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Abstract

Purpose - This study attempts to explore the factors that affect the consumer’s response to the
influencer’s “backdoor advertisement” which has been a social media controversy recently.
Accordingly, this study focuses on the importance of the information source’s characteristics in
influencer marketing, and demonstrates the impact of influencer credibility, attractiveness, and
expertise on consumer responses after the influencer’s sponsorship controversy.
Design/methodology/approach - To this end, a study was conducted on adults who subscribed to one
or more channels of influencers, and a virtual newspaper article was used in the survey. 196 sample
data were collected and SPSS PROCESS Macro was used for data analysis.

Findings - As a result, there was a negative impact on the credibility of the influencer which carried
over to a negative reception of their shared content, while the attractiveness of the influencer had
a positive impact on the reception of their shared content, even after the controversy over the
influencer’s backdoor advertisement.

Research implications or Originality - This study contributes to the expansion of research on
influencer marketing. Also, it provides insight into understanding and interpreting the phenomenon
of influencers’ backdoor advertisements and consumer reactions.
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Fig. 1. 7123
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T FAYE 0=.970). BE FFEL 7 AR ZAHAT AEY v TN FRE BT AA
AZHE AAsHE Sl %%‘li«] S drd Bol AIAFsMIUZY o] 18802 Z3 k(1A A A1H
ght}, 7:o] A&,
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v, B4 23

P AR A aolEAe NS e s Fa ade 5% A A9 aslo|
F2EA(Table 1) #2),

Table 1. 221&2M ZHut

QoI 2002 2913 2914

HEA 917

HEMD 902

NER) 919

AE[A2 932

243 888

Of21441 918

0f2{492 895
=ECITT= 938
Ao E2 954
1Mo E3 928

oz QIEFAA S AFA, vigd, JEAdo] A= T nAE T} J32ea7E
Yolr 7] 2J8le] PROCESS Macro for SPSSE o|-g38le] ZA3|FwA-S AAIstSith(Hayes, 2017,
model 3), RE HEEL HFEA3Hmean centering)E 3+ 3o B0 SEQct, 24 Ay}, 912
Ax o] AlEAde] o™ HFIL =g o]|F Zul= FHLr} HolX|= wH(B=-.28, p(.05), QIEF<
Aol miEgde] o Az FHYEI) FolAE Aoz YeRGTH(B=.31, p(.05). L&} AL
A= FAzd fFodt JF& nAA Fghh(p) .05, (Table 3) #ZF), mgh 7}l #HA|
Fokot A=A, wiEy, AEd 1he] A5 AERATE YeEh T HE dolrgtov, a8 8 BT
FrelshAl ket

F7HHoz, S ool WMlEe] Ao JFE nHE 7HeEE wiAlsh] Y5t A, I,
FRE 37 AlA AR BASR FYste] Yo Tt o R - AR S AA Hir%. A
AR, BE ATE ARG FAEA ks we) FUsHAl JeRdth, PR s Algde T
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RH JFL v]AE Wl (B=-23, p=.00), Ee TH e FHH JFE viAE Ao veh
tH(B=.29, p<.05). &3+ AEAde Fa7, aglx Ztzhe] WelEe] oA g gt At a8 a)
T RT FOEA ek slo dEth(p's) . 1).

Table 2. 7| &EAZ

3 BEHRL
Alzld 5.79 1.14
IR 421 1.44
HEM 5.63 1.13
HEIZ AT -1.29 1.59

Table 3. QIE22AMO| 40| LMo =0f O|x|= F7¢

W [Ed se t p LLCI ULCI
(Af4) -1.2574 1277 -9.8451 .0000 -1.5094 -1.0055
A2 (A) -.2897 1281 -2.2620 0248 -.5424 -.0371
Of=4(B) 3129 0929 3.3668 .0009 1296 4963
H24(10) -.0606 1229 - 4927 6228 -.3031 1820
AxB -.0500 0746 -.6704 5034 -.1971 0971
AxC -.0693 0913 -.7596 4485 -.2494 1107
BxC 0952 .0795 1.1972 2327 -.0616 2520
AxBxC -.0385 0645 -.5969 5513 -.1657 0887

vV, 28 2 =9

1. Qo] AL

o
=

2 7ol lERAA e AlE, g, dEde
& dotE A shgleh. g Ad = A 7
Mg $44 I v AR vt 5, JEFAA7E AAF ARgbelzta 3
wdkl disl AFrEe PR whgSARE, JIEF M 9] o Hl wiEAde 5y A= T T4
A s A, @E o] AAH o] LAt vlAl= FFHL WA AbdlelM = ok 5
Stk SFIE ERtete] ket JElo] vmYH Pgol ATH AEFANY /S0l T AR
o] Fdl HHste] °J71E B e A5 A FokE 5 9luh ol5o] MEYH FEow £
A= %Xl% = ol A F A i whed S ek ole wdske] lvnlat 214-4(2018)
< AEFAA S o] Ad FTe] T8 2A9E AT v |l

oheh, 2 ATl Al AL A= Tl Mue 93 vIAA g AoR ek,
olefe sk QEFAAS] BiAel 0 Ade] AF] BOHE Gae 1A P aclolehs Ag
ofmshs 22 ohuth, ¥ ArelA= 33 mete] 9= AEFAN S Aulze] i 2nlAl vk
cREolsEl, olefdh dlxe] T IEFAA ] iAol froldh JFe vIAA s F ke Aotk

ofEfdh AT Adhe there] AAPE AR

A, AEFAM ] SFA =l BTt 2HAEe] HHDL 2l
34 o el dFS

2% ThE At BRI B
A ) Sl TR, 5 ARTAN A e 21 A9



150  Asia-Pacific Journal of Business Vol. 13, No. 1, March 2022

S =gk o] F ol $AHOR A8 F g Wl wF ABFoA 9] o2 wjHAe] FHH
£ ool 344U JYAUSR ABY £ ASE WA, oleiD AT AAT ATTAN AU
BUE AR AEE AFHG, F, ABFANTL SHIeL 2o TAH Ale] AFErka stele
AELIA S A= PP FET F 7] ThEo] ABFANE BEIE Tde olam S I
stel nhAY AW Ake FYT F e Aol

B, 533 o] Sk W3 Qi AeIA Sl that Anlx WS EHoE B AT
oFx7kx) FRaA k. olo] B AL AFTNI BAE AT AL HPFAkE ol B
oJei7t it

2. 84K 2 3T AT 3

¥ ool @A 20

vhgo] JFaclom QBT 54 Aol

2clol} A= 54, 3L ARz} A HE BEe] 54

o] ZH|A Wkl Folat G vl 4 ek, olE HH, AW HAe] 3ol et Wael

B, Fe Aol v AEAY FFo] 5% QBT Y] FHHOE WY ThsAe)

. 35 AFolAE QBT BAT A BFe JPadse BEHoR thpows duld

of g olsh ¥ & 9 Zolth
‘6‘

gl AFA, wEA, AEAFL 7H7} st

A, B dAFolde JAEFAA SF
_]
o

gesie. e Aelel Aed 5

N
Ny

r
[
I
=2
e
rQL'
" by

L0 X ofd e
da

oo

A, B QPoE Faw = Aeloz Zgsen,
Jet 8 dEe dfoR THE Ho B Y Jhs Aol B FF ATANE A7
el v wh WNg A% FE et ol el A8% Fast gle Ao walh
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