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Abstract: This study, amidst the growing adoption of social media platforms and influencer mar-
keting strategies in the pet market, aimed to analyze the impact of social media marketing and influ-
encer characteristics on brand trust and empirically verify the mediating role of brand trust in
driving purchase intention. To this end, an online survey was conducted targeting pet owners. The
results revealed that interactivity and informativeness, among social media marketing characteris-
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tics, and authenticity, among influencer characteristics, had significant positive effects on brand

trust. Furthermore, the mediating effect of brand trust on independent variables was tested, reveal-

ing a significant indirect effect on purchase intention for all variables. This study offers practical
guidance for developing trust-centered marketing strategies within the pet industry and offers aca-
demic significance in extending the theoretical framework of pet-related consumer behavior research.
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Figure 1. Research Model.
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W 5= SNS TR S WheEE AEFAA S0 =& AF Tzl njAE 9% BAE A=Y ipadE FHeE

Table 1. Demographic Characteristics of the Sample 71Eb7F TH(1.6%) .2 UERth b AL 291 7}
Category N | % T o317} 2649 (60.1%)°]13, 321 7t oA 175
Male 72 | 16.4 H(39.9%)°13tt. 8 §¥2 ofgE k= FAET
Gender
Female 367 | 83.6 o] AFst= SEA7L 2947 (67.0%) 22 7MY @Le
20s 127 | 28.9 o, 7 9] =3¢ 39 (8.9%), W 83 (18.9%), ¥
N 30s 188 | 42.8 £ 227 (5.0%) <ol YTt AFAGL A7 =7} 1629
B 208 73 [166| (36.9%)C.2 7 WobE, AL 1247(28.2%), 334
50 or above 51 | 11.6 609 (13.7%), BAF 538 (12.1%), A=t 199 (4.3%), %
Single 246 | 56.0 2 10%(2.3%), 71k AE 11H(2.5%)2 £XE B¢
Marital Married 186 | 42.4| oh AE3HE L digta o] 2879(65.4%) & 7HE
Status ~ _
Other 7 | 16 woron n5stw £ o]} 82 (18. 7%) ey =

One-person household 92 |21.0 A 519(11.6%), tiehd st 32U F+= 19%(4.3%)
Household Two-person household 172 | 39.2 o|Sitt. o Bt £5-2 3007t ¥ °l5kt 199%‘ (45.3%),
Composition|  Three-person household 61 |13.9 3007 ¥ 237} 2407 (54.7%) 22 LEFTE.

Four or more persons 114 | 26.0 g ¥ 547 SNS % AEFAA 7:]6:]01]
Apartment / Mixed-use 9294 | 67.0 s A& A3= Table 29k 2ot WH5E9 F
residential = 7FotR| 7} 2229 (50.6%) 2.2 319F0] 217“" (49.4%)
H'%USing Detached house 39 | 8.9 I AR BlES Bl d v EE EE S AEY
ype Villa 83 |189| (3 wtelw 7]1Z)2 10-15%F 9 Sgfol 114%(26.0%
Studio (One-room) 23 | 5.2
Seoul 124 | 28.2 Table 2. Pet-Related Influencer Subscription and
Gyeonggl 162 | 36.9 Consumption Characteristics of the Sample
Chungcheong 60 | 13.7 Category N %
Residential Jeolla 9 | 43 Dog 222 | 50.6
Area Type of Pet
Gyeongsang 53 | 12.1 Cat 217 | 49.4
Gangwon 10 | 23 Less than 50,000 KRW | 21 | 4.8
Other 11 | 25 50,000-100,000 KRW 95 | 21.6
High school or below 82 |18.7 Monthly 100,000-150,000 KRW | 114 | 26.0
Education Bachelor’s degree 287 | 65.4 Pet-Related 150,000-200,000 KRW | 90 | 20.5

Expendit —
Level Enrolled in graduate school | 19 | 4.3 xpenditure (per| 200,000-250,000 KRW | 87 | 19.8

pet)
Master’s degree or above 51 | 11.6 300,000-500,000 KRW 18 | 4.1

Less than 2 million KRW | 72 | 16.4 500,000-1,000,000 KRW | 10 | 2.3

More than 1,000,000 KRW | 4 0.9

2-3 million KRW 127 | 28.9
Monthly 35 million KRW 140 | 319 Numbe.zr of 3 or fewer 200 | 45.6
Income Subscribed
5—7 million KRW 49 [ 11.2 Influencers 4 or more 239 | 54.4
More than 7 million KRW | 51 | 116 Viewing 1-2 times per month 75 | 17.1
Total 439 | 100 Frequency Once per week 58 | 13.2
f Pet-Related
0 Ini]ueicaere 2—3 times per week 126 | 28.7
(16.4%), 94 367 (83.6%) 2.2 o342 H|go| & Channels Daily 180 | 41.0
okct. A®L 30T o3kt 315 (71.8%) .2 thg | Most Frequently YouTube 151 | 34.4
Ao, 40t oL 124 (28.2%)0l ek, A | Used Flatorm Instagram 288 | 65.6
E OB ulEo] 2467 (56.0%), 71E0] 1869 (42.4%), Total 439 100.0
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o7 P4 gy, 1 HE 5-10% ¥ 9578 (21.6%),
15-209F ¥ 907 (20.5%), 20-25%F ¥ 875 (19.8%) &=
olitt. 5% @ olat SHAR= 217 (4.8%)°1 >

30-50%F -2 187 (4.1%), 50-100%+ ¥ 107 (2.3%),
1009 ¥ 2¥= 47(0.9%)°10H. 5 T ASF
AM F= 4 oJAPo| 239 (54.4%)C.2 ‘3§ o]FY
20078 (45.6%)Eth 2% F9Ith v SE AEFUA

g A Rl vl ARt SE0] 180 (41.0%)
o7 71 weton o]o] ‘G 2-33)° 1267 (28.7%),
Gt drof| 1-23) 759 (17.1%), ‘5 13’ 58 (13.2%) &
S 2 Yeitt. 7P wo] WEshs SHE2 JAET
o] 288 (65.6%) 22, FEH 151 (34.4%)E Tt

E2 HeS BYh

Table 3. Exploratory Factor Analysis and Cronbach’s Alpha of the Measurement Instrument

Intln}acy/ Interactivity Informativen Expertise | Authenticity | Trendiness Cronbach’s

Attractiveness ess alpha
Intimacy 1 0.781 0.137 0.065 0.223 0.243 0.185
Intimacy 2 0.778 0.212 0.081 0.201 0.203 0.198
Intimacy 3 0.622 0.204 0.163 0.224 0.336 0.156

Intimacy 4 0.674 0.167 0.170 0.133 0.320 0.090 0.934
Attractiveness 1 0.731 0.116 0.107 0.145 0.153 0.158
Attractiveness 2 0.772 0.123 0.139 0.221 0.112 0.110
Attractiveness 3 0.742 0.087 0.230 0.180 0.074 0.148
Attractiveness 4 0.777 0.147 0.145 0.147 0.250 0.170
Interactivity 1 0.040 0.739 0.188 0.021 0.024 0.285
Interactivity 2 0.172 0.822 0.128 0.044 0.034 0.123

Interactivity 3 0.146 0.866 0.055 0.062 0.021 0.197 0.91
Interactivity 4 0.178 0.836 0.127 0.040 0.109 0.130
Interactivity 5 0.178 0.786 0.207 0.040 0.031 0.178
Informativeness 1 0.187 0.132 0.774 0.191 0.107 0.010
Informativeness 2 0.167 0.110 0.775 0.199 0.139 -0.099

Informativeness 3 0.144 0.165 0.761 0.101 0.111 0.288 0.87
Informativeness 4 0.132 0.219 0.593 -0.011 0.164 0.424
Informativeness 5 0.137 0.172 0.783 0.124 0.138 0.207
Expertise 1 0.123 0.001 0.075 0.739 0.305 0.085
Expertise 2 0.188 0.019 0.020 0.706 0.381 0.070

Expertise 3 0.333 0.079 0.117 0.691 0.167 0.159 0.845
Expertise 4 0.204 0.077 0.199 0.691 0.100 —-0.038
Expertise 5 0.263 0.031 0.240 0.663 0.221 0.052
Authenticity 1 0.349 0.080 0.194 0.398 0.657 0.031
Authenticity 2 0.374 0.071 0.165 0.385 0.659 0.056

Authenticity 3 0.373 0.072 0.079 0.237 0.654 0.221 0.9

Authenticity 4 0.200 0.028 0.185 0.267 0.751 0.066
Authenticity 5 0.227 0.038 0.142 0.205 0.778 0.022
Trendiness 1 0.243 0.260 0.341 0.146 0.103 0.687

Trendiness 2 0.280 0.269 0.162 0.103 0.041 0.736 0.855
Trendiness 3 0.294 0.401 0.046 0.078 0.075 0.613
Trendiness 4 0.228 0.405 0.066 0.006 0.102 0.669
Variance Explained(%) 17.559 12.844 10.684 10.458 10.434 8.212
Cumulative Variance(%) 17.559 30.403 41.087 51.546 61.980 70.192

KMO0=0.942, Bartlett x>=9995.164(p<.001)
Brand Trust 0.926
Purchase Intention 0.929
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S99 s 9EFAAM S0 =E A Tl nA= g E

AF 9 Wl ERE SHeR

4.2, E¥u3e] BYE P AFE BY

2 dtoME 5F =1 BgEs WE 43S
SRISHA} A E] Q Q12X (Exploratory Factor Analysis,
EFA)& 4233}l Cronbach’s alpha A4S =&314
t}. SPSSE &-835te] FAE 43} Varimax A
7S H8st9eH, 13Fk(eigen value) 1 o33
2 499 60% ot 7|0 R 2 a“%ﬁkﬁﬁ}
A# = HZ=L Cronbach’s Alpha Al+E
o gukH o= 0.6 oAt g Y 7
A g gHg Ao 2o}

Zit= Table 33 Ztt SH¥HsE 1L
A FES 7|E0 R F 67 ajlo] FEEHSGeH,
8219] 37] eAof et IHuF AP, AFsz-g4), A
B AR, AR, FBP 0 IR 22
o] alEA HAL AST Bartlette] 74 A3
2 %2=9995.164(p < .001)E -FJ5HA b, KMO
g:_).;’_ ;Q@’E—‘E 9427 = l-—___ /\Zoﬂ °HE]'E]°1 1%]—1\1414 K3

AEAo HAHT AU ASsIAT. 2 2209 E4it
AL o2y 2o FAUuiFEA 802 HA) 24k
17.559%, A28 12.844%, AR 10.684%,
FAEAL 10.458%, WAL 10.434%, FHS
8.212%%Att. & & EAF AL 70.192%] =2

29 o7 alo] A EFe] 125 FE3| Y
skt 9) —t— Ao 2 RISt} w7l BHE A=
TFajol=ol He gy qlEs Aut o
o= E%ﬂ Atk

T3 A1F= B4 (Cronbach's alpha) 23}, S
9] ZF g9le AW AL 934, AE AL 910,
AEAL 870, WEAL 845, IAAL 900, F-3A
[e]

kol 1 9]

8552 UEhgen, BHlE Ag= 926, o=
9298 RE 8 o]At2 Al3lste] Z+ Q¢lo] HESH

4.3. 74 #F

4.3.1. A W9 Y

£ AFollMe BEWHE Ao g3
7 89 WA FAIS F SNS uHA|
AA B4 aatg #4851 ol H3
A1} W EY TF 9 SNS 0§ e A
A ket 24 PHe R AA A IAHE 4
Aot 1A= AFEATH a4t veF
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Table 4. Definition of Dummy Variables

Variable Reference Group Comparison
! (0) Group (1)
Age 30 or below Above 30
Household Two persons or | Three persons or
Composition fewer more

Monthly Income |< 3 million KRW|> 3 million KRW

Number of
Subscribed Three or fewer Four or more
Influencers
Most Frequently

Used Platform YouTube Instagram
Type of Pet Dog Cat
Monthly Pet

oAy e < 150,000 KRW | > 150,000 KRW

Expenditure ’

BaE WA Fs /1% A5 syt o

2 Ao A SNS nHAIY 54T JIEFAA EAS
7kt it

FAHOZ, 19 By ofA= AF5ATH E4t
W E B % 542 SAE sl i ®de
Hul¥<S(dummy variable)2 ¥H3ste] FYUHAT
AgL 30t o5k 71&(0) ‘30t 231(1), 7FE AL
A 714(0) ‘321 0]AF(1), 94252 3007 ¢ o]
3P(0) 3002 ¢ 23P(1), 75 U ABTAA Sk
321 ol8F(0) 4?1 o), Yl HE EAFL FRE
) V2B (), HHFE FFE DHA0) ‘2F
oP(1), ¥ WHFE &AL 157 Y oJ3P(0) ‘15%
4 23 ()R du|gtstdct. oo o= Table 4
of Zrh.

o

4.3.2. SNS nHA|" 4 9 JAEFAA
E Ago] nA)= FF

WA o2 AA (multicollinearity) A& ¢l &
ZHtolerance)2} EAFYAX|4>(VIF: Variance Inflation
Factor)S &213t 23} 3X+= 0.1 o4, VIF= 10 1]
o= U tEaAAd 24 e AR gRly
k.

Table 5= A4 3 23 AF 7333} ot 23 1
L F=2.691(p<.05)E &oJ5t5x, RZ AL 0.042
2 Ut 284 23A= SN uA g
AR, BEA, 3T AESFAA ELAELEH
G4, A24, A0l =71 BYsien, £4 @3'—}
F=26.128(p<.00)2 EAZo=z {3ttt R*=

Aol Bl

A

Im
X
™~
%
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Table 5. Effects of SNS Marketing Characteristics and
Influencer Characteristics on Brand Trust

Table 6. Regression Analysis of Purchase Intention Based
on Brand Trust

Model B | SE B t B SE B t
(Constant) 3.117 | 0.108 28.905 (Constant) 1.065 0.112 9.522
Number of Brand trust| 0.755 | 0.034 | 0.723 |21.905%**
Subscribed | 0.192 |0.087| 0.113 | 2.191* F=479.831(p<.001), R2=0.523, adj R2=0.522
Influencers < 001
N{?SS(Z dF E‘;:g;iy 0.049 |0.090 | 0.028 | 0.542
Type of Pet | —-0.158 | 0.086 [ -0.094 | —1.840 197, p<.001) ¥ (—)X—‘l FEFE A= AL YEg
! Age 0.189 | 0.095 | 0.101 | 1.979* o ®h, < % AA SdeM= A3 (B=.205,
Household 1 ¢ 159 1 0084 | 0.058 | 1.174 00T 28 EM! AL AW TS WA
Composition = 740; gol E] Aot D F A (B=;.070, p=.217)
Monthly Income| —0.221 | 0.087 | -0.130 | —2.550% I AEA(P=.082, p=.123) BH;H Ao {o|5t
gﬁ;ﬁ:ﬁiﬁ; ~0.026 | 0.082 | -0.016 | -0.321 3 é A g AR v
F=2.691*, R2=0.042, adj R2=0.026 4.4.2 BT A7} Tojolwo] X et
(Constant) 0.766 | 0.211 3.628 B Ay} Fojoro njRe I3FS BA5H)|
Number of . 8 L3 ARA S AAEHH o it Table 63
i?f?jz:f;i 0.169 | 0.068 | 0.100 | 2.490 2t} S 7mge] AueEe R2= 523, adj RP= 522
2 BE N2} Pl =S of 528 AWshe Ao
1\/55; dF ;elzltlfe;iy 0.035 [ 0.072 | 0.020 | 0.492 2 yshdon, mge EAMOZ $ostdthF =
Type of Pet | -0.215] 0.070 | ~0.128 | —s.069+ | 479831, p< .001). 2| A+E dojd, A= Al
Age 0.048 | 0.075 | 0.026 | 0.638 = Tz Fo3 F(H9] FFE A= Aoz
319 = <
C}()Izl;s;:gn 0.082 | 0.065 | 0.048 | 1.266 ARG = 728, p<.00D).
2 [Monthly Income| —0.170 | 0.067 | —0.100 | —2.528* 4.3.4. BRHE= A9 vjrjaat
Monthly Pet 1 559 1 0.063 | 0.006 | 0.149 " %thﬂ 7hadls S i e sl of
Expenditure H H3ES u|X =X &1t Y3l PROCESS Macro
Interactivity | 0.202 | 0.051 | 0.196 | 3.938*%* Model 48 283 WiAET 24 APt 3
Informativeness| 0.532 | 0.048 | 0.511 [10.990%** Ao A A2 ARA ZAAL BT Ao
Trendiness | -0.224 | 0.062 | —0.197 |-3.634***|  F-2J3F J(+)9] oS- Bt} o] H3f, & AF-9
; o] 2% Z9F A3 e Aol Z2Q AL 1S o
iraenes | 0072|0084 00m| e | e ‘i}jl Yo w4
Expertise 0.084 | 0.055 | 0.082 1.544 ity st
Authenticity | 0.207 | 0.059 | 0.205 | 3.543%** PROCESS Macro= EHA2 jjgzoz =9
F=26.128***, R2=0.444, adj R2=0.427 sl BAjstng 7} tr]/\_cq PN ?“5_]- oA ZE 3ol
P05, #p<OL, *p<001 o 4 olohe Aol Stk ol S 7t Ao o
F& W el guiEs Holu, 2 AFL of
0444, AW F7IFORDE 040002, SR 3 A3t 54 B BE o] s} FYT A2

77t BRHE A= dEE 40.0% w3

TAHCR, SNS wA" 549 5AEAHB=
196, p<.001)7} FEA(B=.511, p<.001)& HHE= 4l
ol fog AHY ¥ oM, FIYE=

AEIE ASStATh 24 ZA3t= Table 700 AlA|
skl

A, SNS FEA-gAdo] BHE Algof njA]= G
FE AHE 27 JARFL SAFLRE foFon
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Table 7. Mediation Effects of Brand Trust on the Relationship Between SNS/Influencer Characteristics and Purchase Intention

Dependent . Boot 95% CI
Ind. dent Variabl B SE t
Variable | —oepencent variable (LL-UL)

Brand Trust Interactivity 312 .047 | 6.647%**
Interactivity Purchase Interactivity 115 .036 3.119*%*% | .1560-.2970

Intention Brand Trust 721 | 035 | 20.187%**

Brand Trust Informativeness .620 .040 | 15.468%**

N keti
SNS marketing || o tiveness| Purchase Informativeness 272 | 042 | 6.357%** | .3003-.4450
Characteristics )

Intention Brand Trust 599 | 041 | 14.604%**

Brand Trust Trendiness .258 .053 4.875%%*
Trendiness Purchase Trendiness .150 .039 3.800** |.1007-.2680

Intention Brand Trust 725 | 034 | 20.794%%*

Brand Trust | Intimacy/Attractiveness | .356 .050 7.007%**

Intimacy/ - :
. Intimacy/Attractiveness | .156 .040 3.908** |.1607-.3449
Attractiveness Purchase
Brand Trust 710 .035 | 19.863%**
Brand Trust Expertise .369 .046 | 18.017***
Infl
nmencer Expertise Purchase Expertise 024 | .038 639 |.1980-.3567
Characteristics )

Intention Brand Trust 746 | 0436 | 20.209%**

Brand Trust Authenticity 416 .044 | 9.448%**
Authenticity Purchase Authenticity .090 .038 2.364* | .2070-.3860

Intention Brand Trust 718 | 037 | 19.091%**

*p<.05, ¥**p<.01, ***p<.001

(F= 44.190, p<.001), AHEL R?= 0912 Uehygdct.  f37to] 02
A8 BlE AFd] H(HH JFE FUn A, S

(B= 312, p<.001), ©]o}q FWjOl=g FHUFE 4 3G o2 dETh(F= 23.773, p<001, R*= .051).
Aol AoagAdn BAE AFE A B 2Y 9 {4 BAE AFEE JHFH2E JEstg o

02 ZH3HA) ghot WA= st
NS 4840l BAE A= vAE JF=

A §J8tgTh(F= 245.230, p<.001, R= .529). o]uj
A3 AL ez YA JFE v
(B=.115, p<.01), BAHE A= =3 {3t T o
Z929lo =2 NI H(B=.721, p<.001). FEAET
(5,0003]) Ao 7P &M= 2252(95% CI: .1560
~.2970)2, A1 gF7te] 0o] ZFHE|A] oFof w7} & x}kr}
TARLRE fast.

=4, SNS ZRA ] wi/fF2E ERIgt At BH=
AEE FEHULE O BYPL {9 (F= 239.258,
p<.001), AL R%= 3530|%t}. ARAL BA=
A& A (A FFS v HTHB= 620, p<.001). T-vH
ArE 7|ELo R ARAPT BAHE AE FY =Y
T3 o84 Yehdom(F= 281.765, p<.001, R’=
563), E A AHFIE B= .272(p<.001), EHE
A2 o] a7t B= 599(p<.001)Z 1= gich 7+ &

T= 3720(95% CI: .3001~.4450)0.2 VeI, Al

(B=.258, p<.001), o]o| A FPAd} BAE AFE T
A nEg FujE BRYPE F-o5ATH(F= 254.518,
p<.001, R*= .538). o|n 934 AY¥aF}E= B=
.150(p<.01), BEAE A= o] ait B= 725(p<.001)
o|ltt. HEAEHY 7|9k 7HHEIE 1872(95%
CL .1007~.2680)Z et} wizf&aztr} gl =l gict.
A, JAEFAA 9] g do] BAHE AZE o
S8l 2L F-95h9 o (F= 49.102, p<.001, R*=
_101) i]uluHaH_Q_ I:IEHE: A]QE Z-](+)2(;] oz cﬂz}_
8FATHB= .356, p<.001). ?LUIHE ByoA = 2gaf
g4I BAE AFE nE SolagrhF= 255.392,
p<.001, R%= 539). X “E‘uﬁf?l*u AHENE= B= 156
(p<.01), HAHE A9 a3t= B= 710(p<.001)22
shele] e}, 7P ETS 2533(95% CIL: .1607~.3449)2,
A1g|t7tol| 0o] EJFE ] ot mA)E T} UrE‘rkkE}
CHAA, QIZFAA A 4L BlE AFE %
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Table 8. Results of Hypothesis Testing

Hypothesis Result
H1-1. SNS interactivity will have a positive
Accepted
effect on brand trust.
H1-2. SNS informativeness will have a
.. Accepted
positive effect on brand trust.
H1-3. SNS trendiness will have a positive .
Rejected
effect on brand trust.
H2-1. Influencer authenticity will have a
.. Accepted
positive effect on brand trust.
H2-2. Influencer attractiveness will have a .
.. Rejected
positive effect on brand trust.
H2-3. Influencer expertise will have a positive .
Rejected
effect on brand trust.
H2-4. Influencer intimacy will have a positive .
Rejected
effect on brand trust.
H3. Brand trust will have a positive effect on
. . Accepted
purchase intention.
H4. Brand trust will mediate the relationship
between SNS marketing characteristics / | Partially
influencer characteristics and purchase |Accepted
intention.

AR §F IARELS FoStRL(F=64.281, p<.001,
R’=.128), AEAL BHE Ao J(+HFH FFL F
AtHB= .369, p<.001). 21U} AT BHE A F
E W 54T Y ® BgoAe ARAEY JHA
7} Rol5hA] SEdth(B=.024, p= .522). HHH 2=
AEE Fo3t 93 EATHB= 746, p<.001). 7+4
A= 2760(95% CIL: .1980~.3567)2 UE oH,
A=z 0 EZJsA] Yot iz ads Fasts.
o]+ Hayes(2018)7} A| A&t vke} Zro] a7t &
5tA] grote ZFY AT} o5t wrlF ™ gt
£ 7120l B, SN Fefo) siEd = qdct.

ARA, JAEFAA AL BAE A= |23t
GS n)FI(B= 416, p<.001), JAAT} BHHE A
2E A ezt e 2y JA] Fostoh(F=
245.230, p<.001, R*= 529). JAA9] AHFINE
B= .090(p<.05), W= Ao 3= B= 718(p<
00D)0]ct. REAEHY HA oA 7 aE= .299
(95% CI: .207~.386)2 EI=om, A7t 00]
ZFE|R] ot JAgo] BAE A E Fa e =ef
FHFE A= WAAEET FAZCRE RIS
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