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Abstract

Purpose - Due to the spread of COVID-19, non-face-to-face transactions are widely growing. In
particular, the development of streaming and network technology has rapidly grown the one-person
broadcasting market, an influencer market using YouTube and Instagram. However, prior research
on the influencer in Mogolian market is very scarce. Therefore, this study aims to identify the
factors influencing consumer purchasing behavior in Mongolian market.
Design/methodology/approach - We tested a research model of our study through the analysis using
survey data of experienced users in Mongolian influencer market. In this study, reliability test and
factor analysis, multiple regression were conducted using SPSS.

Findings - We found that the characteristics of an influencer and contents in Mogolian market are
positively related with brand reliability and contents authenticity, respectively. In addition, the brand
reliability and contents authenticity are positively associated with the customer’s purchase intention.
Research implications or Originality - Since it is the first study of the influencer market in Mongolia,
it is expected that it will serve as a guide study for the follow-up studies in the future and serve
as a reference for the strategic direction of related companies.
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Fig. 1. Research Model
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F3k AF3) A w2 ilAA oA el 378 =7A THE ¢ e 2 AR AFUA A sE e
93 9471 Irth(Wanzer et al,, 1996), -84(2018)¢] AF-oA= SNSAY HE Q1ZF A 9
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o] A WM E vl Fad aiety FHsY).
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Tk e 7] Aot Anrpt Fulstala) she AES AR ER1E & e Ho] glamn
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Egger(2000)9] AT-ollAl AAPIA A AT D Au| 2ol digh bd o) F1, AHgo] HEA T2
anRte] AE% PAo Fash S Xtk AWt en, Dai and Salam(2020)2 & FF2
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[ =90
= =2

Ashg vhgoz FRzel B3 Bilstel el AP UES RS
HE 202 ozpye 2alx Ag4d A9l 9%e r)d Qo
H5 202 guye 2ax 2949 09 9% v ol
H6 292 dzde 2ax 2949 09 9% rd Aol
3. BRIE AEE, SHl= AR Fulele ko] Al et 74

Ozsomer and Altaras(2008) Q370 wl2w Bal=i= o] AFoly Au|2e] S uletdl uj
oEIH Hi= F8 291 F sholH Bz tdh A s AlFoly Au|2e tigt AF=g AF
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Table 1. Summary of Demographic Variables
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Az 2A|7E Of &t ~ 3AIZF OIF 15 5.3
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1|°i - as 152 54.1

nE=} 161 57.7

7|Ef 86 30.6

Facebook 147 52.5

. Instagram 24 8.6
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oty 855 4
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HAE NEFE 893 4
OH7H A 4~ EESREPY 915 4
ZAHA Jojol = 852 3

2) ElgE

4 FEE0 5§ A5S A8 sHHT dig adRAE AAsth 89l FF o=
9420 2 VR, Bartlett A A4 A= 0.05 1wk
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1 2 3 4 5 6
AlZ|A3 686 374 173 216 200 120
A2 AME|42 .684 298 293 257 223 A1
R 646 293 179 240 329 127
NERE 625 357 244 284 169 225
2142 260 726 329 106 222 160
e 21443 369 713 227 177 235 093
2181 347 682 368 095 175 .100
2144 268 503 400 273 084 163
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QEk? 219 179 784 .090 110 228
25 kA4 093 256 625 191 179 112
Q223 151 224 605 059 139 126
Qa1 168 198 591 154 21 155
HEN2 408 158 A4 717 083 277
HE2Y HE43 134 128 069 705 322 200
A2 439 056 263 668 143 245
HEAY 237 204 073 231 691 225
gy HEAM5 303 174 185 229 671 116
HEA? 242 330 231 243 438 380
OH234d 1 044 162 139 173 165 590
=g EFY) 205 .020 209 231 112 540
ofo|IZ} 2751 2.646 2488 2.379 1.778 1.253
ZEEM(%) 13.754 13.230 12.442 11.896 8.891 6.264
SAELH%) 13.754 26.984 39.427 51.323 60.214 66.478
(Table 4) = w7l &l thek a9l 24 235 Yepflar 9ok, KMO S5+ 094202
UEebtaL, Bartlette] 784 A4 Ade fFol&E¢] 0.05 vvtoz et 2F addAe] BF
0.58 F3J3taL o] AA £ BHds Fr e o2 YETt
Table 4. Results of Factor Analysis 2
2|HE 22Ijia
a9l
1 2 3
ZH2YE3 751 39 281
ZH 221785 707 305 A45
EEIRZIZA? 686 419 247
ZH 221744 673 309 452
L =N 338 691 29
HEHEAR|E2 360 651 425
EE =N 333 647 428
HeHEAZ| 23 437 552 427
J0{o| =3 325 333 748
J0{o| =2 296 413 614
JOHO| £ 1 418 349 525
ofo| 7z} 3.000 2,550 2183
&%) 27.269 23.179 19.849
LA 2K %) 27.269 50.448 70.297
V. 7}
£ AToMe JAEFAA B Frlzo] 5] AHte ﬁlﬂﬁ«l o mX|= gl itk 7Hd S A s}
I o)E A7 o Lty 7hd ARS AASTE 94, JIEFAA Y] 541 wiEAT HEA,
AAA Tol Bz AR xo v JFS EX317] 3, o5 AEA (Multiple linear regression
analysis)& AA8FTE, (Table 5) ol Uehd o} o] ARY S FAXH LR FoJstA YElH o™
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Table 5. Results of Regression Analysis 1

F&HL g B SE B t p VIF
(&) 491 165 2.980 .003
Hajc of=-d 215 .040 249 5.418 .000 1.231
NS d=d 071 053 073 1.334 183 1.770
kel 535 054 540 9.861 .000 1.749

F=102.564 (p<.001), RHE=527, adjR#&=.522, D-W=1.981
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= 549 AEAR o=, Al So] Frlze] IR nAls dFE s S, tE3

[}
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Table 6. Results of Regression Analysis 2

i kit B SE 8 t p VIF
(=) 559 148 3.762 000

ECES HEN 165 055 163 3.013 003 2.041

il ek 109 053 AN 2.077 039 2011

S 539 053 575 10.132 .000 2.253

F=140.900(p <.001), RA|&5=.605, adjR#|&=.601, D-W=2.05

H

)

= e} Frlz o] T e nXE JIFES AR T] A3l vhEs]AHEA (Multiple
linear regression analysis)& 233ath. (Table 7) ollA & &= 950l FHRIY ] HFAL BAH O
2 FosHA e o m(F=279.020 p<0.001), B& <] drgdele oF 66,8%= Jelytth, 3AAF f<
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Table 7. Results of Regression Analysis 3

i D74 B SE B t P Uz
(=) 335 123 2719 .007

J20{o| = HEHE AT 497 057 491 8.675 .000 2.680

ZHI= zygg .385 059 371 6.553 .000 2.680
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