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Abstract

With the popularity of social media, brands are likely to corporate with influencers on social media marketing.
Many cosmetic brands promote their products and brand information through social media influencers. This study
examined how influencers’ source credibility (expertise, trustworthiness, attractiveness, and similarity) impacts
advertising effectiveness (advertising attitudes, brand attitudes, purchase intentions) on social media and also
examined the level of consumer involvement. 274 questionnaires were collected and hierarchical regression
analysis was used to explore the relationship between source credibility and advertising effectiveness. The results
showed that all factors of source credibility (expertise, trustworthiness, attractiveness, and similarity) directly
affected advertising attitudes. Moreover, influencers’ expertise, trustworthiness, and similarity also positively
affected brand attitudes. In addition, trustworthiness and similarity also significantly affected their purchase
intentions. Furthermore, the findings also revealed that involvement would moderate the relationship between
influencers’ source credibility and advertising effectiveness in different ways. Understanding these dimensions
could help predict behavior more accurately and enhance methods for disseminating the advertising effectiveness
of cosmetic brands.
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THREHNEZ - (AR 1FR)

(=) RRT GRAD > RRHEW G R R P

SHEACR P (S L AR LRI B - DU AR MR R TRAVEE RN - BB A Sn iR R AR
HIR 8 (R?=0.065,F=4.648) - 35" AWFEERRIAERM IRELATHERA > EEATHIRE
FER e BanfRREE (R°=0.338 » F=16.695) > H DW {E /% 1.903 » {UFRHIEIL - Hrr » EEAVESE
S13#% (H1b, p=-0.228,p<0.05 ) - EEFIE (H2b,p=0.661,p<0.05 ) - Ff{bl{%: (H4b, p=0.207, p<0.05 )
EGHE AR o UL H1b ~ H2b ~ Hab BT - 281 > 285 ()7 (H3b, $=0.132, p=0.191)
PR ENR 2 HUE R 5 H3b AL » ARBFEEE R LR RN FTREAERY - (LBHIAAG DR B
WA —ERR RS ) HEE RS - INILH P CE B2 RS [ IEMASGEHR -

B= o EIL AR TR - HEEAE (HSb, p=0.279, p<0.05) BAH{LIME (H8b, B=0. 130,
p<0.05) ErZE[H AFZEIEFFE (R?=0.576, F=26.899, p<0.001) - thbiEait » & BHEEE il ire
FEnIYIS AR R - S8 BRSNSy > DR 2% TR AR RS © PNJEE HSb ~ H8b
RO = 2RI - AZEDE AR B > HETENEL i REE 2 B & AHRH (Hob, B=-0.401,p<0.05) -~ &%
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%1
AL T HE R

BN U] 1 2 3
e 022 -.006 -.009
Instagram {ifi FH & -.030 .009 -.018
{EF Instagram B/ K 231 150 .093
(EEAEEN B 182 -.044 -.089
PERIBH 1 2 3
BRI 212* .289*
HEM .199* .001
51 527* 510*
FEHERE 443* 148>
WATEE 627*
RO BIH 1 2 3
BELEHIEE X P ARRE .059
HEMWxHARE -113
517 x B ARRE .106
FEEME x 25 ARRE 026
R2 .048 634 715
AR? 034 623 701
F 3.351 56.844 49.655
df 4 8 13

it BRI (AR =t RUEE - p=HEE - RRFIEGRE > = AR =R HEHE

Instagram ERYSERCRESCIRR 4 & - JHBEETRAYERCRE S > RILENTREE - B8 1 PR eV ' T
ARG SRS > (B EwE Ry R SC R R SRR ST - L RTREIE Heb BT » IEAh » S I hfsmE S A IAS AR
FE(E R B - B an AR S AHRE (H7b, B=0.033,p=0.706) - SR E
s M B HE | RN T > BN I ARARIE - B HTb AR o (A1FR 2 FoR)

TEARGHS [T R

% 2

HAFESE AT T Hda S

PEfSEE 1 2 3
iR .048 .037 027
Instagram {5 & FiE .002 .020 -.027
{85 F Instagram B /K 211 .146 .061
{EBEA RN S/ H 204 .089 025
ERES 1 2 3
BEERIER -.228* -.120
HEM 661* 402*
- &1wa) 132 .086
FECLE 207* -.237*
HAREE .935%

(MHE)
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XA 1 2 3
BEEHIE X B ATEE 279*
HEME X BARE -.401*
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FEOLE X P ARRE .130*
R2 .065 338 576
AR? .051 317 555
F 4.648 16.695 26.899
df 4 8 13

it PR LEER (R B > t=tARIE(E - p= B » RPHIEAE > AR =FHEERHIEHRE

(2) BT GREN > AR LHPEF

FERLED Y > S el BRI SR FRE RS - BAE R EREEEE 2 (RP=0.107,F
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HRNE R B AR & [ EEAIER e = B S R AR AR - SRR BB & RS [l -
WM S e RAFHIRRRE - B ERNEEZEE AT EANRIEONRE - HEg R RS
gl BRI A EREE -

BB AL R T2 % (R*=0.560, F=25.120) - &SFVALUT 53 - 55t HE LR
EERBRIR % - BURRIEMHEE > R T EREEHN S IREELS RS - MR AEEES
AL SRS E B (Héc, =-0.374,p<0.05) - [At H6C pRIL - 55— » LKL E EHAAVE (% -
MEE G ZEH AGRERTT#8 (HSc, p=0.281,p<0.05) - @EEF/0E " EHVERE  SEEABEEER
FRAEETE AR - (AR E M B B IR T > HRE BRI BRSNS - g B
FIHBEER - = > MEONES ISR EREERA LAPE  BEIMABPAREERTHER 2
B fmBEE AHRE (H8c, p=0.011,p=0.886) - MAHTFTEd F & IEREE & A S il O ol AR IS sl
B - GRS EMAVER - EEEHEOMESH BB TR meIRNE - K-~ eoeE R e
IfE H8e ARAT » ZBIU - 05 [T SRS A IS AL BT - B E SRR E AR (Hc, B=
0.082, p=0.447) - ERUIZEERGHIRS TR 8 e EHEL T RESHGIRL T - & &R
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%3

HAFEE AR TR E &R
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FERIEEIH 1 2 3
BERIEH -144 -.028
HEM 623* .298*
05177 -.083 -132
i PRE 421%* -.080
HAEE 1.129*
REBIE 1 2 3
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W57 x B ARRE .082
FEEE X 5 AFEFE 011
R2 107 320 560
AR? .093 299 537
F 7.938 15.422 25.120
df 4 8 13

it p= PR LEER (AR t=tIRUE(E » p=REEE - RPHIEGRE > AR =FERHE G
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FES S ARG & E i AT R PR anhe P 2 B T T IR R o FH AR R B - A2
ERZNIH SRR EEE T AR Z O ES - WEARR > EERRENVEE - &
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(ERE SR I 2 B T P 2R - RIE > AWTFE LA BRI AR (B B E - 0 BIERTEAE BRULSS
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REFEELL SR ER AR - Bt BUA RTINS - & Instagram 288 1Y HEE AT
= FREEE L R R FER g TS (Lou& Yuan, 2019) - (BARWIFEEE RAMBIR » DASSHL IR Su iy
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FHEFERE - HIEEREE RN SRR LR 5 ERA - 25 7 WESNGEEE - E
FIAE H B IFASSUA SR E an A EREE - DRI A & N Ry B SRR s B i THE R A
REE ST » FHILFTAL > SRR B M NG S fe B M iR s 25 RS DU R AR S
AL SR R - AT Lee and Kim - (2020) HFFEssR—3K - EAEMAS AR TR
SRR E B A I an i) AR RS (VR > SRR E R R G 2 A TEAHRA - AW el Ry JR N
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