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Abstract

The objective of this research is to study the similarity, attractiveness, and credibility
of local influencers in predicting the purchase intentions for Korean fashion brands. This
quantitative research utilized an online questionnaire to collect data from a sample of 400
consumers. The statistical methods used for data analysis include mean, standard deviation,
and stepwise multiple regression analysis. The results of the study indicate that similarity
factors such as gender, age, ethnicity, and expectations, as well as attractiveness factors like
mutual reinforcement and credibility factors including trustworthiness and relationship,

significantly influence the purchase intentions for Korean fashion brands at a 0.05 significance
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level. The multiple correlation coefficient (R) was found to be 0.646, with a predictive power
of 41.7% (R? = 0.417).

Keywords: Local Influencers, Fashion Products, South Korea
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AT 2 wamﬁLmﬂzﬁmimaaawnqmwuﬁumau (Stepwise Multiple Regression Analysis)

o Std. Collinearity Statistics
ALUT b Beta t Sig.
Error Tolerance VIF

Al 0.138  0.225 0612 0.541p
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R = 0.646, R? = 0.417, Adj R? = 0.407, Std. Error = 0.57528, F = 40.121, Sig. = 0.000
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