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The purpose of this study is to identify the effects of book content, celebrity recognition, and
celebrity expertise on book purchasing, and to suggest implications for the marketing factors for sales and
the factors to consider when publishing celebrity books . The implications of this study are as follows.
First, when a celebrity publishes a book, it should actively promote marketing activities that can give
credibility to the reader and to the credibility of the information about the book field that he usually
compiles. Second, when a book is compiled, celebrities should pay attention to book designs and pictures
that fit their images. In addition, it is necessary to build a new type of advertising strategy will be. Finally,
celebrities should ask for various means to inform viewers and pens of their information, experiences, and
learned knowledge in various advertising environments before publishing the book. If you continue to
recognize it, your future purchases of books will increase.
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<Table 1> General characteristics of participants

Item Division [P0y % Item Division I Eey %
(Persons) (Persons)
Less than
1 Below 231 59.23 40,000 won 354 90.77
Less than
2 84 21.54 40,000 ~ 60,000 15 3.85
won
F;eiil(l;f Cost of Less than
i a 3 27 6.92 purchasin | 60,000 ~ 80,000 12 3.08
month g books won
Less than
4 12 3.08 80,000 ~ 3 0.77
100,000 won
5 Over 36 9.23 Over 100,000 6 154
won
Under 20 years 37 9931 L§s§ than 1 366 9385
old million won
Less than 20 Less than 1 7~
730 years old 291 462 1.5 million won 6 1.54
Less than 30 _ Less than 15 ~
Age ~40 years old 6 154 Income 2 million won 3 077
Less than 40 Less than 2 7~
50 years old 6 154 2.5 million won 0 0.00
Over 50 years 0 0.00 QYer 25 15 385
old million won
Male 123 31.5 Student 369 94.62
Gender N -
Female 267 68.5 Self-ownership 3 0.77
Bookstore 114 29.23 Blue collar job 0 0.00
Internet 204 52.31 Whlt?(;bc"ﬂar 0 0.00
Informati — Job N .J‘ B
onal Advertising 24 6.15 Specialized job 3 0.77
route for |~ Acquaintance 45 1154 Salesperson 3 0.77
books recommendation
Soldier 0 0.00
Etc. 3 0.77
Etc. 12 3.08
Total 390 100
guoz wasaY AE Festr] 98 3 AREAE o83t A
_ AAE A
FHE R ZEE 2= (Reliability) AS5S ] 5 ST
Cronbach's a AlFE gelstdon, AHeFAAY F
gERAe WA B SuE de 394 2R
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<Table 2> Reliability and validity checks

Component
. Cron
Question 1 2 3 4 | bach’
S a
I consider the material that the book gives me. 842 718
I take the story of a book seriously. .840 710
I think the first image of celebrities is important. 912 .836
I think celebrities are important in appearance. 892 816
I think it is important to use the usual well-liked voice. .869 758
I think that celebrities usually take action. 348 733
I know that celebrity knowledge is unconditionally trustworthy. 638 .660
I think the information is true if a celebrity says something. 612 630
I buy unconditional books if they are compiled by celebrities. .833 706
I buy if it is a book written by a celebrity who is very popular
. .853 729
with nearby people.
I buy books because of the professionalism that celebrities have. 779 608
I buy books to know celebrity experiences. 825 683
Eigen value 3.976 | 2745 | 1465 | 1.121
Variance Extracted(%) 3533 | 3175 | 1479 | 1.145
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<Table 4> Results of hypothetical path model

<Table 3> Reliability and validity checks

Hypothesis
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