013),
gHoz ulgAe 2H5S Ho|uxl §PF3ch(Wilcox et al.,
2009). JIZFAAMN tigk 3123t oS = AXEFE <

EFAM7E ARAAA MR FFHo] A 2437 Wit
(Yi & Jun, 2020) SNS ZollA dEag B3 fdEe &
ZIAA E= Zsk Zleoletal dl e 4 Qlvk. Bk, 32k
Has %@E g AT JAF T3 o] AM|R} Felro|
A4 &a¥E Advhe AgA+ AFHMalar et al, 2011;
Ryoo, 2009; Shim & Madden, 1988) tF&-7 7+e 7HdS ©

2312

ﬂZHﬂrﬁ

7Ha 3-1: AL RISFRIMC] tiek RIS A1 d ezl
AR = R 2ol

7P 320 S QIZFAMe tidh 225k A7 |AIA 2] =
AR FF= A Zloltt

7Hd 3-3: A QISFAM digh A2ghe QIEFAN F

3:
Aewe] FHl FFs mA Zolth,
Qe Lo olx] R s AMH|2e] FTARE, F4,
olg Bolds sHHCE AT LHAENAN FEHOE
Uehhs Eukgolrh. mEbA S QIEFAA N sl 212
e 11H7H§ A7) FE |t A7 A ] et olz] 4]
A ASFAAM dsf Foizs FskaL S A wk
wel ﬁom. A2, Wallace et al.(2014)= o]k
A AN BT 2T BAE FHEALS
Pasternak et al.(2017)2] SAolME 2AR|T]o] S A 2
Zu IZFAA AR tigk 4 ool A7|AIA =7t
ol

E

>~i
F{F

(¢3
(¢3

oY, 0

mlmérﬂtouéﬂém

xéleo] FIS VA= AS AFH o7 ASsT) A3
oo} A7IAA =7 =A ER AR2le] ARIE SNS
Atz sk MRk AReA GFE wR ASFAA
FHsA} Sk o= G Eold ZlolEha dddi

71 41: 2] A\ EROIEE QBTN S we
373l 9L )2 Aolv.
74 42: AHIRe] AP EE QBEFN FHS R

A1 9L vA o]t

=

215171 Qr]f?ﬂ Sohn and Youn

b
N
aN
i
rulo

=

A QJIFFAA L] onAE B S 2 Adobe Photoshop Z2
IS FEate] 2t AR R, o AR AS
Antico et al.(2012)¢] AFE HIHSE Body Mass Index
BMDAIF7F 190137} @k Ao g FRATR: He 1A
stod A=FES AFSEc. v, A48 oY Joke] A9 =
Wl 20~30tH] o349 Het BMIAIG7} oF 2291 M (Korean Agency
for Technology and Standards [KATA], 2015)S & sle] o
ARl Ao A=E8 28I

A JAEFAAN AXEC et Aol & 2ZHAEX
slol517] 93] du] ZALE AA|EKITH oHR=AR= JHE
WS olgste] RS S AF 20-3000 o 408 o
2 R8st AR v AV AE, d44
A@e] s JAIFEFAAN) T A 2700 T2 vPg = AL

_4

o, AAE AZFAX ] ANES FH3] B 5 AF 12d] o)
o 2o $HEHe=S 5} th(DeBraganza & Hausenblas,

2010). oA AGel thgt 1AL T mrjelolM wHA|
= oo ol AP Ak, U] AL ol dHel
th e siem AdA APl Uk A4 a2
%b it Agoltt, ‘o] AP Aol F %
o7 Ptk BE 2 74 HAE A= SAsrh
AL B4 A, ol dH Aol et A BrelA ol
2 AR ] B 414, AEA A @EH Bt 295
2 vepkon, F A 2 el Aelzk SAR1IFIT (p<.01).
5, FAA AR AFEel] g AR FreelA ol A¥
o] e 419, AAA AY Aol FFE 5372 T A
o] zpol7t frold Ao' yepdtt (p<.01). o1& 3l A
AEFFAX] AY o] omehf ool RS I
o R 7 A= uig Mgy BrE Agsile
134 A Adr=4.527 AHA AY AFW=4.95)°
i Wt Zpol7h FelehA] e Aom yeht A o)9)9]

F

)

A wEAo] MR} ko] nx|= 8RS wiA|SFAT)
3.3 T

2 Ao s AEFAAL] AF 22 digh 23S
A3l )zl A AREEE o] FA AR 212, AAA AF
2Jo] 3t #3F(DeBraganze & Heather, 2010)3} 21Z-F1A
&4 Fh(Loken & Peck, 2005y AT}
ARARE S8l M2, AREE, A7AA R, JAEFFA

ofr

A FH=E 7H AE HE= S5 1123 AE
A thall 212 =)= AEE =43)7] 8] Ha and

Perk(2005)°14] AM8-3F 43S ARESIAITE SNS AlA] Q=&



T QKEROIN] AFe] A7EE B AL,

Ss7] Slsll A71Ed e wot AAN s ARSIl e,
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Table 1. The result of confirmatory factor analysis

Chronbach’s o

Scale loit;ir;darg) AVE
& CR
Familiarity
X1 1 feel comfortable from this influencer. .888 047
X2 This influence gives me a feeling of familiarity. 905 .8 19
X3 I have a feeling that I knew this influencer before. .895 '90 |
X4 1 have a feeling that this influencer is familiar. 931 ’
Self-expression intention
X5 After seeing the feed of the influencer, I thought that I wanted to post a picture expressing my identity. 950 961
X6 After seeing the feed of the influencer, I thought that I wanted to post a picture expressing myself. 962 .893
X7 After seeing the feed of the influencer, I thought that I wanted to post a picture defining who 1 am. 923 911
Self-representation intention
X8 After seeing the feed of the influencer, I thought that I wanted to post a picture presenting my social-status. .899 947
X9 After seeing the feed of the influencer, I thought that I wanted to post a picture showing my social group. 953 .854
X10 After seeing the feed of the influencer, I thought that I wanted to post a picture presenting my economic position. 920 901
Recommendation intention
X11 1 would like to recommend this influencer to others. 947 965
X12 1T would like to recommend the feeds of this influencer to others 968 .877
X13 1 would like to recommend to follow this influence to others. 909 '933
X14 I would like to share the feeds of this influencer through my Instagram account. 921 ’
Notes: All 1 were statistically significant at p <0.001, Normed y*=2.408, GFI= 880, CFI=.969, NFI =948, RMSEA = .089
Table 2. The squared correlations and AVE of variables
Familiarity Self-expression intention Self-representation intention =~ Recommendation intention
Familiarity Self: ion intenti 819" 476° 389 647
amiliarity Self-expression intention o7 203 297 699
Self-representation intention 151 .635 .854 .606
Recommendation intention 419 489 367 877

Notes: *: Values at diagonal(italics) represent AVE of the construct, ®. Lower values in the matrix represent the squared correlation coefficient between
constructs, “: Upper values in the matrix represent the correlation coefficient between constructs

oA mEH] S 71 A vintl e Hoks wf AR S MR oH, A7 HA L} AR RS wiEte] AE

o] AAE BT ARE AXSAH(Vendemia, 2016) Bl = =2olx] EHoxo| 7HEA JTe mH/|E Y. 27

23 70 =& AFELY RIS JREESRE B(Woo et al, o] olZRIM FH oo n|Xe FHEAe} 7Pdazte] =)

2017) AP 1ALe] 58, A9, &5 o] =g AR Al = vw3k A AHEIE 0415 7FEETE 02960 E e}

Algtazzl sk AZIAN =7 EolRl A} fARSE Aafolt) won, ol 27t F83 93e AR Ar|REE

T B AFA ddsiutel o]l Ik (8= 415, 7} QIEFM FHwo) nRlE F3FEo] AR E} 9

p<.001) ANFEAE(B =408, p<.00)2} A7|AA =B = 54 FHrd vAe FFEERT A veRdEd], 9
139, p<.05) BF AEFAAN FHYmol| F& JIe vA= HOZ o dHQl o|nAE HESIAL s AV AL =R

2O = eI zple] 7RIy S 25l 4 e AIRHEYEY o
FEA B3 B4 B8 B Aol vehd 7 A o] T8 dd 4 ot

% A3= Table 33 2l A AZFAA L A Fo] o] 33

1A AAHAR o] wEh 7H%1] SNS IAHEH ot 2A e 5. 22 9 M

Sk FAFH R, JAZERTH & A JAEFAAM ] AFol &

AAY wolli= AFFAA | gk x= ZJO] Z7¥slaL, o1& vl B Are A=Elad o QIETIX] AFe] M2 v
7Nt X}ﬂ”ﬂ«uﬂ AZAA =7} Frvehe 2R e Nated AR =, A7AAE, AFFAAM FHelzd 1]

Sk 9, Q2Eld & oA AZEAA ] A|Fo] o FFY e JFgES dF Li ASsATE TAHOZ WA AE

rrHoﬂE 27 wivEA L, AR Rt FTkelE A FAXe] A Fo] oA wiel AAAY wf, JAZFFAX ] o

o7 LPE};%E}. 127 JIFFAAN FHemel AHAA o 3 At Wl iJ—;LZ}Q] WHelE BlwRAear, 23S
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Fig. 2. The result of structural equation model.

Table 3. The results of hypothesis testing

Recommendation
intention

%

Self-representatior
intention

Hypotheses Results
H1 Fashion influencers’ body types (realistic vs. ideal) — Familiarity Supported
H2-1 Fashion influencers’ realistic body types — Self-expression intentions Rejected
H2-2 Fashion influencers’ ideal body types — Self-representation intentions Supported
H3-1 Familiarity — Self-expression intentions Supported
H3-2 Familiarity — Self-representation intentions Supported
H3-3 Familiarity — Influencer recommendation intentions Supported
H4-1 Self-expression intentions — Influencer recommendation intentions Supported
H4-2 Self-representation intentions — Influencer recommendation intentions Supported
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O (Diedrichs et al., 2011; Hendrickse et al.; 2017, Hogue,
& Mills, 2019), &% e wpAg FolA o] AFolr=
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(Bian, & Wang, 2015; D’Alessandro, & Chitty, 2011; Janssen,
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