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Abstract

Few studies examine influencers' impact on high/low-involvement products. Using 359 samples and a mixture
regression model, this study analyzes influencer traits (trustworthiness, expertise, physical/emotional attractiveness,
awareness). Consumers are classified into four types: emotional, balanced, expertise-driven, and sensory-oriented.
Low-involvement consumers prioritize appearance and awareness (PHY, [=0.16, p<(02), while high-involvement ones
value expertise (EXP, [3=0.179, p<.038) and emotional appeal. Expertise partly replaced emotional trust (TR, 3
=-0.184, p<.017). This study, focused on smartphones and milk tea, is limited by cross-sectional data. Future research
should expand product scope and adopt longitudinal analysis.
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Table 1. Demographic profile of respondents

Overall data Number | Percentage
of cases (%)
Gender Male 104 29.0
Female 255 71.0
20-29 years old 204 56.8
Age 30-39 years old 105 292
40-49 years old 40 1.1
50-59 years old 10 28
High school or below 12 3.3
Junior college 53 148
Education| Bachelor's degree 162 451
Master’s degree or 120 %8

higher

4999 won or less 169 471
Income 5,000-9,999 won 121 337
(CNY) 10,000-14,999 won 36 10.0
15,000-19,999 won 7 19
20,000 won or more 26 72
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Table 2. Segmentation variables
Factors Number of Related
and measurement researchers
variables variables (year)
1. Reliable
Trustworthiness 2. Trustworthy
(TR) 3. Honest
4. Dependable
1. Profegsmnal McCracken,
) 2. Experienced
Expertise 1989
3. Knowledgeable .
(EXP) . Ohanian,
4. Suitable 1990
5. Skilled
. 1. Graceful
Phy3|ca| 2. Beautiful
attractiveness .
(PHY) 3. Fashionable
4, Sexy
qunonal 1. Al|gned Bergkvist,
attractiveness 2. Likable 2016
(EMO) 3. Approachable
Endorser 1. Well-known )
" Kim,
awareness 2. Familiar 01
(AW) 3. Recognized
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Table 3. Reliability and validity analysis
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Table 4. Model fit variation(overall data)

Seg. BIC | BIC Var
COU?’IT = BIC Npar Var (%)
1 -5064 | 5093 5
2 2117 2176 10 2916 5%
3 -1448 | 1536 15 639 29%
4 -1156 1274 20 262 17.1%
5 -1040 1187 25 86 6%
6 -951 127 30 59 5%

LL (Log-Likelihood),
BIC (Bayesian Information Criterion),
Npar (Number of Parameters),

Number of
measurement
variables

Average
variance
extracted

Factors Composite

Variables reliability

Trustworthiness

(TR 4 0935 0977

Expertise

EXP) 5 0.827 0.935

Physical
attractiveness 4 0.886 0.940
(PHY)

Emotional
attractiveness 3 0.905 0.959
(EMO)

Endorser 3 0.8%4 0958
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Table 5. Model fit variation(smartphone data)

Seq. BIC var
court LL BIC Npar | BIC var )
1 -1339 | 2782 5
2 -1294 | 2803 10 2916 48%
3 -646 1818 15 600 27%
4 -552 1266 20 262 12%
5 -719 1110 25 98 9%
6 -563 1004 30 67 6%
¥ 6 2E Met: HsH23El HolH)
Table 6. Model fit variation(milk tea data)
Seq. BIC var
court LL BIC Npar | BIC var )
1 -1188 2479 5
2 -1105 | 2433 10 1703 27%
3 -846 2012 15 410 16.9%
4 -755 1937 20 74 3.7%
5 747 2030 25 86 -4.8%
6 -728 2100 30 59 -34%
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Table 7. Regression for wanghong

Seg Mod B Beta
value value

TR -0.099 | -0.092 | -1.548 | 0.123
EXP 0173 | 0157 | 2451 | 0015
PHY | 0132 | 0.116 | 2676 | 0.008
EMO 02 0.19 3299 | 0001
AW 0616 | 0585 | 14283 | <001

Overall
market

TR 0.081 0072 | 0905 | 0371
EXP 0.021 0017 | 0.185 | 0854
Segt PHY | -0.115 | -0.103 | -1.192 | 0.241
EMO | 0406 03 3445 | 0001
AW 0723 | 0788 | 10389 | <001

TR 009 | 0063 | 0778 | 0439
EXP | 033 | 0209 | 2603 | 0011
Seg2 PHY | 0.246 0.19 2352 | 0021
EMO | 0276 | 0182 | 2339 | 0021
AW 0757 | 0568 | 7.144 | <001

TR -0.305 | 0207 | -1.973 | 0.051
EXP 0505 | 0303 | 2787 | 0006
Seg3 PHY | 0075 | 0065 | 0.757 | 0451
EMO | 0113 | 0063 | 0.709 048
AW 0613 | 0461 | 5499 | <001

TR -0.037 | -0.023 | -0268 | 0.79
EXP | 0038 | -0.025 | 0288 | 0.774
Seg4 PHY | 0329 | 0244 2.94 0.004
EMO | 0326 | 0241 | 2992 | 0.004

AW 0664 | 0638 | 8191 | <001
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Table 8. Regression for milk tea(low-involvement)
Seg Mod B Beta | t-value | p-value
TR 0047 | 0043 | 0445 | 0657
Overal EXP 0.102 0.09 0893 | 0.373
market PHY 0.178 0.16 2.346 0.02
EMO | 0134 | 0124 1.371 0.172
AW 0593 | 0546 | 8483 | <001
TR 0187 | 0112 | 0826 | 0413
EXP 0411 0.229 1.685 0.1
Seg PHY 0237 | 0.19% 1409 | 0.166
EMO | 0066 | -004 | -0303 | 0.764
AW 0977 | 0629 | 478 | <.001
TR 0.039 0.03 0.131 0.898
EXP 0075 | 0065 | 0345 | 0.735
Seg? PHY | -0.091 | -0.116 | -0.713 | 0487
EMO 0.35 0.297 1415 | 0.179
AW 0738 | 0684 | 4362 | <001
TR 0267 | -0.182 | -1.067 | 0.293
EXP | -0.114 | -0.084 | -0511 | 0612
Seg3 PHY 0.551 0453 | 3232 | 0003
EMO | 0218 | 0.168 1208 | 0.235
AW 0375 | 0349 | 2529 | 0.016
TR -0.149 | -0.115 | -0.76 0.45
EXP 0.382 0.24 1553 | 0.126
Segd PHY | -0.051 | -0.043 | -0355 | 0.724
EMO | 0245 | 0.187 1528 | 0.132
AW 0534 | 0484 | 4076 | <.001
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Table 9. Regression for smartphone(high-involvement)

Seg Mod B Beta | t-value | p—value

TR -0.197 | -0.184 | 2404 | 0017
EXP | 0194 | 0179 | 208 | 0038
PHY | 0103 | 0087 | 1512 | 0132
EMO | 0246 | 0.239 3.07 0.002
AW 0.64 0626 | 1148 | <001

Overall
market

TR -0.131 | -0.089 | -0.698 | 0489
EXP 0.02 0012 | 0089 093
Seq1 PHY | 0308 | 0211 1441 | 0157
EMO | 0395 | 0287 | 2064 | 0046
AW 0737 | 0728 | 555 | <001

TR -0578 | -0.349 | 2645 | 0011
EXP 0658 | 0367 | 2722 | 0009
Seg2 PHY | 0.085 0.07 0646 | 0.521
EMO | 0154 | 0079 | 0.728 047
AW 1.074 | 0586 | 5647 | <001

TR -0.158 | 0124 | -122 | 0227
EXP 0275 02 1.953 | 0055
Seg3 PHY | 0221 | 0178 | 1871 | 0066
EMO | 0359 | 0269 | 2775 | 0007
AW 0.584 0.54 5656 | <001

TR 0214 | 0223 | 1.597 0.13
EXP | -0.165 | -0.123 | -0.83 | 0419
Segd PHY | 0183 | -0.127 | 096 | 0.351
EMO | 0619 | 0467 | 3105 | 0.007

AW 0638 | 06%2 | 6127 | <001
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